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Today’s Outline

 What is Social Marketing?

e Overview of the Social Marketing
Planning Process

e Real-World Examples:
oDon't 'Drip & Drive
O Pump Out, Don’t Dump Out

e key Takeaways & Discussion



DEPARTMENT OF
=g ECOLOGY

Think of a time when you tried a new habit T o o mngn

Were you successful?

If yes, what helped you stick with it?

e |If not, what made it difficult?

e What made the change possible?

Information? Motivation? Convenience? or
someone influenced you?



=

>

e

Spot the Social
Marketing Lessons

What message is this poster trying to send?
What barriers is the audience facing?

What assumptions did the designer make?
What support would enable the behavior?

What alternative message or program would
you try instead?

-n DEPARTMENT OF
[— —
ECOLOGY

State of Washington



DEPARTMENT OF
g ECOLOGY

A Better Social Marketing Approach W e

Make It Easy, Make It Possible

Clean Hands Save No Water? No Keep Soap in Your
Lives: Get Free Problem: Use This Pocket:
Water & Soap Here Sanitizer Station to Handwashing Kit
Stay Healthy Available Here

Social marketing isn’t about telling people what to do —
it’s about making the right thing easier to do




What is Social Marketing?

Using marketing principles to

e Influence voluntarily
behavior change

e For the good of society

Social Marketing is
e Audience-centered
e Research-driven
e Evidence based
e Focused on real-world results
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Continuum of Interventions ==:cotocy

People are at different stages of change

Unaware/Open Aware/Not acting
Considering Change/ Not Considering
Maintaining Behavior Change

Education Social Marketing

U Match right approach to right stage ]
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Social Marketing Planning Process

Step 7: Evaluate
& Improve

f

Step 6.
Implement
Strategies

\

Step 1.
Situation
Analysis

Step 2: Identify

Purpose, Goals &
Objectives

Social Marketing
Planning Process

\

Step 3: Select
& Segment
Audience

/

Step 5: Develop
Messages,
Strategies & Pilot

Test

Benefits

Step 4: Identify
Motivators,
Barriers &

-n DEPARTMENT OF
[— —
ﬁECOLOGY

State of Washington



(=4

: DEPARTMENT OF
N Sl ECOLOGY

What is Situation Analysis? bt

Define e Define the Problem
Ulalel=igsiz1alsl - @ Understand the Audience
Analyze e Analyze the Environment

|dentify e |dentify Competition

~N

Silnlagclek4sr e Summarize Insights 1 Sreron srele EEuheE

your work in reality — it’s how
we listen before we speak
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Key Strategic Questions

What problem are we trying to solve?

What behavior will best address this problem?

Who needs to take that behavior? (priority audience)
What will motivate the audience to adopt this behavior?
Why will the audience trust us and believe our message?

What competing behaviors exist and why might they seem easier or
better?

Where and when can we best reach this audience?

How often and from whom does the audience need to hear the message
for it to work?

What mix of strategies and tools will reinforce the behavior over time?

Do we have the resources and partners needed to deliver this strategy
effectively?

O

~

These strategic questions help
guide our thinking and ensure
we’re intentional, not guessing

D o il

o

10
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When Social Marketing makes a BIG difference...

Don’t
Drip & Drive

Fix That
Leak!
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EXAMPLE: Situation Analysis in Practice
Don’t
Drip & Drive

Fix That
Leak!




[
The Problem oLy

Ecology estimates that 7 millilon quarts of
motor oll from drips Is released into the
Puget Sound basin every yeatr.
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Vehicle Leaks
Situation Analysis

Vehicle owners

Auto industry

Address leak prone areas

Regulations



Vehicle Owners

e Cash for Clunkers program

e Repair Coupon program to
motivate owners to identify
and fix leaks
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Address leak prone areas

Incentive Programs
ePromote rain gardens
in leak-prone areas
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Auto Industry

e Develop innovative
technological solutions:
»Leak detection systems
»Secondary containment

»Development of less-
toxic or non-toxic oll
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Regulations

Leak inspection prior to:

: e Point of sale for pre-owned
e |ncentives and/or vehicles

enforcement to clean

up egregigus areas  Renewing vehicle registration
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Narrowing the Focus

* Vehicle owners

e Auto industry
e Address leak prone areas

* Regulations
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Social Marketing Planning Process wscoiosy

Step 1.
Situation

/7 Analysis

Step 7: Evaluate
& Improve

Step 2: Identify
Purpose, Goals &
Objectives

f \

Social Marketing

Step 6. Planning Process Step 3: Select
Implement & Segment
Strategies Audience

Step 5: Develop Step 4: Identify
Messages, Motivators,
Strategies & Pilot Barriers &
Test Benefits

20
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Step 2: Identify Purpose, Goals & Objectives ===->=22"

Purpose ()
WHY you are doing what The Big Picture Change. What specific, measurable
you are doing. results must we achieve to
support the goal?

Long-term and broad
What are the end impacts

) Focus on Audience behavior, not
you are seeking?

our activity.

WHAT are you trying to
accomplish?
SMART: Specific, Measurable,
Achievable, Relevant, Time-
bound

D Goals describe the dream, Objectives measure progress, Strategies map the path, and Tactics are the steps you take 1




EXAMPLE: Identify Goals & Objective in Practice
Don’t
Drip & Drive

Fix That
Leak!
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Purpose & Goal e

To decrease the threat
from vehicle leak
pollution into stormwater

Goals
"|ncrease repair of leaks

s|ncrease interest in vehicle
maintenance

"|ncrease awareness of
environmental impacts of fluid
leaks
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objectives

* Increase percentage of drivers who
check for leaks

* Increase leak repairs within a specific
timeframe

24
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Social Marketing Planning Process wscoiosy

Step 1.
Situation

/7 Analysis

Step 7: Evaluate
& Improve

™~

Step 2: Identify
Purpose, Goals &
Objectives

f \

Social Marketing

Step 6. Planning Process Step 3: Select
Implement & Segment
Strategies Audience

\

Step 5: Develop Step 4: Identify
Messages, Motivators,
Strategies & Pilot Barriers &
Test Benefits

25
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Step 3: Select & Segment Your Audience

& Formative Research is KEY
Define research needs
Find and mine existing data

Q Brainstorm all audiences

oo Use a variety of tools - surveys, interviews, Focus
groups

26
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How can you segment your audience? ==

D

~

Segmentation is not just about who people
are — it’s about understanding what drives
or limits their behavior

 Demographic

v Age, Income, Gender, Education

e Geographic

v’ Live, work & recreate

e Physical/personal history

v’ Experience, condition, background

e Psychographic

v’ Values, beliefs, attitudes, and lifestyles

e Behavior

v what people do — or don’t do

e Access

» who has the resources to act

28
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Example: Audience Segmentation In Practlce
Don’t
Drip & Drive

Fix That
Leak!

29
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Formative
research

e« Surveys
e Focus groups

e Interviews



Don’t

Drip &Drive I DEPARTMENT
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Priority Audience

m
i

Fix That
Leak!

e Adults 25-64

* Income $40,000+

e Own a vehicle 2+ years old
* Use a mechanic

Why?

- Able to act

» Likely to experience a leak
« Willing to act with the right prompts and incentives

)
p

31
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Social Marketing Planning Process wscoiosy

Step 1.
Situation

/7 Analysis

Step 7: Evaluate
& Improve

™~

Step 2: Identify
Purpose, Goals &
Objectives

f \

Social Marketing

Step 6. Planning Process Step 3: Select
Implement & Segment
Strategies Audience

\ /

Step 5: Develop
Messages,
Strategies & Pilot
Test

Step 4: Identify
Motivators,
Barriers &
Benefits

32
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Step 4: Identify Barriers and Motivation  ssEcoLocy

BARRIERS

* Anything that reduces the
probability of a person
engaging in the desired
behavior

» Internal: Knowledge, motivation,
perceptions, assumptions

» External: Lack of access, difficulty,
cost

BENEFITS

* Anything that increases the
probability of a person
engaging in the desired
behavior

> Intrinsic: What’s in it for me?

» External: Benefiting others, society,
community or world

DEPARTMENT OF

MOTIVATORS

* Things that will make the
behavior more appealing

> If barriers cannot be overcome
by motivators, pick a hew
behavior or increase motivators

33
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Barriers to fixing leaks

Cost - SSS

Lack of knowledge

Finding a Trusted Mechanic

Not worth fixing car

Think leak is not a problem



Keep car reliable

. Safety
I Motivators for

fixing leaks * Prevent damage to car

Protect environment
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Social Marketing Planning Process wscoiosy

Step 1.
Situation

/7 Analysis

Step 7: Evaluate
& Improve

™~

Step 2: Identify
Purpose, Goals &
Objectives

f \

Social Marketing

Step 6. Planning Process Step 3: Select
Implement & Segment
Strategies Audience

/

Step 4: Identify
Motivators,
Barriers &
Benefits

Step 5: Develop
Messages,
Strategies & Pilot
Test

36
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Step 5: Develop Strategies & Pilot Test

@

Build strategies tied
to your behavior
objectives

Make desired behavior
more appealing than
competing behavior

Tailor messages to different
audience segments

i 7 4

Select Pilot test & refine
communication before full launch
channels based on
audience habits

37



Social Marketing Tools that Drive Chané?

Incentives

Provide tools, discounts, or
rewards to overcome barriers and
encourage action. Coupons, free
leak checks

Communication

Use targeted messaging to raise
awareness, highlight benefits, and
motivate action

(e.g., ads, social media, media
relations, digital outreach).

Social Diffusion

Leverage peer influence—people
adopt behaviors through
conversations, role models, and
community networks.( Mechanic
networks)

Prompts

Use reminders placed near the
point of decision to trigger the
desired behavior. Drip spot cards,
Reminder stickers

Convenience

Make the desired behavior simple,
accessible, and easy to do.( Leak
check events, how to drip test)

P
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Commitment

Encourage people to make public
pledges or visible commitments to
act. (Auto shops displayed posters

Social Norms

Show that the desired behavior is
common, expected, and socially
valued. ( Responsible drivers fix
leaks featuring families, everyday
drivers and mechanics)

38
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Step 1.
Situation

/7 Analysis

Step 7: Evaluate
& Improve

™~

Step 2: Identify
Purpose, Goals &
Objectives

\

Social Marketing

Step 6. Planning Process Step 3: Select
Implement & Segment
Strategies Audience

/

Step 5: Develop Step 4: Identify
Messages, Motivators,
Strategies & Pilot Barriers &
Test Benefits

5
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Example: Implementing Campaign Strategies
Don’t
Drip & Drive

Fix That
Leak!

40
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Program strategies @

Fix That
Leak!

Repair shop partnerships

_eak inspection workshops

_eak Check events

Third party mechanic — Car care clinics
Multi-Media Advertising

Quick lube shops partnerships (Pilot)
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Participating Repair Shops e ECOLOGY
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Over 200 Repair shops

Convenience (partner

mechanics, easy scheduling)

Incentives ( free leaks
checks)


https://fixcarleaks.org/shop-locator/
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EXAMPLE: Incentives

Discount Coupons

43
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Leak inspection workshops
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Leak check toolkit

46
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Car Care Clinics with Third Party Mechanics




Quick Lube shop partnership
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Television Ads
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Radio Ads O
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Online Advertising O
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Messages: Online Advertising™
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Facebook & Instagram Ads
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Messaging
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Social Marketing Planning Process wscoiosy

Step 1.
Situation
Analysis

™~

Step 2: Identify
Purpose, Goals &
Objectives

\

Step 7: Evaluate
& Improve

Social Marketing

Step 6. Planning Process Step 3: Select
Implement & Segment
Strategies Audience

Step 5: Develop Step 4: Identify
Messages, Motivators,
Strategies & Pilot Barriers &
Test Benefits

Sif
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Step 6: Evaluate Campaign & Improve

Create an Evaluation Plan

Track Progress & Improve

a Inputs: What resources were invested?
o Outputs: what did we do? Events, coupons
Outcomes: What changed in behavior?
Impact: What changed in the community or environment

58



-n DEPARTMENT
[— — ECO LOGY

Don’t Drip & Drive Program Evaluation

Exceeded all goals!

* Number of vehicles owners reached

e Coupons Redeemed

 Number of leak check events

e Number of leaks fixed

e Percentage leaks repaired

e Changes in awareness and motivation



http://youtu.be/UzCzBf1SXS8
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Ads work!
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Puget Sound: What’s the problem? b

e Approximately
52,000 to 66, 000
pounds of pollutants
IS discharged into
Puget Sound daily

63
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Roll-out Multi-media Campaign

Spring/Summer 2021
" Affirmative
Additional sion b _ Enforcement Strategy Finalized
science and Decision by NDZ Implementation .
. . and Implementation
economic EPA to begins
Early Public Input research AOEEEE EPA Reconsideration & Re-
Advisory Group Response to Begin Education and affirmation
Meetings Comments Rulemaking Outreach
> 2012>> 2013 »> 2014 > 2015 » 2016 » 2017 »> 2018 » 2019>> 2020 >> 2021 »
Draft EPA Final Petition to
Research i Rule adop_ted & _ _
Petition for EPA NDZ Effective Social Marketing
and :
public Research contract
Stakeholder ;
b . comment Fed Register for Outreach and
WIS LefElg)E] public comment materials Enforcement
Stakeholder Strategy Discussions
work Implementation ~700 acres
continues Strategy shellfish Federal Court case
harvesting

areas opened



No Discharge Zone Rule

* Puget Sound is a No Discharge Zone
for ALL vessels

e VVesse| sewage (raw or “treated”)
cannot be discharged within the
designated area

* |.e., No discharges allowed even with an
onboard Marine Sanitation Device

» Before the NDZ, you could discharge
sewage > 3 miles from shore

65



Why it matters

» VVessel blackwater is highly concentrated
and contains pathogens

e Vessels are mobile and the discharge
could occur directly over or near sensitive
resources (shellfish beds and swimming

beaches)

e Commercial e Swimming * Pathogen-  Coliform
shellfish beach contaminated e Nutrient
harvest closures shellfish (e.g., enrichment
closures e Rec. shellfish Norovirus)

harvest

closures

66
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Celebrating the No Discharge
Zone rule with a SPLASH!

70
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No Discharge Zone Rule Mt

It’s the law

71
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How do we enhance compliance?

Thou
Shalt...

|

72



Social
Marketing

73



Social Marketing Mistakes






When Your Message Stinks




When Your
Message
Resonates

N



Aha!

It is important to

conduct research

with members of
your audience




* MARKETING INSIGHTS AND RECOMMENDATIONS BASED ON
e STAKEHOLDER AND RECREATIONAL BOATER’S FEEDBACK

e October 2020

« GLM 19267




Social Marketing Research

Stakeholder Recreational
Interviews Boater

Used to Survey #1
iInform

boater Understand
SUIVEYs the audience
Qualitative Quantitative
n=9 n=4,195

Recreational

Boater
Survey #2

Test
campaign
materials

Quantitative
n=1,733
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Those who keep boats at a marina/yacht club Those who trailer their boat to water

81



Key Findings....

No Discharge Zone Rule Awareness

Survey #1: 64%

Survey #2: 81%
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Key Findings: Audience Barriers

Barriers to Compliance

* Not understanding rule

* Not believing it is important
e Unfamiliar with locations and use of pumpout stations

* |[nconvenience

83
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Compliance is both
an operational
issue and a
marketing issue.

84



Key Findings - Motivators

A Smartphone App with real time data
Pumpout locations
Status, cost, No Discharge Zone Boundaries
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Free Pumpout Navigation App R £COLOGY

No Discharge Zone

Boundaries _
Boating laws

Hundreds of
downloads
with an
engagement
rate of 83%.

86
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Key Findings: Most Impactful Messages

Boaters want to know why it matters

Detrimental effects of human sewage on shellfish,
swimming areas and sensitive water bodies

e Consequences of illegal discharging and value of
appropriate behavior

87
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Meet Sam the Clam o Eood
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Sam the Clam’s Message ==
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Key Findings: Motivators

Boaters want tools and reminders to

make it easier to comply.

90
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Free NDZ Signs

91
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Signs at Boat Launch Areas
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Key Findings: Information Channels

Where do you get boating information?

V‘\O(.\ne STOreS 46} (\Ch S”'es S‘

AV
~

n=1,748 n=2,163 n=1,748 _ n=1,867
(Those who keep boat at marina) (Those who trailer boat) (Those who keep boat at marina) (Gone fishing in WA lake or river)

www.GLM.com 93



Boating Magazines Ads R ECOLOGY

12,000 total
Impressions
with a click
through rate
of 2.3%
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Website Views e ECOLOG

96



Pump Out, Don’'t Dump Out: Partner Toolkit ==

Social Media Content
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Partner Toolkit T ECOLOGY

Infographics

98
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Convenience R OO0

Hand Sanitizer

Absorbent Pad

S
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Y-Valve Education Program S

Goal: Prevent illegal and unintentional discharges

Promote a Encourage Educate
concerted boaters to pay boaters about
education and more vessel sewage
OUUTEEIEN attention to best

around Y-valves :

by providing their on-board management
tools to check head system. practices in
boat sewage the No
systems in order Discharge

Zone.

101
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Complimentary Resources T £COLOGY

Zip Ties Dye Tablets with instructions

102
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Complimentary Resources o

Sample Lease Language Y-Valve Education Program Signs

103
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Brochures

105
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Placemats
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No Discharge Zone Implementation Approach

‘ No Discharge Zone rule Implementation

108



Key Takeaways

1. Knowledge alone rarely
changes behavior.

People often need motivation
and support, not just
information.

4. Focus on the right audience,

not everyone.

Segmentation ensures we invest

resources in people who are

willing and able to change.

7. Test, measure, improve.
Pilot, listen, adapt —
successful social marketing is
iterative, not one-and-done.

2. Start with research, not
assumptions.

Effective programs begin with
formative research to understand
the audience, their barriers, and
what motivates them.

5. Remove barriers, then
build motivation.

People change when the
desired behavior feels easier,
more rewarding, and more
normal than the alternative.

8. Partnerships amplify impact.
Working with community partners
increases reach and credibility.

-n DEPARTMENT OF
[— —
ECOLOGY

State of Washington

3. Define the behavior — clearly
and specifically.

Social marketing succeeds when
we identify one behavior to
change, not a vague goal.

6. Use a mix of tools — not just
messaging.

Change happens through prompts,
incentives, social norms,
convenience, and commitments,
not awareness alone.

109
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Social Marketing Resources

Books

e Fostering Sustainable Behavior: An introduction to Community-Based Social Marketing by Doug McKenzie-Mohr, Ph.D.

e Social Marketing: Changing Behaviors for Good by Nancy R. Lee, Philip Kotler and Julie Colehour

e Strategic Social Marketing for Behavior and Social Change by Jeff French and Ross Gordon

* The Palgrave Encyclopedia of Social Marketing

Websites

¢ Community-Based Social Marketing

e Montana State University Center for Health & Safety Culture Webinar Archives

¢ Tools of Change

SPARKS CONFERENCE : December 8-9, 2025, on Zoom.
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https://cbsm.com/book
https://cbsm.com/book
https://cbsm.com/book
https://cbsm.com/book
https://cbsm.com/book
https://cbsm.com/book
https://cbsm.com/book
https://us.sagepub.com/en-us/nam/social-marketing/book275147
https://us.sagepub.com/en-us/nam/social-marketing/book275147
https://uk.sagepub.com/en-gb/eur/strategic-social-marketing/book260452
https://uk.sagepub.com/en-gb/eur/strategic-social-marketing/book260452
https://link.springer.com/referencework/10.1007/978-3-030-14449-4
https://link.springer.com/referencework/10.1007/978-3-030-14449-4
https://cbsm.com/
https://cbsm.com/
https://cbsm.com/
https://cbsm.com/
https://chsculture.org/webinars/
https://chsculture.org/webinars/
https://www.toolsofchange.com/en/home/
https://www.toolsofchange.com/en/home/
https://pnsma.org/SPARKS2025

Thank you

Justine Asohmbom

Puget Sound Education and Outreach
Coordinator

justine.asohmbom®@ecy.wa.gov
425-495-1569
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When the Behavior is FUN!  — "

e http://www.youtube.com/watch?v=2IXh2n0aPyw

e http://www.youtube.com/watch?v=zSiHiMU-MUo
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