Time For A Change

Until they can take care
of their own business,
it's your business.

Part |




Change Yourseli




Change Yourself

¢ Have you ever made a sustained
Iifestyle Change (or you really want to change) 2

o \What?
& \Wihy?
9 \What was ther tipping pelnit? = )




Stages ofi Change Model
(Prochaska, J.O. & DiClemente, C.C. 1982)

Maintenance

Action

Preparation

Contemplation

Pre-contemplation




Behavior Change Tips

¢ Be specific

¢ lackle ene goeal at a time
¢ Be realistic

¢ Write i1t down

¢ Be good to yourself

¢ Don‘t go It alone




Change Others

Behavior Change Process

Everett M. Rogers, Diffusion of Innovations, 1995

Pre-contemplation

irioyylecdge

Persuasion Contemplation

DeCiSion Preparation

ImplEMERTAUERI Activn




"ARE YOU SHOWERING
" WITH AN ENERGY HOG?

Part ||

SeclalflViareting

Basicl Concepisana
PHRCIPIES




SOCIAL MARKETING

Selling Positive Behavior

Please do not drop
your cigarette butts

on the deck.

The fish crawl out
at night to smoke them
and we are trying
to get them to quit.




DEEINITIONS

INEFORMAL:
“Influencing Public Behavior™

Are Part Of Your World.
Keep Them Clean.




IT'S ALL ABOUT BEHAV|OR

¢ Leave oyster shells on the beach

¢ Mow high and let It lie.

Pick up after your pet

~ HERE Keep a littereag in youl Car.

s s Mg Ride the bus or join a carpooll te
e 3 ‘ Wole

. OADSENAIINOIRGERICHERUNIZELS




Comparison

¢ Marketing and Social Marketing
are lntegrated Approaches:

— Community Involvement

¢ Events
e Volunteerism

— Viedia (news) Relations
— Advertising
— EdlUcation




HOW DIEEERS

¢ Commercial Sector Marketing
— Typically goeeds and services
— For a proiit
— Benelfit of shareholders

¢ Noen-Proeiit Marketing
— Promoitingl SEFVICES

— SuUpperting fundraising ILLEGAL DUMPER

'HELP US PUT AN

¢ Soclal Marketing IN THE CAN.

— @ nlzipleflnle) O ar=hV/16) £S




HOW DIEEERS

Erom Education:

— Education typically: Just Inferms

— Soecial Marketing Is Intent on influencing
PENAVIOK Change

Erem Advertising:

— Advertising Is only one of the
commumcation epens (Premoetion heel)
or Ipilvencing PeRaVvIen

—here are other peweritl teels




WHY IT'S HARDER.

We ask people to . . . .
¢ Be uncomfortable Recycle

¢ RISk rejection
¢ Reduce pleasure ngg%fl}gidat
d

¢ Give up leoking good it
» Be embarrassed Retail Stores

% GO eUL off theli\iay/
¢ Spend moere time
9 SPERE Mere MeReY.




Promoting Behavior Change

¢ Soclal Marketing Process
— [dentify the action/behavior
— Target a segment off the audience
— Research the audience
— Create and Test messages
— Implement
— Evaltate
— Adjust

0_

WHAT GOES DOWN_ [RSRRY




Key Concepts to
Soclall Marketing
SUCCESS




Conept #1

o« N

¢ Get te knew your audience™
—Knew what they Know
—Knew what they do
— Knoew why.

Question 39. STORM WATER is the water from rain, melted snow, and
sleet....from what you know or have heard, does neighborhood storm water go
a treatment plant?




Technigques

& SUrveys
¢ Focus groups
¢ Individual 1nterviews

» Olbservatieon, or
¢ ... Just ask someone




Who do you Target?

¢ “TARGET MARKETS
VIOST READY. FOR
Near o))\ ®




Diffusion

¢ Soclal Dynamics within an audience

— Social Diffusien Theory.

& Dr. Everett Rogers Diffusion off Innevation 1995
— Onece 10— 15 percent off a given segmenited audience
adeps anrinneyvatien/Rew. beRavier, that beRavier Ras
the mementum It needs; te) diffiltliSe: Gl IS GWnR With Iess
Ol e externallmarketng and premouen.
¢ Soecial structure andl classifications
— RegeErs lldentified five greupings: Ol PEeRIENVItIRF 2Ry
au@ience
IRNGVALENS
EQiEN/AACCRLENS
=gV eI,
Lziie \lztjerliny

Lag < enels Innovators  Eary Early Majority  Late Majority Laggards =
2.5% Adoplers 34% 34% 16%




Concept #2

¢ “‘Take Advantage Of What’s
Been Done Before that

Works”
—Saves time 7 IF YOU THINK

PICKING UP

—Saves moeney. AN ooe pooe

IS UNPLEASANT,

_More success ¢ TRY DRINKING IT.

Pet waste washes into storm drains, polluting our )
sivers, lakes and drinking water sources. Get the scoop. (3¢ 2
1-800-CLEAN-UP 'Sy 0/




Washington vs. Michigan

...and no, it’s not a college football game

Remember, you're not just
walking the dog

Cur Water. O Patuse.

WHEN YOUR PET GOES ON THE LAWN,
REMEMBER IT DOESN'T JUST

GO ON THE LAWN.

Whan our pets leave theoe | mnle surps ses, s washes off that pet wasts
and bacteria nto our storm dmaies. And then po lates our waterways
5o what 10 de? Simple. Dispone of 1t praperly (prafesably in the toflet)
.

Then thatIntle sarpe1e gets teated ke &t thosid

B8 Puge NT ACHET TEEN, DERETTIEN Of 1C Bgy . KNG oy

e g — Vs Clean up after your pet

i
A CRO) I W8 v VLTS D v een
ad




Concept #3s

“Promote single, simple doable
pbehaviors.™

¢ Ones that will make a difference.
¢ Ones your avdiencewillr understand:

¢ OnEs you can ehserve/Zmeasure.

Better, though you
still have to read to
know what to pump

Single and Simple, but
not Doable

 Amrenhe Cownct,
¢ - _.' oy ot Ans Artse Watnr vt Do wonats. U PR ot MOIQ
3 P Warkmory iormanont Cat 113749 3113 and ik far 3 ¥ee 09 202




Concept #4

“UNDERSTAND AUDIENCE
BARRIERS TO BEHAVIOR
CHANGE.”

& SOME are perceived.
» SEMmME are real.
9 Viesit eff the times yeu can REl|9:




Overcoming Barriers

¢ Everyone else Is doino

it (Or not doing It) é.____
o Werllrteach you hew

o) do) It:
¢ SaVe meney/get meney.
¢ It takes 5 minutes or less
9 IS the coplFthing 16 0o
9 Y eUuHFgetrarrewWareENiyouRdo It




HANDLING ONE BARRIER

POGGIE WALK BAGS
ARE SPECIFICALLY DESICNED TO BE USED

FOR PICKING UP AFTER YOUR DOG
PUSH IN, PINCH A BAG & PULL IT OUT

DOGLI WALE BALA T POCLIL WALK RAl)
AN SCANTED ARl HOON . TIE MANDLEY WARE
WEUTRALML THIM EASY TO Uk
DOGLIE WALR BALS

ARE DECRADASLE AND
O M
POGUIL WALK BAZA Ol SU2E WYY ALL NETO)
AT A0 AVAILARLE N
CArlLs foaw

o

CAUTION: FLASTIC BACS CAN BE DANCERDUS
REEP OUT OF REACH OF SMALL CHILDREN

FOR ARBTTIONAL INTORMATION. WHITLTO
OGN WALK BALS * PO SOR 1N SALBOA WLAND (A NI VA




HANDLING ANOTHER ONE




Concept #5

“Choose the Best Media Mix
of Channels and
Viessages.. ok Youlr
Audience.”




USE MEMORABLE
MESSAGES

¢ North Carolina launched the "“Click It or
Ticket” campaign in 1993:

— Increased from 65% usage to 84%
— Fatal and serious highway injuries were

cut by 14%

)

/CLICKIm & IT |
DD 3 5;;jy;3;,:ﬁ.-

A L
T ' ... 1" -' -.'. .' '. cl -' - {
- ] '




HAVE SOME FUN

Please,
NO runNning in
the station.

(Although we appilaud
your boundiless energy
and zest for ving.)

. Tr& nT;‘lk

p—
—




MORE FUN

':' Friends of Animals
1-800-321-PETS

Affordable breeding control




EVEN MORE FUN




CUSTOMERS KEEP PLEDGES

Healthy Lawns, Healthy Families!

Act now, take the pledge OR pledge online! Go to www.healthylawns.org and we'll send
your free lawn sign.
Fi¥ out the form telow and pledpe to usa ahematve kawn and garden chemicals After pou ake s phedge. v V260 yOu A e 3ig11 1

> T T ler athers Mo you

FAZICS Natival B cave

Natural lawn care
practiced here

May we comtact you for follow-up? ) Yes ) No
First name =

Last name

E-mall

Phane _ , www.healthylawns.org

Address

BTN S00 8 P27 x 12T i Jakes inoneied)




USE PROMPTS.

GET IN THE LOOP

0% fiecycled
' Product or

BUY RECYCLED




We Can Do It!

INFSUMMARY

¢ Soclal Marketing Is about
Influencing behaviors.

¢ Ilncoerporate principles that work.

Get to Know Your Audience
Use what has already woerked
Promoete single, do-able actieons/lbenaviers

Understand audience barriers to behavior
change

Cheese the best media mix off chanpels:.  feryeur
atcdience




