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Conservation Marketing

Tell me...I will forget

Understand me...I will listen
Show me...] will remember
" Involve me...I will understand |
- Respond to my needs...I will act
- Remind and support me..

I will keep domg
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- www.livingbywater.ca




Education and Behaviour Change

| iy .
AL e Gt fuariiia

Iraditionalf tise off (large;scale)
advertising / infermation
campalgns

Can| be effiective in creating

PUBIIC awareness and Semetimes
(N Chianging attittides

IHOWeVer, benaviour Chandge
rarely occurs as a result of
simply: providing nfiormation
Knewledde and awaheness are
NECEsSsary: but often
insufficient for sustained
behavior change




Stages off Chande Model

dintenance
Action

Preparation

Contemplation

Pre-contemplation

Prochaska, J.0. & DiClemente, C.C. 1982




[Factors te consider when planning
dnl GUtreachi/  education: pregam

(Goalst/ outcomes| /. fior the, program?
What isithe behaviolr chiande you Want?
[How: Will Voul measure SUCEESSs?

SWOI analysis: Your strengths /
WEeaknesses /- opportunities, /- threats?




When s It Social Marketing ?

e ebjective — Social marketing| seeks to
INfIUENCE and change; social 70
penelit the target audience and general
SOCIELY.

Uses concepts! firom| commerciall marketing

May: seek te changde values andrattitldesias
dl Means, off Influencing behaviours.

A IS essential

Source: Jack Wilbur




Outcomes and Impacts

Wihat Impact deryoul want torhave?
What eutcome?
What will yeur problem Iook like selved?

Are you'loeking| for
x Knewledde outcomes?
s Belielroutcomes?
s Behaviour outcemes?

I yourre not: sure i you' are describing| ani activity:
or'ai result, ask the “SO WHAT?™ guestion

Begin with the end in mind.
Stephen Covey




Strategic Gap: Identification

What are the gaps In knewledge, ftinding,
vour ability tor deliver, parthers, ete.?

€an you overcome: these and: confidently,
say the timeis right fer this™; “the proeject:
will be successiul*?

I net, hew! will youlrevercome: the, gaps, /
Improve your Ciances' off SUCCESS?




Case example of strategic gap

analysis: getting the timin riht

SF | STMON ERASER UNIVERSITY
APFTATION T ELAaMETE B [ EaM !
SFU.CA Burnaby | Surrey | Yancouver r_—.FI_,I O r'|I|r'|E A7 Links | SFU Search [ NG

NEWS

BSE e __ [ ACT October 2007 - ACT gets a
G - D 4 ) - . new spansor: Zurich Canada
Contact Us : - '
Ad a p ta tl O n Former head of the UN Kofi
Annan urges the global
0] Climate s
Change Team e

Deborah Harford quoted in
Profit magazine adaptation
BRI October 2007 - ACT gets a new sponsor. Zurich Canadal learn more | article

ACT co-founder Dr. Richard
Lipsey on adaptation in the

On March 31st, from 7:30 - 9:00 p.m., ACT is hosting a public dialogue: Communities in Jeopardy: = G0k and Mail

Plant, Animal and Human, at the ICBC Cancourse, Marris J. Wosk Centre for Dialogue. This town

hall-style meeting will feature brief presentations on climate-induced ecosystem shifts, and offer ACT in Sun article on latest
the public an opportunity to engage with experts and each other on the challenges we face and IPCC report

possible solutions, Seating is free but limited - please click here to register. Doars open at 7:00 '

.M.

FPARTICIPATE IN ACT'S FIRST CONFERENCE!
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Inputs

What we
inwvest

Szl
Woduniears
Time

Money
Research base
Materials
Equipmsant
Technology
Parners

Logic Model

—

i

e, L

What we do Who we reach

Conduct Participants
wiorkshops, :
meetings Clianis

Deliver Agencies
services i

Develap Decision-
products, makers
curmiculim, | Customers
resources

Train

Provide
counseling

Asepss

Faciitate

Fartnar

Woaork with
Ljacide b

Assumptions

What the What the What the
short term medium term ultimate
resulis are results are impact{s) is

Learming Aclicn Condikans
AWareness Behavior Social
Knowledge Practice Economic
Aftihudes Diecision- Civic
Skills isthing Environmental
Opinions Policies
Aspirations Social Action
Motlvations

External Factors

Source: Univ of Wisconsin Extension




Tlargetingl anad Understanding
vour Audience

Essential tor understand

what the target r— T —
audience wants, and

hew: they: think;, ficel ] ¢

.

and make: decisions

ihe; target audience;Is
central in all outreach, ,
education), anal social
Marketing programs

The “general public” is net an audience!




Targeting and! Understanding
vourAudience; (contd)

Researchl s critical
s Segment: youraudience
s ladentify their knowledge,

parriers and behaviours that
COmPpEete with  Wihat you are
promoting

Watchi pre-concelvedidess and
assumptions — oni your part!

fest your ideas and
approaches with' your audience




AmsterdamrAirport, Men’'s' Reem




Audience Analysis, /

Adoption; Curve

Whoewill'yeurtarget
(market segment)?

m Seurces off information
Your iSsue research
GOVernment: SOUrces
Academic research

Social dififtusion
IRReVaters
Early adepters
Early: majority.
.ate majoerity
|"aggards

TARPARE Analysis to
help segment

audience

Percentage of Adopters

e

Eady
Adopters
13.5%

Early
Maj ority
J4%,

\Difﬁmiun of Innovation

Late
Majority
J4°%

ADOPTERS CATEGORIES
BASED ON INNOVATIVENESS

Laggards
1650 -




Segmenting the Audience

Who will give youl the best: return; on your
Investment (socio-envirenmental balance)?
Concentrate your limited reseurces on the target
audience(s) ofifering best CAances for SUCCESS

Concept o “low Manging| fruit™ — early.
adopters/early: majority

The TARPARE moedel fior segmenting
s lTlotall # in segment
s At Risk (greatest environmental threat)
s Persuadability
m Accessibility: (ease of reaching| linked! to budgets)
s Resources reguired
n Equity (social justice linked to audiences)




Audience Assessment Methods

Seconadary: researchrand statistical data

Quantitative,— Surveys
s SEet guestions
s Administered using consistent: methodelegy

s Good at determiningl knowledge, beliers;
PraCtices

Qualitative — Infermall— ebservation,
SOme surveys; interviews; focus; groups
s Non-consistent methedology

s Deeper understanding — esp. the “WHY"

Trlangulatlon Of resea I‘Ch Source: Jack Wilbur,

Utah State




Understand,ng v Ouf; A |
?Audlence

Develop proﬂles of the |3r|mary target
audience

= Demographics (age, sex; othef’i =
Characteristics) ’

m Psychographlcs (act|VIt|es mterests oplnlons)




Barriers Prevent Behaviour
Change

Physical Barriers
s /00! /1grd o do
s NoL sgfe
8 [GKEs oo 0g

ECOonomic Barkiers
n Added costs

n NO) COSL: Saviigs
n NO onel e/se' /s dolig It




Barriers, continued <

Educational barriers ‘ Es
= Dot know how to do it Q'!

Social/Psychologicali bartiers
u No one else s dogit:

ll$o'@«/’

Nz

s [Velnever done it berore
u [1/ed It onee and It aiamnit work:
s Dopit higve Hopeltiat cligngells: pPoss/ible

u ['fear [mignt ... rall....De judged...
rejected




Overcoming Barriers

EVeryone e/se s dojig
/L (Or Aot dogiL)

e
Vel teac you o, )gr/\:: -{
re)c/e)]i )

SaVvelmoney)/geL Imoney;
[t takes 5 mlautes or ' /ess
1S the cool ting to.do

YOUT/'ger a reward - you do
Jt




Case Example: www.healthylawns.org
Audience Researeh

Weed and Feed usel tendsito go; Up With Income
[LaWn! Care; decisions! ake; made; by men

Most fireguent \Weed and Feed USers are men
5)S)ar

Willing to devete time and meney. to: lawn: care

Males more likely than females; to: Want a green,
Weed-free lawmn™

Majority apply: 1-3 times /' year

Case example: Oregen State communities




Barriers to Alternatives

VWeed ard [Feed Works:
"[ts easy to use”
JUS thieronly . ting avalaple:

L WanRE iy Iawi toNook e,




Benefits and Incentives

Benefits

s Health: protection - children and pets: Greater
COnEern than Impact off pesticides; onifishrand
water guality,

s [Discounts on naturalflawn care: products

» [nfermation about natural lawn' care benefits
(Fshow: me that it Works")

Knewleadge

List off natural preducts
Demos of [awn' care technigues; display’ lawns

Help from: natural lawn experts




WWW. healthylawns.org

Healthy Lawns, Healthy Families @ w=&Imm e .
Presented by the Oregon Department of Environmental Quality

Why care about lawn care
g We love lawns.

They are paftu:ifuur imagew:ifwhat hme ghould-he, and when healthy, thewcan
provide s personal refude, & place o play, sswell aserosion contral and
bty

' and garden
our health and the

The pveruse of chemical pesticides and fertilizers is bad forthe ervironmet
‘A cnuld'n:as'u_ltirr-'an.unh'eajtmf.'!awn,.ms‘cgp{ihle-’tu:n pests and _t}i@Ea"s‘es’_:

Lawns can look great
without chemicals

Sfficial Wab zite forthe Dregon Department of Envicenmeental Qualibe: The OregonPepatmeant of Envircnmental Baality iz 3 regolatony agency sutherized to protect Oregon's
envitanment by the-State of Oregon and the Envirormental Protection Ageney.

Clean wiater Senvices | City of Eugenea | hdetro




Framing yoeur Message

Match

your:

program/

"product”

to your Audience

audience needs

Envirenmental messages -
enforcement: eg legisiation,
legulations; cempliance,
voluntary: eg BMPs anad
guidelines




 wwwlivingbywaterca

Benefit Statement

Openi with' the; benefit
Statement

Wiy is this relevant for the
reader / viewer?: Hew: will
they gain? How will It meet
their needs?

Applies; tor everythingl from
dhiantiapplications ter demneral
COrfespondence — the asting
“customer-centred T bl
organization™ " Safoguard your Hoalth & Wealth

Simple s,




[Framing| your Message

“Tune In to WIFM — What’s
N It o me?”

INSTEAD OF:

ProLectifig. S[orellies 1or:

Salmon. napitat valle,...

TALK ABOUT:

DProLectifig. SHorelies 1or:
101G Lerii. Er0S5/0/

Dlrevenuon....

SPIN-OFF: salmon
fhabitat




Benetfits

Real Benefits
Save money

Save time
Protect health

Perceived Benefits

it I withroethers (It's
€ool)

People expect It
Everyone else is doing| It
Ill'get rewarded




Framing your Message

Audience Message

- Stop smoking. You're
TeEhede gl preathing for two.
Pregnan Inside every SmokKer'is
WOmen anl EX-SIMOKer

You re bright eneugh
-Ilo-gssn o to learn 48 footballg_
plays, and you're still
Midale-agea smoking
MEen Want yellow teeth?

Matehi yourr message to the Keep smoking.

audience needs




Case Example: The Chesapeake

Club Campaign

PROTECT THE CRABCAKE
- POPULATION

SPRING FERTILIZING

HELPS GROW ouR

/ N ™ R G 4
;f d‘ oM r
7 N
DEPENDENBE UN Ji \ o . ﬂi'ﬁfmzmmm Ocat
- i i - - . BEFORE THERE ARE NO GENUINE MARYLAND CRABCAKES. | Jic™ Sy |
ol bl e

IS THE GRASS REALLY
GREENER IFALLOF

THE BLUE CRABS
ARE GONE?




J Chesapeake Club: Get in touch with your inner Chesapeake - Mozilla Firefox

Fil=  Edit Wiew History Bookmarks Tools Help |J_ hittp:j fvavow . chesapeakechub, orgf

o= é: LI’}

Reload

' || Chesapeake Club: Get in touch wi... (. |

o O B o
Home  Downlosds History  Bookmarks el

CHESAPEAKE CLUB™

Yard Care
Lawn Services

FOOD
Recipes
Restaurants

Day Trips
Romantic Spots

Chesapeake Bay

The Bay

The VWatershed
Partners
Seethe fds
Merchandise

HOME

ENTERTAINING ¢

How to throw the perfect orab Feast,
Chesapeake style,

HOMEFRONT <

Create the Chesapeake homestead — a
place in touch with the neighborhood and
the watershed.

YARD CARE <

Develop and maintain a healthy
Chesapeake vard without becoming a
fertilizer dumper.

N
FOOD

RECIPES <«

Taste the Chesapeake with the region’s
best recipes and cookbooks.

RESTAURANTS «

Find restaurants & bars that have joined
the Chesapeake Club bo protect the Food
they serve.

CHESAPEAKE ClLUE

The #dgonquin Indians oot it right: The

Done

LIFE

DAY TRIPS <

Mew Tab  Mew Window Prink

Chisisaa -
LnesapeaKke

Make a day of a trip bo the Bay or one of

s rivers.

ROMANTIC SPOTS «

Romantic getaways not too Far from
home, where you and a special someone
can connect with your inner Chesapeake.




Chesapeake Club Campaign - 1TV




Chesapeake Club Campaign - IV




Chesapeake Club Campaign - 1V




Role of the Arts in Messaging
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Tips for Engaging Artists

Don’t “use" A Nature Guide to
dIitiSts

Iinstead,

engdade

artists, and

invite theirr W . .
collaboration




Benefits off Using Arts Media

Beyond! science / scientific text

Convey: infermation in; Varous
dlternate ways' - peetry, song

“Seven times principle”

Integration off science with
RAUMan aspects

e arts can "Speak truth™ in. #- % |
ways that science may not be . _
able to =




Some; Tips for Usmg Arts Medla

PUPPELS,
Masks and
other dress-

up

The power of “'_;‘
SLOKY. "o

Jhe role off
the cartoon

Earth Day Festival, St. Louis, Missouri
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ImpoestahcEloREVERISIEI
Caleouratior)

1

Termination of Finn Donnelly’s epic
swim down B.C.’s Fraser River,
Granville Island, Vancouver

e



Congratulations — youre working with stories

%J Stories :: Think Salmon - Mozilla Firefox

Fle Edt ‘ew History Bookmarks Tools  Help | http /. thinksalmon com/story] Bl|=|b] X
. . & & N © @ (4 @ & &
Dornerd Reload “1op Home | Bookmarks History Downloads  Mew Tab  New Window Q JEs sainon ! *'i

WestJat - Low fares t,., & CBC British Columbia |G| Gmail: Emall from Goo... W Salman Arm, British C. .,

'ﬁ'ﬂ'ﬁ '! I"I | Search | &) A rf-Shigid ‘i\ Saar:h-ShIsId‘ él ayYGInfo » | Get Mare
Z. ZONEALARM" Sy BLOCKER ~| | SearchWeb -
3 think salmon - Google Search [ Stories : Think Salmon 3 [ salmon Heros :: Think Salmon ¢ Think Salmon -
. ~
THINK SALMON
STORIES
Salmon Stories | First Nations Stories | Salmon Art | Heroes
e
Share your salmon story, and we will send you a Think Salmon cap.
[ SALMON STORIES
Because salmon are symbolic, life-giving, and beloved, there are many stories about salmon. Some have
|heen written, and some have yet to emerge. This section is the place to read salmaon staories, and to
contrihute your own,
More Salmon Stories...
| Pink Humpy, Philadelphians tune a fish
search site
W

Dane




.BY legends I mean
the unexamined stories
that explain to; us; hew
our lives work and What:
our place is thought to
De In the web, of life....
These legends are
capable of changing
again....It is the human
legacy te changg... to
KEeepr going, even whenit
seems that the end has
come. We may Weep, at
the Dead Sea, but we will

also learn to dance.
Alanna Mitehell, Dancing at the Pead Sea




| The World Behind
The World

Living at the Ends of Time

Michael Meade
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TThe Need for Plain “Speak™

7 Plain Talk at Ecology - Mozilla Firefox
Ele Edit ‘Miew History Bookmarks Tools Help |l hitp:fjwwew.ecy.wa.goviguality/plaintalk)

Reload “tor Home | Downloads History Bookmarks

| Plain Talk at Ecology 2!

B OWASHIN N STATE Topic Index | Contact Us
Depariient ol EColoRY search | | <o
Home About Us Environmental Education Public Input MEWS Employment

Air Land Water ToHRics Waste

BY PROGRAM About Us

Air Quality

; fbout Us = Plain Tall
Environmental Assessment

Hazardous Waste & Plain Talk at Ecology

Toxics Reduction
Nuclear Wasts We are working to write agency communications that are easy to understand. This will help the
the people we regulate understand what they need to do to protect the environment and the

-uh | d
Shorelands public's health.,

Solid Waste
Spills

Taxies Cleanup ~lear Writing Ex :
Water Quality Clear Writing Training
Water Resources + Plain Talk Challenge
+ Plain Talk in Governmen Ar he ‘worl
FIND INFO ABOUT Elsin Talk in Science
: Resources for Ecology Employees
Core Services B rees for Program Team

Laws & Rules )
7
Fublications & Forms RuEelens]
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*-Part\n‘ETSbiPS and| collaboration

“SBE Open to unusual,!partnerships
Fldentinabarriers to"partnerships (e.dg tur

| 5‘1 wars) }
I8 Sharegsuccessesiand joysy and' challenges
W Alwayswaivereredit
Do SeIMENrESEarCHNRrIor to'embarking, Upoesi-a
partnership; o collaberation,— exg. reputation

Eelgrass: PhotoyCyRthigibDuriance
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