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Big Bucks for Communication &
Social Change

$1.2 billion

(Year 2000)

US government advertising
Anti-drugs

18th ranked
Military
Right Below » McDonald’s
Above » Sprint, IBM,
Sony, Coke,

Nestles



Why do we think

Waste Management Practices, 1960-2005
{as a percent of generation)

1960 1970 1980 1990 1995 2000% 2005%*

Teen Smoki ng in Us \Waste Generated 100% 100% : 00% 100% 100%
126.9%
% 0
—. 181%  Reyes Sndrome
Use of aspirin in small children 51 1998 Update, U, 5,
Soumerai et.al 1992 Window of
75 ‘80 ‘88 Change recavery in 2003,
12th Graders/Smoking Daily ing .
Use of aspirin Changes in Policy & + Arnount discarded to landfill,
Labeling
v
i / AS Sudden Infant Death Syndrome
Debate
55%
10% 27%

Pro Prone Campaign AntiProne

44%

New Zeland

3%

3yrs
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Context of enforcement:
We're not just on the highway

Buckle Up America. @
Every Trip.
Every Time.

May 21-28, 2001



Norms. Leverage partner
credibility with part-time users




se E | Where we stand

Current Use Rate:

N ricans
2 wearing
8 O O/D seat belts

But wide differences between states
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Seat Belt Use %
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Australia Skin Cancer Prevention

Smith, Ben,et.al., Health Promotion International 2002

1998 1999 2000
Nov. CAMP#1 Feb Nov CAMP# Feb. CAMP#3 Jan.
Sunscreen
Clothing
Shade
Hats
TV/ Radio
News *Repeated campaigns needed to sustain effect
Billboards o .
Print *Repeated campaigns increase effect overtime

Noise

*Not all behaviors respond the same to communication
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TRIBUNE‘REVIEW Back to headlines

tTT Larger Text TTr Smaller Text

Bv Bob Stiles
TRIBUNE-REVIEW

Thursday, October 28, 2004

Halloween can be scary on the roadways, too.

According to the Mational Highway Traffic Safety Administration and
FPennDOT officials, the number of fatal accidents during Halloween has
surpassed those ocourring during the Mew year's hioliday.

ddle EI:tH.:pnrl:
ituaries

oto Gallery
arch News
ecial Reporis
b Reports
ather

"Right now, it's rivaling Mew Year's," said Jay Ofsanik, safety press officer
for PennDOT's District 12, which includes Westmoreland and Fayette
counties.

- SilvE rtisemant-

And alcohol is to blame for most of these accidents and deaths, they said.

Friday, October 29, 2004

Highway deaths on Halloween rival those at New Year's

e [angerous Holiday

(pdf]
s et Acrobat Reader
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Communication poses different
strategies for different problems.

Ignorant Apathetic Resistant
at Belts /\ [
r Seats /\
/ \ / N
)QSL&LS&@N

Promotion plus Targeter(]i 9
ACCOSS research an

Promotion Incentives 13



Managing Communication
IS about making a deal.

I'll make you popular to your kids...
...If you take them to Disneyland

I'll make men want you...
...If you wear this dress.

I'll make you a young man again...
...If you use Viagra.
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(Going, going, gone.

"Il make you cool...
f you drink milk again!



300 million dollars later-...

10000 +—

Sy lnsl Gpdlangd Gl 0 o, an iy, Noveinbes 27, 1098
9000 - ; ; S s : —
8000 | Milk campaign accomplishing little
| By Philip Brasher \
7000 .-".-.mlM'IillFL'ﬂ Presi Writer || —
6000 WASHINGTON (AP) = So where's your mustache? |
5000 Annie Liebovitz' popular photos of c;:luhrhiu.t:l with milk sloshed on their upper lips are a hit with
teenage collectors, But the 4-year-old ad campaign costs consumers nearly 2 cents a pallon -- and it's |
4000 unclear whether people are drinking more milk,
Government auditors say the federal board responsible for the $110 million-a-year campaign has |
3000 +— produced no evidence that it's increased consumption.
[he Agriculture Department's inspector general has recommended suspending it until the board and
2000 | USDA improve their management of it,
[n addition 1o raising questions about the campaign's effectiveness, the inspector cited "serious
1000 N concerns” with the board's management structure and contracting procedures. The board failed 1o file
required reports or get USDA's approval for $127 million in contracts, many of which were given out
0 +— without competition
Agriculture Department officiils now are reviewing their management of all 12 commodity promotion
programa that they oversee. An earlier audit of the Cotton Board cited an array of wasteful expenditures, 2000
including a 45-minute fashion show for cotton industry executives that cost $360,000 to produce,
USDA declined to shut down the milk-mustache program, and the board says it has already addressed |
many problems cited. If nothing else, the ads have changed milk's "fuddy duddy" image, said board
spokeswoman Susan Ruland. |

18



Who drinks milk in America?

Who buys milk in America?

What has changed in America since the 50°'s?
Do consumers have more alternatives?

Are they any negatives associated with milk?

What has industry done?
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Jne-serving Milk Chugs start

| revolution in dairy m
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Some of the best ideas are
simple ideas, and this
Chug is a simple idea
that's adding some life to
what was a tired, mature
business
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Success depends on the
qguality of the deal you make,
not the dollars you

spend on advertising alone.

] T Y, TIIE DTS S P L Ve LI TE Loor TSNS, o ooy rra el
sell-in sheet and CD-ROM to help them service their c-store accounts and
make it easier for c-stores to sell more milk more often. For more
information, log on to www.idfa.org and click on "Milk Programs
(MIlkPEP): the National "got milk?" Milk Mustache Campaign” under
"Product Marketing
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BUSINESS PARTNER +\WHAT IS ENERGY START
PRODUCTS IMI‘HEI'UEHEHT NEW HOMES IMPROVEMENT RESOURCES + NEWS ROOM
Sppliances, + Solutions to . Make your next .+ Reduce building snd + Join EMERGY STAR
L||:1f'rt|nq Heating | common ¢ horme ERMERGY ¢ facility enerdy use in Covho Has Joined?
and Cooling &  problems | STAR | your organization i
Ik ! : : i For Manufacturers & Retailers
¢ Home Enerdy ¢ Find Local ¢ Guidelines for Energy ¢ For LKilities/Efficiency Program Sponsors _
Find a Store v Analysiz ' Homehuilder s ' Management PRODUCTS IMPROVEMENT NEW HEMES IMPROVE
i i and other |
i ! et Home = Mews Foom = Steps You Can Take to Beduce Air Pollution
Special Offers in : Home Sealing partners : Find L abeled B I
cettain redions ¢oSeal & Insulste ; _ -
| C ) | EBucation 260 Steps You Can Take to Reduce Air
N i
- — 5 Steps You Can Take Pollution

To Reduce Air Pollution

5 Steps for Your Home

1. Change 5 Lights. Replace your 5 most frequently
used lights or the bulbs in them with ones that
have earned the ENERGY STAR.

2. Look for EMERGY STAR Products. Awailable in
mare than 40 product categories, including lighting
and home appliances.

3. Heat and cool smartly. Have your heating and
cooling equipment serviced annually and
remember to replace air filters reqularly. Use a
programmable thermostat, and when it's time to
replace old equipment, choose an ENERGY STAR
gualified model.

4. Seal up your home. Seal air leaks, add insulation
and choose ENERGY STAR gualified windows.

25



Easy access

OR ENERGY EFFICIENCY




Consumer:
I'll give more home for the price...
..If you buy energy star.

Let’'s make a deal.
Seller:

I'll give you more margins (profit)...

5 ...If you sell higher priced
A § Energy Star bulbs.

\E \ft_

Got the deal right!

Branded for trust.

Targeted to create tipping points in
specific geographical areas.

Verification to produce social
hanofite 27






3. Avoid
Detours

29



PROBLEM: Traffic Fatalities and Injuries

)

Policy

Traffic Fatalities due to poor seat belt use. Data

OBJECTIVE: Action that will solve problem.

L

o~ —

Data on targets of opportunity

Science of what works

AUDIENCE: Specific segment to take action.
- BENEFIT:  what the audience gets that it wants. 4 L

BARRIERS: Wwhat the audience fears will happen.

Policy change and structural change
needed to make adoption easy?

Communication
Are you promoting the benefit they care about?

Why should the audience believe you?

Will they hear you?
Evaluation

Behavior data on the specific audience

What benefit matters most to them?
What barriers to using seat belt
are the biggest problem?

Behavior data on the specific audience
What benefit matters most to them?
What barrier to using seat belt
Is the biggest problem?

Who do they trust?

. |

AT



What specific behavior are you targeting?

Will that behavior help solve the social
problem?

Is the audience segment large enough to mov
the needle?

Is this a behavior you think it is reasonable to
influence given the resources you have availak

Are their external services/policies needed?

. Get the
roblem Right.

31




Reduce the number of highway crashes.

Reduce fatalities and injuries in highway crashes?

| want....

...drivers to keep using seat belts all year long.

...focus on three campaigns and sustain the effect
at high risk holidays.

...to target the resistors.

...1o keep my seat belt users motivated?




(Going, going, gone.

Time for more milk. Wsﬂrﬁﬂhdrgm drinks dc
uﬂ-:run That's why | always




Is the audience research about the
audience, or an influencer?

Is there more than one style of research?

Is there at least one survey?

Are the research results dramatically
inconsistent?

Can you identify a clear benefit the audience
wants?

2. Listen to
the research.



Confirmation Bias

| found just what | was looking for...
...I told you didn’t 1?...

...LIsten to that women.,...
she Is what | was
talking about.




Caution: Focus Groups Alone Can
Bg Harmful to Your Program

2 |

9 =N,
26 X e
ANy

y =

4

Focus Groups
Developing concept

Individual Interviews
Pre-Testing Materials

Surveys

H widespread an idea Is

36



What do
you like
about 1t?

\What good
things happen?

\What bad things
happen?

*Will 1t work for
you?

Who do you look

to?
P/
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Deliberative Polling

Select them (200)

Survey them

Information

Discussion

Experts

=

Re-survey

Publicize results

39



1 LI
% of people ranking
each factor 10 on a
scale from 1-10

How Important Is cost when compared to:

Prem = = = — __Post

P - - -
-~ ~ - — —
cveryone having basic needs met 29% 47%
Enough electricity 4% 70%
Cewest outages possible 4% 64%







The Pinellas County Health Department




——————

N o
5 N
I'
f

river Safe AR\ N
Fam ” d

Program A, & sy

For Local Infor
toll free 1-888

What problem

UNDER 21?
TRY BUYING ey !
ALCOHOL VO - | i
ANDYOU | “aif | are you solving-
COULD SEE \ 22 Al |
THIS 1.D. . ' id

Parfnars

ke Cevmuny Covsen




IFUUl 1viAdl NC LTIy \yucLotiuvli

Drivers

What are you offering them

that they want?

Press
Partners

Policy Makera__
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.. Do we have a specific
', audience?

iiiiiiiii

-, Do we know exactly what we
B want them to do?

¢ Do we know what benefits they
i care about?

Do we know what barriers are
bothering them?




Is it the same audience?

Is it a benefit the research showed that
audience cared about?

Does the ad make the benefit clear
and compelling to that audience?

Is the emotional tone consistent with the
benefit?

3. Avold Detours

46



Purpose:

Objective

The Deal:

Audience will do

$Babii §

2 If | give them

Barrier Addressed

Emotional Tone

Channel i



’ | Purpose:

MY GAR
- CAN BEAT Up
) YOUR GAR. The Dea:

@' Audience will do

IVE GOT JET FUL 1 Y T,

Objective

If | give them

.«  Barrier Addressed

Emotional Tone

= Channel



fF1

s

Plus All Variations
Cross Country Show Coverage

1N 'H' 5? 'i' IZHH
i i
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Barrier Addressed

Emotional Tone

Channel



Purpose:

__o—'—_-_._._'_
W Y o s
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Objective

——

Barrier Addressed
Emotional Tone

Channel -



Joutof5  pumose:
Car Seats

A&e Used Objective
rng. The Deal:

£3 Audience will do

If | give them

Could Yours |
Be One of Them? Emotional Tone

SAFE KIDS
BUCKLEUP

LR2E S84 0 Channel

[: IEMErml YO 2 53



3. Avoid
Detours
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Media buys

Market'Research



=11 NIErNEL CXplorer

avorites  Tools  Help
A = N = — 3
- ! Sl & i il - [ - )
)tl p: | Search 5 Favorites @Medla €f = i .;‘i

w, buckleupametica,arg)strategy)social_marketing)index. php
Ametica v | {5 Searchweb - @ PageRank B 43 biocked E Options A @ buckle @ up @ Amnerica

v Buckle Up America s IO
Flv

Research Strategy "Calendar Partner Center Contact Us

BUA Strategy Booklet |

Strategy:BuUA Strategy Booklet

How do I make a media buy?

How dao I evaluate a proposed media buy?

How do I hire a firmn to make a media buy?

How do I manage a media buy?

Zhould I do a public service announcerment (PSA)Y
How do I get my PSA on the air?

Appendix: What are 'rating points?’

Site Map | Register | Press Room | About Buckle Up America | Other Traffic Safety Web Site

Mational Highway Traffic Safety Administration 400 Seventh St., SW | Washington, DC 20590

Site by Myeriad Media, Inc, and The Acaderny for Educational Developrnent


http://www.nhtsa.gov/

i Untitled Document - Microsoft Internet Explorer

le  Edit  View Favarites  Tools  Help

w — n "

] | N ) L= r i H o£ = " iy = i,
7 </ |£| \ELI | Search &_x.;-’ Faworites @Medla {3 = L _] .‘_‘i
ddress ﬂj htkp: s buckleupamerica, orgfnhtsa)smkrain. php

;('JL':lgl-E‘ - | w | f Searchweb - gt FaoeRank D4z Blocked k] options
e

OMLINE SOCIAL MARKETING HEADQUARTERS

Welcome to your social marketing headquarters.

Here you can apply marketing ta your campaigns using tools develaped by r

the Academy for Educational Development.

This site is deisgned for graduates of AED's Introeduction to Soecial Marketing
ar Applied Social Marketing training modules. The site allovys you to access
the research designs, marketing tools and behavior-change expertise of AED's

Wiew training Help conduct Help me find Help me do a Feach an AED
presentation resaarch market research marketing plan expert for help

ﬂllnﬂlg( |}
TIGKET

Thi= =ite is part of AED's Support for Buckle Up America Beah AFD at ek lampiFaed org
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— . 4
W to success.

1. Get the problem right.

What specific behavior are you targeting?
Will that behavior help solve the problem?
Is the audience segment large enough?
Do you have enough resources?

What external services/policies are needed?

2.Listen to the research.

Is the research about the target audience?

Is there more than one type of research? i )
L Is it absolutely clear what the audienc

Is there at least one survey? is supposed to do?

Are the results dramatically different?

. . Problem.
Is there a clear benefit the audience wants?

3. Avoid Detours

Does creative address the audience?

Objective

Audience e
AED

beademy Tor Fdocational [Develo fretect

Does it target the same benefit? Benefit

Does the creative make the benefit clear? Barrier www.aed.org
Is the emotional tone consistent with the Communication 58

1. . . "1



3. Avoid
Detours
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	Context of enforcement:We’re not just on the highway
	Norms: Leverage partner credibility with part-time users

