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15	  Years	  of	  	  
Science	  to	  AcJon	  	  



SeaWeb	  /	  NOAA	  Coral	  	  
CooperaJve	  Agreement	  

•  NOAA	  Broad	  Agency	  Announcement,	  FY2010	  -‐	  
FY2011	  

•  CRCP	  Goals	  and	  ObjecJves	  2010	  –	  2015	  
	  
ObjecJves/Role:	  
•  Build	  social	  markeJng	  capacity	  
•  Strategic	  advisor/facilitator	  
•  MoJvate	  stakeholders	  to	  acJon	  
•  Share	  lessons/model	  
	  
	  
	  



Summary	  of	  NOAA	  CRCP	  Support	  	  
for	  SeaWeb	  Social	  MarkeJng	  Campaigns	  

•  FY09:	  SeaWeb	  scoping	  report	  to	  assess	  the	  seven	  U.S.	  coral	  
jurisdicJons’	  readiness	  for	  a	  campaign	  (FY09=$147K)	  

•  FY10-‐11:	  IniJal	  support	  for	  CNMI	  campaign	  provided	  via	  a	  	  	  	  	  	  	  
NFWF	  directed	  grant	  (FY10=$110K,	  FY11=$113K)	  

•  FY10-‐FY12:	  3-‐year	  cooperaJve	  agreement	  to:	  	  
	  -‐Support	  compleJon	  of	  CNMI	  campaign	  
	  -‐Design,	  planning	  and	  implementaJon	  of	  Hawai‘i	  campaign	  
	  -‐Lessons	  learned	  exercise	  to	  benefit	  U.S.	  coral	  jurisdicJons.	  	  

(FY10-‐FY12=$565,000	  Federal	  funds	  plus	  $575,000	  match	  funds)	  
	  

Total	  CRCP	  investment	  to	  date:	  $935,000.	  
SeaWeb	  matching	  contribuJon:	  $575,000.	  



What	  is	  Social	  MarkeJng,	  Anyway?	  

	  
	  

Tip:	  Social	  Media	  are	  tools	  used	  in	  the	  approach:	  Facebook,	  TwiDer,	  
YouTube	  
	  
	  	  

	  
It’s	  a	  method	  that	  helps	  us	  figure	  out	  how	  to	  “sell”	  behaviors	  that	  benefit	  
society,	  using	  commercial	  markeJng	  techniques.	  	  



What’s	  Involved	  in	  Social	  MarkeJng?	  

• What	  specific	  behavior	  will	  you	  promote?	  	  Behavior	  

• Who	  will	  you	  target?	  Audience	  	  

• What	  will	  prevent	  my	  audience	  from	  doing	  the	  
desired	  behavior?	  

• What	  do	  they	  already	  want?	  What	  moJvates	  them?	  

Barriers	  
Benefits	  

Note:	  A	  very,	  very	  slimmed	  down	  explanaJon!	  



CNMI	  Campaign	  

Strategic	  Planning/Training:	  	  
•  17	  months	  	  
•  Began	  Oct.	  2010	  
	  
ImplementaJon:	  	  
•  18	  months	  	  
•  Mar.	  2012	  –	  Sept.	  2013	  

Partners:	  
•  Division	  of	  Environmental	  Quality	  (DEQ)	  
•  Mariana	  Islands	  Nature	  Alliance	  (MINA)	  
•  Coastal	  Resource	  Management	  Office	  (CRM)	  	  
•  NOAA	  Coral	  (Saipan-‐based	  staff)	  	  
•  CNMI	  Forestry	  
•  Division	  of	  Fish	  and	  Wildlife	  (DFW)	  



Campaign	  Goals	  	  
•  To	  increase	  CNMI	  community	  engagement	  and	  sense	  of	  

responsibility	  in	  conservaJon	  iniJaJves	  

•  To	  develop	  a	  campaign	  model	  that	  can	  be	  implemented	  
and/or	  employed	  for	  other	  conservaJon	  efforts	  in	  
CNMI	  

	  
•  To	  increase	  capacity	  of	  social	  markeJng	  approaches	  

within	  CNMI	  



Tip:	  Start	  where	  your	  audience	  IS.	  	  

What	  is	  our	  acJvaJon	  point?	  	  	  	  	  	  

NOAA,	  Saipan	  Wide	   SEM-Pasifika, Laolao User Survey	  



Behavior	  Findings	  

Who	  is	  our	  audience?	  
•  47%	  neighbor	  villages;	  53%	  other	  	  
•  28%	  female;	  72%	  male	  	  	  
•  Most	  under	  45	  
•  63%	  picnic,	  BBQ;	  47%	  to	  fish	  
	  
Who	  is	  the	  “liDerer?”	  
•  Age,	  gender	  are	  not	  factors	  	  
•  Anyone	  can	  be	  a	  liDerer	  

	  
Sources: NOAA, Saipan Survey; SEM-Pasifika, Laolao Bay, Focus Groups and Key Informant Interviews 

Social	  
Norm	  

Enforcement	  Infrastructure	  

Why	  do	  people	  liDer?	  



The	  Dialogue	  



The	  Messengers	  

Roman	  Benavente	  video	  

Video	  PSAs	  



Story-‐telling	  

OurLaolao.com	  



Off-‐beat,	  UnconvenJonal	  

Flash	  mobs,	  guerrilla	  markeJng,	  and	  more	  



Pledges	  &	  Commitments	  



	  	  	  	  	  	  	  	  	  	  Post-‐ImplementaJon	  Findings:	  	  
	   	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  LiDering	  rates	  

	  
Year-‐to-‐Year	  Comparison	  
•  69	  percent	  less	  liDer	  in	  year	  two	  
of	  the	  campaign,	  compared	  to	  
year	  one.	  

	  
Month-‐to-‐Month	  Comparison	  
•  69	  percent	  less	  liDer,	  comparing	  
March	  2012	  (baseline)	  to	  March	  
2013.	  

•  88	  percent	  less	  liDer,	  comparing	  
July	  2012	  to	  July	  2013.	  



	  
•  54	  percent	  heard	  of	  the	  Our	  

Laolao	  campaign	  

•  91	  percent	  of	  those	  who	  had	  
heard	  of	  Our	  Laolao	  directly	  
referenced	  the	  “liDer-‐free”	  
message	  	  

	  

Post-‐ImplementaJon	  Findings:	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Brand	  Awareness	  /	  Message	  Recall	  
	  



CNMI	  &	  Social	  MarkeJng	  	  

The	  Our	  Laolao	  Campaign	  Today	  
•  MINA	  
	  
Social	  MarkeJng	  Capacity	  in	  CNMI	  
Have	  seen	  increased	  use	  of…	  
•  Strategy	  development	  
•  Clear	  and	  dynamic	  branding	  	  
•  Pledges	  and	  commitments	  	  
•  TargeJng	  specific	  behaviors	  
	  



West	  Maui	  Campaign	  

Strategic	  Planning/Training:	  	  
•  10	  months	  
•  Began	  Sept.	  2012	  
	  
ImplementaJon:	  	  
•  10	  months	  
•  June	  2013	  –	  March	  2014	  	  
	  (6-‐month,	  no	  cost	  extension)	  

Partners:	  
•  West	  Maui	  Ridge	  to	  Reef	  IniJaJve	  
•  NOAA	  Coral	  Staff	  (Hawai‘i-‐based)	  
•  Maui	  Nui	  Marine	  Resource	  Council	  
•  Sierra	  Club	  
•  Coral	  Reef	  Alliance	  	  
•  Maui	  Nui	  Digital	  Bus	  
•  Hawaiian	  Islands	  Humpback	  Whale	  NMS	  
•  Convergent	  ConservaJon	  
•  Maui	  Cultural	  Lands	  
•  West	  Maui	  community	  members	  (3)	  

Kumuwai	  =	  A	  water	  source	  The	  head	  of	  a	  watercourse	  or	  stream;	  An	  ʻāina	  
kumuwai	  (watershed	  region);	  A	  source	  of	  plenty	  (kumu	  +	  wai)	  
	  



Campaign	  Goals	  
	  
	  

•  West	  Maui	  residents	  are	  aware	  that	  acJons	  on	  land,	  can	  
affect	  marine	  resources	  

	  
•  Provide	  simple	  acJvaJon	  points	  for	  West	  Maui	  target	  

audience	  to	  engage	  in	  desirable	  behaviors	  
	  
•  To	  increase	  capacity	  of	  social	  markeJng	  approaches	  within	  

Hawai‘i	  

	  
	  

	  
	  	  



Focus	  Group	  Key	  Finding:	  
•  People	  feel	  that	  big	  business	  is	  responsible:	  visitors,	  

agriculture,	  developers	  
•  But	  when	  prompted:	  Offered	  up	  soluJons	  	  
	  
IMPLICATION:	  Make	  people	  feel	  that	  they	  take	  CAN	  make	  a	  
difference	  
•  Their	  acJons	  DO	  maDer;	  it	  has	  a	  cumulaJve	  effect	  
•  Create	  opportuniJes	  for	  individual	  soluJons	  to	  the	  

problem	  

	  
	  	  

What	  Research	  Told	  Us…	  



Focus	  Group	  Key	  Finding:	  
Respondents	  showed	  points	  of	  pride	  and	  strength	  in	  community	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
IMPLICATION:	  	  
•  Message:	  focus	  on	  sense	  of	  community,	  special	  place	  

	  

	  
	  	  

“When	  someone	  is	  having	  
hardship,	  people	  pitch	  in	  

and	  help	  out.”	   “It’s	  an	  old	  village.	  	  People	  
know	  each	  other.”	  

“There	  is	  a	  resurgence	  of	  
history	  and	  culture,	  more	  
than	  on	  other	  islands..”	  

What	  Research	  Told	  Us…	  



Behavior	  ObjecJves	  
8	  ways	  to	  reduce	  polluted	  runoff	  

	  

1.	  Use	  Fer)lizer	  Wisely	  	  
2.	  Handle	  Pesky	  Pests	  Right	  	  
3.	  Pick	  Up	  A>er	  Your	  Pooch	  	  
4.	  Water	  Smart	  Outdoors	  
5.	  Plant	  Pono	  
6.	  Install	  A	  Rain	  Garden	  
7.	  Car	  Wash	  Like	  A	  Greenie	  
8.	  Lend	  A	  Hand	  (Volunteer)	  
	  
	  

	  
	  	  



Messengers	  

WestMauiKumuwai.org	  



Print	  Ads	  



Events	  

Yes,	  a	  seaweed-‐eaJng	  contest.	  



Barrier	  Removal	  

Ocean	  
Preferred	  
Products	  	  
à	  

Ocean-‐
Friendly	  
Landscaper
à	  



Measurements	  
	  
So	  far	  (the	  campaign	  is	  sJll	  underway)…	  	  
Ocean	  Preferred	  Products	  	  
•  Four	  stores	  have	  joined	  the	  program	  
•  Increase	  in	  desirable	  products,	  30%	  (anecdotal	  

esJmate	  from	  one	  manager	  thus	  far)	  
Landscaper	  Pledge	  	  	  
•  Three	  have	  commiDed;	  a	  combined	  222	  residenJal	  

and	  commercial	  acreage	  
ParJcipants	  
•  11	  community	  events,	  projects,	  and	  meeJngs	  to	  date;	  

520	  parJcipants	  	  
•  50	  individual	  pledges	  
Gaining	  trust/respect	  of	  community:	  
•  “The	  Maui	  News	  2013	  People	  Who	  Made	  a	  

Difference”	  	  
•  West	  Maui	  residents	  called	  WMK:	  	  
	  	  	  	  	  	  “A	  breathe	  of	  fresh	  air”	  
	  

	  



Hawai‘i	  &	  Social	  MarkeJng	  	  

WMK	  Campaign	  Today	  
•  TransiJons	  next	  month	  (March)	  
	  
Social	  MarkeJng	  Capacity	  in	  Maui	  
Have	  seen	  increased	  use	  of…	  
•  Pledges/Commitments	  
•  Messaging	  to	  audience’s	  values	  
•  Interest	  in	  a	  social	  markeJng	  opp	  –	  Kahului-‐Paia	  
•  UJlizing	  media	  for	  exposure	  
	  



Lessons	  Learned	  

•  Staff	  Appropriately	  
•  In-‐Person	  Pledges	  are	  Best	  
•  Content	  Development	  is	  Key	  
•  Use	  PR	  Strategies	  
•  Social	  Media	  Worked	  (for	  us)	  
•  Ensure	  Enabling	  CondiJons	  	  



	  
•  Staff	  trained	  in	  SM	  
•  Time	  for	  Strategy	  Development	  
•  Commitment	  to	  Approach	  
•  Ability	  to	  Do,	  or	  Hire	  for	  Market	  Research	  	  
•  CreaJvity	  for	  TacJcs	  
•  Funds	  for	  Development	  and	  
	  ImplementaJon	  (even	  if	  small)	  

The	  “Musts”	  to	  embark	  on	  a	  	  	  
social	  markeJng	  	  campaign	  	  



Mahalo!	
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