(The Keys for Selling Complex Environmental Issues
and Affecting Large Scale Behavioral Change)




Objectives

Describe the scope and complexity of our challenge

Discuss our traditional approach and how marketing has
enhanced it

Characterize our Unique Value Proposition and how we've
leveraged it to engage the private sector

Elaborate on the three-pronged basis of our enhanced
pProcess...

Key process improvement points,

Strategic positioning and leverage

Benchmark criteria, diverse theories and practical applications.

Discuss our ongoing, multi-tiered evaluation processes

Discuss the investments, benefits and ROI for these
campaigns.

Show how cross-sector social marketing campaigns can
catalyze systems change.



Consumption Creates Complex

e Environmental Im p-ae’t-s-——'—‘

Consumption drives western
society

Individual rights and freedoms
are some of our most cherished
values

Private sector marketing
focuses on primarily on choice

Environmental research fails to |
address the social side 6

People are the root cause of all
of our environmental issues




Significant Global Changes

Globalization & the
Internet

Climate change

Multi-national
dominance

Environmental
Impacts and the
private sector The Way It

Higher standards for
the private sector

Corporate social
responsibility

Higher priorities |
dominate public The World Is Flat

funding

Has Become

sJ,:L Add to These Challenges

Limitations of science

Multiple government
layers complicate
actions

Human activities and
environmental impacts

Adversarial
relationships continue
to exist between public
& private sectors

Our global economy
creates environmental
Impacts

Where’'s the Common Ground?



~——Qur Traditional Tools & Processes
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Unaccounted for “Social”
Challenges &
Diverse Stakeholders

Conservation .
Bureaucratlc
»"State & Local
Interests Agencies
Communication

Challenges? Human Health

Generic Version of a Traditional
Biologically-Based Approach

Program
Design

Conservation

Conservation

Issues Viewed ) Issues Viewed Challenges?
Through a viedia Through a
. : Interests : uman Health
Biological Lens Social Lens Interests

Economic

Challenges?
Challenges?
Societal
Realities "UWEESS Corporate

Challenges?

Monitoring
& Evaluation

Program
Delivery

Addressing Only the Biological Side of Conservation Issues
Treats Just Some of the Symptoms



So What?

Complex problems require innovative
solutions.

Think differently! What are the multiple
systems involved with environmental impacts
and how can we change them?

Collaboration and unifying agendas must
become the standard.
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Where Do We Start?
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Proposition
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Distinquishing Characteristics

America’s only national fish &
wildlife conservation agency

EEEE

/N The Uni gque Value

G mn

Legal mandates give us legitimacy

National-Local Connectivity
Decentralized infrastructure
National, Regional and Local roles

Operational Realities
The shared s%/stem of governance

(federal-state relationship)

Environmental issues negatively
Impact fish & wildlife before humans




Agency responsibilities:
Resource management
Regulations
Information dissemination

Consumers (all of us)
contributions to environmental
Impacts.

Information alone does not
change behaviors.

What will become of
' - E:




k= ConS|der the Big Picture When :

8 Assess organizational
strengths &
weaknesses.

e Understand t
complexity. W P
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Connect Issues w/ b Target Your
Sources of Impact Splvraed Audience(s)

Define the

Evaluate > ehaviors
Your
. _O}J_ haracterize
ctivities ‘Me Exchange
Link
Engage Your Behaviors
Audience - —aaf \V/Benefits &
Incentives
Promote Address the
Solutions Barriers

Create Lasting Brands
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Social
arketing Theorie
&
Benchmark
Criteria

Social

Entrepreneurism
Web 2.0 &

iral Marketing

Leadership

Social
Innovation

Zorporate Socia Systems

Responsibility Thlr:&klng
& . .
Sustainability Orggﬂ Zr?ggnal

Branding &
Commercial
Marketing
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Make Issues Relevant

VALUE

Utilitarian

Naturalistic

Ecologistic-Scientific

Aesthetic

Symbolic

Humanistic

Moralistic

Dominionistic

Negativistic

DEFINITION

Practical & material
exploitation of nature

Direct experience and
exploration of nature

Systematic study of
structure, function

Physical appeal & beauty
of nature

Use of nature for language
and thought

Strong emotional
attachment and "love"

Spiritual reverence &
ethical concern

Mastery, physical control,
dominance of nature

Fear, aversion, alienation
from nature

And Diverse Values

FUNCTION

Physical sustenance &
security

Curiosity, discovery,
recreation

Knowledge,
understanding,
observational skills

Inspiration, harmony,
security

Communication, mental
development

Bonding, sharing,
cooperation,
companionship

Order, meaning, kinship,
altruism

Mechanical skills, physical
prowess, ability to subdue

Security, protection, safety,
awe
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Stop Aquatic Hitchhikers!™

Conservation Issue: Invasive species — a major threat to

biodiversity. @7 b, oonamen
Problem Behavior: Unknowingly transporting invasive AVON Fedix. #IC
STOP AQUATIC species with recreational equipment. .
- HOURERAL Desired Behavior: Clean equipment to prevent invasive ~— ®wi Bem RO
Okl tscsmtond ot species introduction/spread
> Habitattitude™
t),-' Conservation Issue: Invasive species — a major threat to
—_— biodiversity.
Habitattitude” Problem Behavior: Releasing non-native species into the
O BELLASE i A SOUATIC PN environment
o 5 ¥ Desired Behavior: Choose environmentally friendly
——— alternatives to surrender pets HMAX JOANN
SHORT CHALEY (DFITNESS' foot Locker
= SMAR,T Disposal™ e exRess
Conservation Issue: Environmental contaminant — a P cuames 1))
major threat to biodiversity. NikE  rucsremems Sovon dngs
SMAR(T Problem Behavior: Flushing medications
DISPOSAL

Desired Behavior: Embrace and utilize responsible
disposal of unwanted medications

BERICAN PRARMACISTS 15520AMTI0N
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Use Sh ared Value to Move

Understand...

Traditional & emerging
business drivers

The marketplace
Branding

Business differentiation
processes

Define issues & create
win-win relationships

Targeting consumers
IS key



7 =2 CapaC|ty Produce Results & Avoid I

Proactive communications are
part of the solution

Results are important
Behavior value positioning

Measuring/Standardizing
consumer knowledge
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Demonstrate credibility of S
behavior claims | ] S




National Scale

Initial Outcomes

(Performance Measures)

e Community & private

sector partnerships
e Capacity built

e Laws/FTESs created

* Networks connected
 Marketing Metrics

* Brand impressions

» Website traffic
 Funds leveraged
« Communities and

citizens engaged

Regional Scale
Intermediate OQutcomes
— (Processes)

 Federal-state relations

e Control and pilot
communities

» Leveraged networks
 Establish biological

& behavioral baselines

e Engagement
strategies
* Follow-up research

ﬁ
e Connect the dots...

Balance Process with Strategy &
Operations to Produce Results

State/Local Scale

Final Outcomes
(Strategies)

« Emphasize citizen
empowerment

e Create community
reinforcement

e Build prevention
infrastructure

 Facilitate individual
behavior change

v

Local Resource
Conservation

(Results)



Nt Promote Something New

ﬁ Collaboratlve Sustainability _
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The right actions at the right levels are key

Web sites/partnership packets are great, but...

National campaigns addressing global issues need local
relevance.

Individual behavior change requires organizational
behavior change at multiple levels.

Expand Consumer Social Responsibility
Leverage people’s strong sense of place
Behaviors need to be easy, popular and fund

Engagement processes can weave conservation behaviors
into a community’s social fabric.

Private sector engagement can help to establish and
reinforce behaviors.
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i Create Social Innovation An_d

[

SERVICE

Agency
Operations &
Implemntation

N

4 “
,’National National"
4 Level Level o
4 L
. L 4 .
Strategic Focus K % Strategic Focus
Continuous K % Implementation
Improvement ..Regional Regional *
o Level Level e Greatest Need
L 4 STOP AQUATIC

Greatest Need s HITCHH?KERS!‘“ . Stakeholder

o o ® Engagement

Increased Support « . _ _
& Diverse Value o *,  &Relationship

..Local Local “ BU|Id|ng
& Level Level L 2
0. “
* DISPOSAL .
- A Prescription for a Healthy Planet -
Cltlzen .s. FISH & WILDLIFE SERVI(E» Cltlzen
Engagement Engagement

Strateqic Focus
Evaluation

Greatest Need
Enhanced capacity




K e Make Your Investments

Investments
$455K over 6 years to support all three campaigns (Service Only)

Accomplishments
Stop Aquatic Hitchhikers!™
Attracted 714 partner organizations
Solidified relationship with States (AFWA’s $1 million investment)
Wildlife Forever’s investment ~ $225K
Leveraged millions of brand impressions
Website generates ~2500 unique visitors/day

Habitat
Established cooperative relationship w/PIJAC
“Big Box” retailers now promote conservation messages

Initial Investment: $4.5 million by PIJAC and member companies
NOAA ~ $500K

SMAR.T Disposal™

Engaged country’s most powerful industry sector to promote sustainable
consumer behavior relating to medication disposal.

Return on Our Investment (ROI)
For $1 of FWS funds spent : $14 external funds leveraged*

(*doesn’t include indirect or in-kind support)




Biosecurity threats & consumers

contaminants are only two 0., o
environmental issues. T

Awareness & behavior change
are important first steps.

From This,
What Other prlvate sector = = Cteeeeer f ------ 'FOI'T'r.]i.S -------------

?;Lelggths can be brought to the @nsum@ 1
& 8

Local o
Can supporting markets be ﬁ ai
developed to facilitate and
reinforce behavior change?




