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Engaging citizens in 
protecting the unique 

ecological and economic 
value of the seaside of 

Virginia’s Eastern Shore
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To help protect the investment in aquatic resource restoration that Laura, Bob, Jim and Ray just described, Virginia CZM set-aside funding under the Seaside Heritage Program to apply social marketing to ensure that behaviors on land do not adversely affect the progress being made in the water.     

Given the many virtues of native vegetation, we decided to focus our social marketing effort on increasing the use of plants native to the Eastern Shore.  





Virginia’s Eastern 
Shore provides a 
hemispherically 
important bird 
migration corridor 
and rest stop.
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The Virginia CZM Program and its partners have been working for almost 20 years on this issue - beginning with a songbird study in 1991 which documented the critical importance of the lower Delmarva Peninsula as a hemispherically important “stopover” or rest stop for neo-tropical migratory songbirds. 




Proposed
Northampton 
County 
Vegetation 
Ordinances

Northampton 
County
Special Area 
Management Plan
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As a result of these findings, in 1991 we began working with Northampton County on the Northampton Special Area Management Plan (SAMP). One goal of this SAMP was to protect bird and fish habitats by maintaining maximum vegetative cover for wildlife habitat, as well as demonstrate that there could be economic benefits to the Shore from ecotourism, if the native vegetation so critical to bird habitat were protected. 

In 2003, vegetation ordinances were introduced in Northampton County under the special area management plan which would have restricted the amount of existing native vegetation that a property owner could remove in order to protect water quality and quantity as well as bird habitat and would have required native plant replacement for disturbances in excess of 2500 square feet.  It was close, but these ordinances were not adopted.
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Although adoption of enforceable policies did not happen, educational efforts at the time and since have been somewhat successful in raising the public’s awareness of the importance of the Shore’s native habitat, including publication of Migratory Birds of the Lower Delmarva – A Landowners Guide, which recommended maintaining 60% of existing vegetation, and Virginia Hospitality, and creation of the annual Eastern Shore of Virginia Birding and Wildlife Festival. An increase in awareness however resulted in limited and scattered landowner use of native species, and the Shore-wide increases in native vegetation needed were not realized.




Go ES Native!!

Go ES Native!!

Go ES Native!!

Go ES Native!!

Go ES Native!!

Go ES Native!!

Go ES Native!!
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But that’s changing.
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Hundreds of gardeners have purchased or plan to purchase Eastern Shore native plants as the result of the “Plant ES Natives” campaign. 




Plant ES Natives 
Campaign Kick-off .

Presenter
Presentation Notes
On April 24, 2009, the “Plant ES Natives” social marketing campaign was officially launched in Willis Wharf on the seaside of Virginia’s Eastern Shore. 

The campaign has now been through 4 phases with a fall 2010 phase ending just last month. 




They’re Shore Beautiful! 
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The campaign is reaching out to gardeners like Jen with the message “They’re Shore Beautiful”. 

And it’s working. 

Sales of natives at local garden centers have markedly increased since the campaign was launched in April 2009. 

So, what makes this social marketing campaign so different from earlier educational efforts?    



Knowledge is not enough.

Presenter
Presentation Notes
Information campaigns assume the missing ingredient to getting people to act is information and they focus on delivering that information. What can we tell people that will achieve the desired result – that will convince them to take action? 

Communication and education campaigns have made great strides in spreading awareness about the environmental problems we face. 

So, why do educated citizens fail to adopt behaviors that they know will have a positive impact on the health of our coast?
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It may be message fatigue. 

It may be a fog of apathy. 
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It may just be inaction. 

Dr. Doug McKenzie-Mohr, an environmental psychologist, writes in his book Fostering Sustainable Behavior that there is a general lack of willingness for most people to significantly alter their behavior for the sake of the environment alone. His research points out that behavior change rarely occurs as a result of simply providing information.  Understanding what needs to be done does not always lead to a change in behavior and better environmental practices. 
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Social marketing borrows from the commercial world of marketing.

Commercial marketers like Nike are successful in selling their product because they are consumer focused.  They first identify the needs and wants of their target audience and then frame a marketing strategy around this knowledge. Buy a pair of Nikes, and get a pair of sneakers that will spring load you towards “adventure” and “vitality.” This Swoosh Checkmark is considered one of best brand logos of all time. 





Social Marketing focuses on affecting      
what people DO.
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Judy Landers, with Academy for Educational Development’s Center for Behavior Change, and lead designer of the Chesapeake Club social marketing campaign, helped introduce Virginia CZM to Social Marketing.

Judy illustrated how to develop a consumer mindset and go beyond raising awareness to affect what people do and how social marketing campaigns, like the Chesapeake Club, can popularize behaviors to improve the quality of the environment. 

She explained that, like a commercial marketing campaign, social marketing focuses not on what people need to know, instead it focuses, just like Nike did, on learning what people need and want.  In the case of the audience for the Chesapeake Club campaign it was blue crab on their plates.





Social Marketing shifts the focus from the 
message to the audience.

• who must do what differently

• what benefits can we offer them for
changing their behavior

• what barriers or obstacles are stopping
them from engaging in the desired
behavior
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So, social marketing campaigns ask who must do what differently, what benefits can we offer them for changing their behavior, and what barriers or obstacles, real or perceived, are stopping them from engaging in the desired behavior. To answer these questions, it is key to talk and, most importantly, listen to the people you are trying to reach. 

This baseline marketing research is a crucial first step in any successful social marketing campaign. 

That is exactly what Virginia CZM did during the summer and fall of 2008.




Plant ES Natives 
Campaign Team

Virginia Coastal Zone Management Program
Department of Conservation and Recreation - Division of Natural Heritage
Eastern Shore Soil & Water Conservation District
Department of Game & Inland Fisheries
Virginia Cooperative Extension
The Nature Conservancy
Department of Environmental Quality - Office of Environmental Education
UVA-Anheuser Busch Coastal Research Center
Eastern Shore Alliance for Environmental Education
Alliance for the Chesapeake Bay
Virginia Master Naturalists
Virginia Master Gardeners
Barrier Islands Center
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Our first step before delving into a social marketing campaign was to form a multi-partner, locally-based, Plant Native Team.  

Members shared past and current education and communication efforts, the results of these efforts, and identified existing resources – expertise and financial - that could be brought into play during the new campaign. 
     



Community-Based Social Marketing. 

Community-based social marketing involves four steps:

1. Identifying the barriers and benefits to an activity,  

2.    Developing a strategy that utilizes “tools” that have 
been shown to be effective in changing behavior,

3. Piloting the strategy, and

4. Evaluating the strategy once it has been
implemented across a community.
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The team agreed that using McKenzie-Mohr’s “Community-Based Social Marketing” techniques seemed particularly appropriate for a campaign in a region characterized by smaller, “neighbor to neighbor” tight-knit communities.   

Community-based social marketing relies on research that shows behavior change can be achieved by removing barriers to an activity, while simultaneously enhancing the benefits to the individual members of a community. 

Community-based social marketing involves four steps:
 Identifying the barriers and benefits to an activity - Barriers to a sustainable behavior may be internal to an individual, such as one’s lack of knowledge, non-supportive attitudes or an absence of motivation.  
 Developing a strategy that utilizes techniques or “tools” that have been shown to be effective in changing behavior - Keep in mind that these tools are often most effective when used in combination with one another, 
3) Piloting the strategy, and 
4) Evaluating the strategy once it has been implemented across a community.




Research Conducted 
• July – September 2008 - focus groups and interviews of private and 

public landowners, garden centers and nurseries 

• September 2008 - individual interviews with local garden centers
and nurseries

• October 2008 - findings presented to Plant Native Team during a
behavioral thematic analysis meeting; findings presented to focus  
group participants for validation prior to finalizing the written survey 

• November 2008 - written survey circulated in the Eastern Shore
News newspaper

• December 2008 - analysis of written survey completed 
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Design of the new “Plant ES Natives Campaign” was guided by research conducted on the Shore in late 2008 through interviews, focus groups and a written survey of private and public landowners, garden centers, nurseries, landscapers, and others in Accomack and Northampton counties. This research, funded by a NOAA grant to Virginia CZM, identified barriers that have inhibited planting of natives, benefits landowners perceived they would get if they increased their use of natives, and what multi-media approach would be most effective in reaching an Eastern Shore audience. 




The Survey Says
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And the people responded…



The Survey Says

Uncertainty about what is native
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There was a great deal of uncertainly about which plants were native to Accomack and Northampton counties, and suggested that a list of these natives would be helpful.




The Survey Says

Uncertainty about what is native

Lack of availability locally
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They can’t find many natives in their local garden centers.



The Survey Says

Uncertainty about what is native

Lack of availability locally

Natives are scraggly and ugly
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They identified a perception that native plants were generally scraggly and unattractive.




The Survey Says

Plant for beauty
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A great majority of residents who responded to the written survey said that they plant and care for their trees, shrubs and other plants to beautify their property. 



The Survey Says

Plant for beauty

Like to feed birds and butterflies
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There also was a strong response to environmental benefits, including feeding birds and butterflies and creating wildlife habitat. 



The Survey Says

Plant for beauty

Like to feed birds and butterflies

Want to save money
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Using less water and fertilizer, and the subsequent savings in time and money, was also a factor in deciding what to plant. 



Community-Based Social Marketing. 

Community-based social marketing involves four steps:

1. Identifying the barriers and benefits to an activity,  

2. Developing a strategy that utilizes “tools” that 
have been shown to be effective in changing
behavior,

3. Piloting the strategy, and

4. Evaluating the strategy once it has been
implemented across a community.
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We then moved on to step 2 – 

Developing a strategy that utilizes techniques or “tools” that have been shown to be effective in changing behavior - Keep in mind that these tools are often most effective when used in combination with one another, 
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With the research findings in hand, the campaign planning team met in January 2009 to design the campaign, including the campaign’s message, imagery and name. The “Plant ES Natives” campaign focuses on the beauty of natives with the slogan “They’re Shore Beautiful! - and also focuses on the habitat value of natives.
 



Social Marketing Design

Developing a strategy that utilizes “tools” that have
been shown to be effective in changing behavior.

• commitment
• prompts 
• communication
• social norms 
• incentives

Step 2 – Create a Strategy

Presenter
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Numerous behaviors that support sustainability are susceptible to the most human of traits: forgetting. I have to remember to turn off lights, turn down the thermostat, select items that have recycled-content, etc. Fortunately, prompts can be very effective in reminding us to perform these activities. 




“Property owners on the Shore are 
becoming more interested in low 
maintenance landscapes.  It’s our 
business to meet that demand, so we 
and an increasing number of our 
costumers see the use of natives as a 
win-win – for us and for our 
environment.”

Jeff Klingel of Appleseed Nursery - a 
landscaper, nurseryman, and garden 
center owner
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The Plant ES Natives campaign focuses on supporting the local economy.  We are using a series of noticeable, eye-catching, self-explanatory prompts at point of sale to encourage residents to ask for and purchase native plants at local garden centers, simultaneously helping to increase demand and supply. Garden centers were provided a banner with the “Plant ES Natives” logo advertising they are native plant providers.  They have also been provided with tags to identify the native plants they carry for customers.

One of our nursery and garden center partners recently has told us that  – 
“Property owners on the Shore are becoming more interested in low maintenance landscapes and it’s our business to meet that demand, so we and an increasing number of our costumers see the use of natives as a win-win – for us and for our environment.”




Decal
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A static cling decal with the “Plant ES Natives” logo, slogan and website is being widely distributed to help market the campaign.





Social Marketing Design

Developing a strategy that utilizes “tools” that have
been shown to be effective in changing behavior.

• commitment
• prompts
• communication
• social norms 
• incentives

Step 2 – Create a Strategy

Presenter
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All programs to foster sustainable behavior include a communication component. The impact of communications upon behavior can vary dramatically based upon how the communication is developed.  

During our pre-campaign research for the Plant ES Natives campaign we asked gardeners where they got their information to determine what multi-media tools would be most effective in reaching our audience.



Community-Based Social Marketing
Communication –

• Use Captivating Information.
• Know your Audience.
• Use a Credible Source.
• Frame your Message.
• Carefully Consider Threatening Messages.
• Decide on a One-Sided versus Two-Sided Message.
• Make Your Message Easy to Remember.
• Provide Personal or Community Goals.
• Emphasize Personal Contact.
• Provide Feedback.
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To develop effective communications, McKenzie-Mohr suggests including the following elements:

Use Captivating Information. All persuasion depends upon capturing attention. Without attention, persuasion is impossible. Communications can be made more effective by ensuring that they are vivid, personal and concrete.

Know your Audience. All communications should be developed with your audience in mind. Before developing communications, you should have a firm sense of the attitudes, beliefs and behavior of your intended audience(s).

Use a Credible Source. The individual or organization that presents your message can have a dramatic impact upon how it is received and subsequent behavior. Ensure that whoever delivers your message is seen as credible. Individuals or organizations tend to be viewed as credible when they have expertise, or are seen as trustworthy.

Frame your Message. How you present or “frame” your activity can impact upon the likelihood that people will engage in it. In general, you should emphasize the losses that occur as a result of inaction (e.g., from not insulating) rather than the savings that occur from action (e.g. insulating).

Carefully Consider Threatening Messages. While environmental issues lend themselves easily to the use of threatening or fearful messages, do so with caution. While the public needs to understand the implications of such serious issues as global warming, toxic waste, or ozone depletion, they also need to be told what positive action they can take if threatening information is to be useful. In short, whenever you contemplate using a threatening message consider whether you can at the same time present concrete actions that individuals can take to reduce the threat.

Decide on a One-Sided versus Two-Sided Message. Onesided
communications are usually more persuasive with audiences who have little or no comprehension of an issue. As knowledge increases, however, two-sided messages are generally more persuasive.

Make Your Message Easy to Remember. All sustainable activities depend upon memory. People have to remember what to do, when to do it, and how to do it. Use prompts to assist people in remembering. Also develop messages that are clear and specific.

Provide Personal or Community Goals. Providing targets for a household or community to achieve can help to provide motivation for sustainable behavior.

Emphasize Personal Contact. Research on persuasion documents that the major influence upon our attitudes and behavior is the people we interact with rather than the media. Create opportunities for people to talk to one another through programs such as block leaders, in which individuals from a neighborhood who already have experience in a sustainable activity, such as composting, speak to others who live close by. Through personal contact, provide opportunities for people to model sustainable behavior for one another, such as installing weather-stripping, and facilitate ongoing discussions in your community to allow social diffusion of new behaviors to occur.

Provide Feedback. Remember to provide members of your community with feedback about the effectiveness of their actions. Feedback has been found to have a positive impact upon the adoption and maintenance of sustainable behaviors.



“This spring more people are asking about natives 
and several have come in carrying the native plant 
book so I am encouraged that the campaign is off to 
a good start.”
--- garden center employee

Presenter
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It was during the focus groups that gardeners were unanimous in expressing their need for a guide specific to plants native to Virginia’s Eastern Shore. Over 96% of the respondents to the campaign’s pre-campaign survey asked to be sent the guide when it was available. 

Just under 2,500 copies of “Native Plants of Accomack and Northampton” have been distributed this year.  The guide is free.  It’s full-color and embodies the campaign’s slogan “They’re Shore Beautiful!” with a rainbow assortment of native flowers, ferns, vine, grasses, shrubs and trees.  It Includes a description of over XX species, their growing requirements, along with interesting facts about the plants. We also point out native plant alternatives to non-natives and give a list of invasive non-natives of particular concern on the Eastern shore.  

The guide was distributed through community groups, including garden clubs, Master Naturalists and Master Gardeners and it is downloadable from the Plant ES Natives Campaign website.  Copies of the guide were provided to local garden centers and nurseries to make available to their customers. 

Response to the guide has been very positive.  Residents who have received a copy have requested additional copies for friends and neighbors and to help distribute at presentations focused on gardening and native plants. 

An employee at one of the garden centers has noted that  - 
“This spring more people are asking about natives and several have come in carrying the native plant book so I am encouraged that the campaign is off to a good start.” 





Local Radio Ads
“…They’re Shore beautiful!  
Eastern Shore native trees, 
shrubs, flowers and grasses 
offer lovely foliage and 
colorful flowers! And, they’re 
easier to care for!  They grow 
beautifully here in their native 
environment and usually 
require less fertilizer, water 
and pesticides…”

Presenter
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It was during the pre-campaign focus groups, and later validated through our written survey, that we would reach more gardeners through the radio rather than through ads on TV.  Which I have to say also is a much less expensive mass media outlet!  We have developed a great working relationship with the only locally-owned radio station, who are supportive of the effort, WESR, and we run 3XX ads  at peak hours each planting season for only $2,000.  





Social Marketing Design

Developing a strategy that utilizes “tools” that have
been shown to be effective in changing behavior.

• commitment
• prompts
• communication
• social norms

• make the norm visible
• use personal contact to reinforce norm

• incentives

Step 2 – Create a Strategy

Presenter
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The development of community norms which support people engaging in sustainable behavior can have a great impact upon behavior.

Norms guide how we should behave. If we observe members of our community acting sustainably we are more likely to do the same. For norms to influence the behavior of others they have to be aware of the norm. Research suggests that internalization of norms is more likely to occur as a result of personal contact. As a consequence, use personal contact as an opportunity to reinforce norms that support sustainable behavior.




Community Leaders – Passing the Spade.

Presenter
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Working with local community groups, and making the connections between people, is extremely important to the success of this community-based campaign. Over the last year we began recruiting Plant ES Natives campaign “community leaders.” These leaders are currently helping to maintain our first demo gardens and giving native plant presentations.  We hope to actively engage the leaders in helping maintain all components of the campaign into the future.  

A lapel pin recognizes gardeners who are taking this leadership role within their communities, sharing the campaign’s message and their knowledge of ES native plants. 

These leaders will help establish a social norm for the use of natives.





Plant ES Natives
Demonstration 
Gardens
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Demonstration gardens are an excellent way to show the beauty of Eastern Shore native plants. They illustrate how easy it can be to create a landscape or garden that meets the gardener’s expectations, feeds wildlife, and promotes the native diversity of the Eastern Shore.

The campaign has helped install 6 demonstration gardens, and is currently planning several others, to showcase the beautiful variety of Eastern Shore native plants, many of which are highlighted in the new guide.

Demonstration have been installed to date on the Chincoteague Island Nature Trail, the Anheuser-Bush Coastal Research Center in Oyster, at the Willis Wharf Wildlife Observation Platform, and at the Eastern Shore of VA National Wildlife Refuge and Kiptopeke State Park 
  
A number of other demonstration sites are in various stages of completion, including in Onley at the new Rural Health Center, in the Wachapreague Seaside Park, and a series of gardens in Onancock. 

What is really encouraging is how well received these gardens have been within the communities. Local residents, community groups, landscapers and garden centers and nurseries have contributed to planting and maintaining the gardens.  A number of the gardens are being adopted by local garden centers and nurseries.




Plant ES Natives Campaign Exhibit
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A campaign exhibit also is circulating at public and other events and serves as a back-drop at community and other meetings.




Plant ES Natives Campaign Website
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Everything goes on the campaign website including copies of the articles appearing about the campaign in the press.  




Community-Based Social Marketing. 

Community-based social marketing involves four steps:

1. Identifying the barriers and benefits to an activity,  

2.    Developing a strategy that utilizes “tools” that have 
been shown to be effective in changing behavior,

3. Piloting the strategy, and

4. Evaluating the strategy once it has been
implemented across a community.
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The campaign was underway.  After a couple of phases – two planting seasons – we moved on to step 4 - Evaluating the strategy once it has been implemented across a community.



Evaluation

• Start at the very beginning

• Return to your audience for feedback 
and give your audience feedback
throughout campaign

• Measure Behavior Change!

Presenter
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Evaluation is critical and will occur throughout the campaign. We know that it is important to return to our audience to evaluate the effectiveness of our campaign’s messages and promotional items and refine and tweak where needed. 
 



Key Measure of Behavior Change

An increase in the sale of native plants on the 
Eastern Shore using the following indicators -

Evaluation

a. Suppliers sell out of ES natives in stock

b. Suppliers note an increase in requests for ES natives

c. Suppliers tally ES native plant tags used in season

d. Supplier can track and compare sales of ES natives
pre- and post- campaign

e. Suppliers gradually increase inventory of ES natives

Presenter
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Up front we identified that the key measure of behavior change in the Plant ES Natives campaign is an increase in the sales of native plants.



A Growing Norm? – We Sure Hope So!

• Early indicators are very encouraging  

• Garden center sales UP!

• Mid-campaign survey conducted in
Spring 2010 shows messaging on track
and multi-media mix is reaching our
audience 

Step 4 - Evaluation
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Early indicators of the Plant ES Natives campaign’s influence are very encouraging. 




Garden Center Report 

• native plant sales up 8-10%

• growing 40 native plants in anticipation of greater
demand

• planning to focus future planting on native shrubs
– asked campaign for advise

• An increasing number of people are asking for
natives!  

Evaluation
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One Eastern Shore garden center reported that native plants sales are up 8-10% since the campaign was implemented in April 2009. Another center/nursery is currently growing 40 native plants in anticipation of greater demand, while a local nursery indicated that they planned to focus future planting on native shrubs and asked the campaign for advice on species. A new garden center has opened since the campaign began that not only offers a native plant section but plans to offer educational seminars on planting and best management practices.




Mid-Campaign Survey

• 27% visited a native plant demonstration site 
--- 98% said that it influenced their purchase or
plan to purchase native plants.

• 41% heard the radio ads ---96% recalled the 
messages and 93% that they influenced their
purchase or plan to purchase native plants.

• 39% received a copy of the new native plant guide
--- 95% that it influenced their purchase or plan to
purchase native plants.

Evaluation

Presenter
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We conducted a mid-campaign survey in Spring 2010 to gage the effectiveness of our messaging and promotional products. I continued to receive surveys well pass the deadline - a real indication that people are really engaged and interested and want to be heard. We had a 2.5% return on the survey – just over 250 responses. 

The survey confirmed that the campaign’s messaging – “They’re Shore Beautiful” is on track.

These are just a few of our findings.

Of the 27% who responded that they have visited a native plant demonstration site, an estimated 98% said that it influenced their purchase of native plants or plan to purchase native plants.
Of the 41% of respondents who heard the Plant ES Natives radio ads, an estimated 96% recalled the ads messages – the highest recall was that “migratory birds need native plants” followed by “native plants are easy to care for” - and an estimated 93% said that the ads influenced their purchase or plan to purchase native plants.
39% of survey respondents received a copy of the new Eastern Shore native plant guide and an estimated 95% said that the guide influenced their purchase or plan to purchase native plants. The remaining 60% who did not receive a copy of the guide have provided their mailing address to receive a hard copy or indicated that they would go on-line to download the guide.
33% of respondents saw the native plant tag at their local garden centers and 10% purchased the plant because it had the tag. Although 31% said they did not see the tag, 30% said “if I see a tag in future it will help guide my plant purchase.”



Next Steps in the Campaign
• Community Leader Outreach Module and 

Training Event – Jan-Feb 2011

• 1st Annual Plant ES Natives Celebration
Day planned in Fall 2011

• Behavior change survey planned in
Spring 2011

• Expansion of Campaign Team

Presenter
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We  are currently developing a community leader education/outreach module to help leaders spread the word about the campaign and the value of native plants to their friends and neighbors.  We will be holding our first annual community leader training/get together in early 2011. 

The Plant ES Natives Campaign Team is very enthusiastic about planning our first annual Plant ES Natives Celebration Day to help spread the campaign’s message into the broader community/general populace.  A big part of the celebration would be a tour of the campaign’s demo gardens.  Fall of 2011 was selected as the best time, with an eye on October 1 (many of the plants in the demos will be looking their best and it also gives us time to plan). 

We plan to design a brochure highlighting all the campaign demos that can be easily reprinted on a color printer or even photocopied in black and white.  This brochure would be distributed during the demo garden tour. 

Finally, we plan to expand the membership of the Plant ES Natives campaign Team to include representatives from organizations who have come forward interested in helping steer future implementation of the campaign.  
We will hold a team meeting in early summer 2011 to review the campaign’s short and long-term goals – where should we go and where should we be one year out, three years out?  

Prior to this early summer 2011 meeting, we will have conducted a behavior change survey and the results of this survey will help inform our discussion and decisions on the continued implementation of the campaign.




Tell a story!

47

Tell A Story!
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Now Dot Field will share her story…..
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Coordination of and marketing materials for “Plant ES Natives” campaign has been funded in large part through grants from NOAA to the Virginia CZM Program.  Staff time to the campaign has also been largely contributed by the Virginia Department of Conservation and Recreation’s Eastern Shore Natural Area Steward.    
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