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Social Marketing:
Influencing Behaviors for Good

* Social Marketing is a process that applies
marketing principles and techniques to create,
communicate and deliver value in order to
influence target audiences’ behaviors that
benefit society as well as the target audience.”

— Phil Kotler, Nancy Lee & Michael Rothschild, 2006



Similar to Commercial Marketing
Exchange theory - WIIFM?

Customer-orientation.

Segmented audiences.

Product, price, place & promotion (4Ps).
Market research.
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Measurable results.
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Exchange Theory

* Benefit of new behavior must be greater than
status quo to motivate the change.

 Vanpool rider example:

— Research shows riders top reasons for vanpooling:
* Save Money: $400/mo on 50 mile/RT commute
* Reduce Stress: read, sleep, let someone else drive

e Bus Service - need to ask ourselves:

— Is the benefit of the new behavior to ride the bus
greater than status quo of current commuters?
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Customer Orientation

* Need to find and remove barriers for customers.

* Vanpool example for business — challenges they face
and benefits we offer: —_—
— |-5 congestion ¥ -

Invest in People,
& » Not Parking

Vanpool Helps

— Recruitment/retention
— Parking
— Tax benefit

777777777

— Worker productivity
 What barriers are we removing for bus riders?
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Changing Citizen Behaviors

Education « Marketing « Law
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User-Centered
Design/Analytics
- 18-35 years
- Route Finder
(40K/mo)

E-Commerce

Expanded use of

short format (video).

Customer Orientation

A RIDER ALERTS A ROAD TRIP
INTERCT [l/ PLAN ROUTE
TRANSITVY RIDE - LEARN - CONNECT - A TRIP FINDER
Vanpool
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Dream Big, It's
. . No-Cost November

Vanpool—Your new
savings account

TTTTTTT

Join a Vanpool Pay Your Fare Rider Tools Employer Tools
Save money, time and stress Use a credit or debit card to pay online For existing vanpools Learn how vanpooling benefits
businesses
Vanpool Rewards About Vanpool Start a Vanpool Park & Ride Lots
It pays to join or try a vanpool—see how Answers to your vanpool questions It takes three people to start a vanpool Meet your carpool, vanpool or catch the
bus


https://www.youtube.com/watch?v=TPws8V2U29M
http://www.intercitytransit.com/vanpool

Segmented Audiences

— State management and employees
* 200 CTR/ETCs

— Business community
* 1,000+ non-CTR in Thurston/Pierce
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Finding New Channels

Media is dissolving

Boosting posts on Facebook
Looking @ texting Rider Alerts

Exploring more digital
channels

Meeting with partners

— Changing the discussion |
— Looking for new opportunities
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4Ps: Product, Price, Place, Promoti

 Product (Service) - what does the customer want?

— Vanpool riders — Smaller vans? Relief from traffic congestion
(shoulder driving)?

— Business — Does this product/service help my bottom line?
* Price — what price point makes it worthwhile?

— Vanpool riders —is it cheaper to commute in a vanpool?

— Business — does subsidizing add value?
* Place - where will product/service be delivered?

— Proactively going to businesses with service.

* Promotion - is the message memorable & seen?

— Better messaging, new channels & leveraging partnershipsin a
changing media market.
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Measurable Results

* Questioning all activities against measurable
objectives.
— Down 40 vanpools in 2 years.

— Are CTR tabling events at state agencies worthwhile vs.
empowering ETCs to be better advocates and gain the
ear/support of their directors to push messages to
agency employees. Leveraging the partnership.

* Measurable objectives for vanpool:

« To make 50 new business contacts by Jan. 26,
* To recruit 20 new vanpools by end of FY 2018.

* What will measurably boost transit ridership?
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Leveraging Partnerships
Examples to help raise awareness:

 Timberland Regional Library - Selling Passes
— 120,000 customers in Thurston County
— 50,000 customer email addresses

* South Puget Sound Community
College
— IT Road Trip Survey - 6,000 students
— eBlast and video on taking the bus
— Detailed route schedules on website
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https://spscc.edu/campus-life/parking-transportation

City of Tacoma — Healt:\y
Neighborhoods Projec

I

Express Bus Service -
Olympia/Lacey to Lakewood/Tacoma

Did yoy know !nrercity Transit by Service comeg
to Tacomg and is an €asy way to get to Olympia?
lntercity Transit's Express Service Provides
COnnections along |5,

lntercity Transijt Express Fares,

Passes g Combinations

You can buy an lntercity Transit Express Monthlyr

Pass at the Olympiz Transit Center, 22, State AVE,
D

lympia of The Bys Shop Tacoma OMme Statiop,
505 East 25th st Tacoma,

Fare Type Adult Youth+ Reduceg«s
Cash $3.00 $3.00 $1.25
lntercity Transjt Express .

s + 590 $90 $37.50
Inrercity Transit Pass 4 Pass Pass 4
Daily Pass 51.50 $1.50 50¢

Getltang
Pass 4 Pass 3
Local Mom‘hly Pass $1.50 GO Pags 1. 50¢
Regiona) Reduced Permit + Pe,
are Permit

mit + Permit 4 50¢
25 fwith 1 sticker)

" Ages 618 Childre, Sand under riga frag,
- Reducaq Fare Parmit TeQuired,
T Alsoyalig on locaf Intercity Transit sapy; ica,

All fares are subject ¢, change atany time,

lntercity Transit does not accept the ORCA carq, If
You have 5 Regionaj Reduceq Fare Permijt ORCA
card (white) You are eligible for reduced fares on
all Intercity Transit Servicag,

Pierce

Ride Pierce Transit t Connect wigh, Intercity
Transit i your neighborhood.

Weekdays & Weekengs

Take Pierce Transit 43 o connect 4 the sp
512 Park g, Ride ang hop on Intercity Transit
Express pyq 603, 605 o 612 to Olymp;

Transit & lntercity Transit
Weekends Only

Take Pierce Transit 453 to the Tacoma Mal|
Transit Center and Connect wit, lnten:iry
Transit Express pyq 620 to lympia,

Tacoma pay
Transit Cangg, -5
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Poetry on the Bus

G .
ity of Olympia partnership — Poet Laureate
12 at shelters and onboard all buses

Three Approaches

Sean Williams

In the icy night
the hummingbird wonders
about its early journey north.

Ripples of light from native bees
infuse the raspberries
with deep scarlet.

On the nettles of my past
hang the healing words
of future growth.

“ EXPQR’MC@ I f/ Poetry at the Bus Stop is a par
parks - Arts - Recreation City of Olympia Poet L

Olympia




Take Aways

* Moving behavior is not a sprint, but a marathon!
* Takes a lot of thoughtful planning and effort.

* Must be targeted and measurable.

— Parades, give-aways, BBQ events — how do we measure
the impact of those on ridership?

— Good relationship building with partners and fun for
children?

* Must address customer barriers.
 Trust the research.
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Marketing/Communication/Outreac

The Team:
Marketing/Communication:

Nicky Upson — MCO Coordinator

Ally McPherson - MCO Representative
Youth Education and Bike Commuter Outreach:

David Copply — YEP Assistant

Duncan Green - BCC Assistant

Jessica Gould - YEP Specialist
Supplemental support:

Agencies, Interns, AmeriCorp
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Questions?

Rena Shawver - MCO Manager
360-705-5842
rshawver@intercitytransit.com
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