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Social Marketing from A to Z

The big picture
• Social and environmental goals cannot be 

achieved without communication and outreach
• Changes in awareness and attitudes are 

precursors to behavior change



More big picture stuff

• Changes in behavior over a long period are 
affected by much more than communications

• Changes in awareness and attitudes can be 
measured with cost-effective and timely 
research tools



It All Adds Up goals

• Short-term, to raise awareness of:
• Connection between transportation choices 

and congestion and air quality
• Range of transportation choices 
• Benefits of alternatives to solo driving      

to quality of life 



It All Adds Up goals

• Long-term (10+ years), to encourage:
• Environmentally-beneficial transportation choices
• Informed life-work decisions
• Greater investment in transportation and air 

quality improvements



It All Adds Up objectives

• Increase the number of communities 
disseminating It All Adds Up messages and 
materials by 10 per year

• Increase the number of quarterly newsletter 
subscribers by 20 per year

• Increase the average number of It All Adds Up
Web site page views by 25,000 per year 



It All Adds Up community partners



It All Adds Up quarterly newsletter



It All Adds Up quarterly newsletter



www.italladdsup.gov



It All Adds Up objectives

• Increase the number of postings to the It All 
Adds Up Exchange by 50 per year

• Get It All Adds Up impact and process 
evaluation data from 9 communities per year



The Exchange: an on-line network



Where does research fit in?
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What is process evaluation?

A tool to help you set objectives, track 
accomplishments, and identify areas where 
improvements are needed. 

If you don’t know where you’re going, you won’t 
know when you get there.

If you’re tracking progress, you’ll make progress.



It All Adds Up process evaluation workbook

• Enter basic information about your 
organization’s objectives and results

• Enter numeric objectives and results for your:
• Coalition partner outreach
• Earned media and PR
• Unpaid ads
• Paid ads

• The workbook program tallies results for you



It All Adds Up impact evaluation surveys

• Telephone survey (annotated and non-
annotated versions)

• For targeted behaviors, Q11 asks if they are 
unwilling, willing, or already do the behavior.

• Brief, self-administered/intercept survey
• Measure only what you can influence!
• Remember: Long-term behavior change is the 

outcome we want, but communication is 
only one factor that  influences it.



It All Adds Up program evaluation

Process and Impact Evaluation Results

By contributing your evaluation results you will 
help establish a base of information that will 
help all air quality communications programs 
be more effective, including your own. 



It All Adds Up to Cleaner Air

Outcome evaluation
• Why shouldn’t you do it for It All Adds Up programs?

• It’s difficult and expensive, and takes years
• Factors other than communications influence outcomes

• What should we do?
• Monitor outcomes

• Changes in vehicle miles traveled (VMT)
• Days in nonattainment of the NAAQS
• Behavior change

• But, use most of evaluation resources to measure impacts
of communications program on awareness, knowledge, and 
attitudes.  



Research behind It All Adds Up

• Review of existing transportation and air 
quality public education programs

• Discussion group with key stakeholders
• Individual interviews with key stakeholders
• Focus groups—small, medium, and large areas 

and a Latino community



It All Adds Up focus groups

Tested:
• Three strategies, which narrowed to 

celebrating positive things people already do
• Messages about trip chaining, alternate 

modes, and maintenance
• Print ads/concepts



Trip chaining bus-side ad                     
Physical activity bus-shelter ad



Trip chaining transit ad 
Maintenance print ad



Maintenance 
print ad



Health print ad Fueling print ad



Research behind It All Adds Up

• Pilot phase (1997-1998)—small, medium, and 
large  communities (one each)

• Demonstration communities (May 1999-
October 2000)—14 small, medium, and large 
communities



It All Adds Up: Key insights from research

• Messages must be meaningful
• Traffic congestion
• Quality of life
• Health

• Messages must be acceptable to the public and 
stakeholders

• Requested behavior changes must be simple, 
easy, and voluntary



It All Adds Up: Key insights from research

• Messages must be positive
• Messages must come from a credible source
• Messages must be based on research
• Positioning transportation, congestion, and air 

quality as national priorities would help local 
programs appear bigger, part of a “movement”



It All Adds Up desired behavior change

• People making transportation choices that will 
reduce air pollution and congestion

• People making choices about where they live 
and work that will reduce air pollution and 
congestion



It All Adds Up primary target audience

• Primary = Current drivers; at “awareness” in 
Behavior Change Process 

• Secondary = Current drivers for whom 
environmental benefits would weigh into their 
transportation choices; at “interest” in 
Behavior Change Process



It All Adds Up secondary audience psychographics

• Roper Green Gauge
• True-Blue Greens
• Greenback Greens
• Sprouts*
• Grousers
• Browns

• Sprouts care about the environment, recycle, 
but feel stressed and overcommitted 



It All Adds Up target audience demographics

• College educated
• Middle class

• USA Today, 11/8/04
• Shifting housing demographics across US
• Interest in living near transit
• Singles, aging baby boomers, minorities, and 

young couples



It All Adds Up influencer audiences

• The media
• Coalitions of local transportation and 

air quality groups
• Community leaders
• Employers and friends



It All Adds Up: barriers to change

• Little awareness of connection between 
their transportation choices and 
congestion and air quality

• Think changing their behavior to help the 
environment will cost too much and/or 
take too much time



It All Adds Up: motivations

• Decreased air pollution
• Protection of health, esp. children and elderly
• Decreased stress
• Increased free time
• Monetary savings—less gas used



It All Adds Up message development

• Main message: Individual transportation 
choices affect congestion and air quality

• Want audience to know: Solo driving causes 
congestion and air pollution that is bad for our 
health and our environment

• Want audience to believe: Using alternate 
modes of transportation would make a 
difference



It All Adds Up message development

• Actions we want audience to take short-term:
• Maintain vehicle
• Trip chain
• Use alternate modes

• Actions we want audience to take long-term:
• Choose environmentally-beneficial transportation
• Live closer to work or school
• Support greater investment in transportation and 

air quality improvements



It All Adds Up message development

• Rewards or benefits promised to audience if 
they change their behavior:

• Less pollution in the air and in their lungs
• Protection of health, esp. children and elderly
• Decreased stress
• Increased free time
• Monetary savings—less gas used



It All Adds Up community partner benefits

Benefits to DOT and EPA:
• Personal interaction with 

target audience at local level
• Nationwide dissemination of 

messages and material
• Credible, local leaders and 

coalitions as champions
• Leverage resources
• Provide message consistency

Benefits to communities:
• Research-based messages 

and materials
• Commercial-quality 

advertisements & collateral 
material; seasonal themes

• Technical assistance
• Networking
• Customized flash animations 

and print ads, upon request



Flash Animation

http://www.italladdsup.gov/community_partners/howto_winterflash.asp


Flash Animation



On-Line Quizzes

4. Buying a hybrid-electric or other 
low-emission and fuel-efficient car, or 
renting one on your next trip, can 
save you money and help reduce air 
pollution. 

O  True
O  False 

Answer: True. For more information 
on the fuel economy of all types of 
automobiles, visit the EPA and DOE 
fuel economy site at 
www.fueleconomy.gov.
Next question

http://www.fueleconomy.gov/


It All Adds Up national partners

• Automobile industry 
• Environmental groups
• Federal, state, and local environmental, highway, 

transit, health, and energy agencies 
• Consumer association 
• Oil industry 
• Public transportation and public works associations
• Vehicle maintenance associations 
• Telework Network, Inc.
• Intelligent Transportation Systems of America 
• Texas Transportation Institute
• Urban Land Institute



It All Adds Up national partner benefits

Benefits to DOT and EPA:
• Broad dissemination of 

messages and materials
• Alliance for Clean Air and 

Transportation (ACAT) and 
credible, national leaders as 
champions

Benefits to ACAT members:
• Association with a good cause
• Networking opportunities
• Opportunities to reach 

common ground
• Dissemination of messages to 

a wider, often unreachable 
audience



It All Adds Up communication strategies

Partnership-building
• Bring diverse interests 

and perspectives to the 
table

• Leverage limited funds
• Increase message 

credibility
• Facilitate community-

based solutions to 
community-identified 
problems

Public outreach
• Consistent, tested 

messages
• Technical assistance
• Commercial-quality ads 

and collateral materials
• TV, print, radio, web-

based, icons, etc.



It All Adds Up evaluation methodology

Objectives:
• Increase the number of 

communities 
disseminating It All Adds 
Up messages and 
materials by 10 per year

• Increase the average 
number of It All Adds Up
Web site page views by 
25,000 per year

Measurement:
• Web-based sign-ups and 

follow-up calls

• Web site statistics 
reports



It All Adds Up evaluation methodology

Objectives:
• Increase the number of 

postings to the It All 
Adds Up Exchange by 50 
per year

• Get It All Adds Up
impact and process 
evaluation data from 9 
communities per year

Measurement:
• Exchange postings 

counted

• Impact and process 
evaluation reports 
submitted



It All Adds Up participation

• Become a community partner
• Read community success stories
• Download and customize free materials!
• Join the “Exchange” 
• Sign up for quarterly newsletter
• Promote the Pooled Fund Program
• Materials, tools, and technical assistance at 

www.italladdsup.gov

http://www.italladdsup.gov/


It All Adds Up To Cleaner Air

Sign up at www.italladdsup.gov!



Future of It All Adds Up

Create new national messages and products via an
It All Adds Up to Cleaner Air Pooled Fund Program
• For federal, state, and local governments
• Pool their money
• For market research
• To create new ads and other outreach materials
Widely disseminate national messages and products, 

e.g., drive-time radio and Ad Council



The bottom line or “why we do our jobs”

Informed citizens and community leaders 
will find solutions to reduce congestion 
and clean up the air.  
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