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EXECUTIVE SUMMARY 

PRR was tasked with creating a survey to provide baseline and tracking data for a variety of factors 
related to the health of Puget Sound. The survey was designed to measure the attitudes of Puget Sound 
residents’ about the health and condition of the waters in and around the Puget Sound. The survey also 
measured their actions towards hunting and gathering local food sources directly from the Puget Sound 
region, attitudes towards natural resources and tax dollars, time spent outdoors in nature, and 
participation in community or cultural activities- indicators of human well-being. 

Findings that are noted in this report reflect the responses to specific questions as well as analysis of the 
cross-tabulation between responses to those questions.  When it is noted that the ‘majority’ or ‘most’ 
know something, believe something, or say they do something, we must understand that there are still 
segments of the population that say they do not know, do not believe, or do not do the things we 
explore in this survey process. As we explore ways to change individual knowledge, beliefs and 
behaviors to improve the health of Puget Sound, we must pay attention to all this information. 

It is also important to recognize throughout this report that, although knowledge and attitudes about 
water quality may be related to how environmentally friendly residents’ behaviors are, such a 
relationship may not be very strong. People may know there is a problem with Puget Sound waters, they 
may know what behaviors are harmful to water quality, and they may even think that the need to clean 
up Puget Sound waters is urgent. This does not necessarily mean that they personally engage in 
environmentally friendly behaviors to the degree needed to improve water quality. 

Methodology 

Survey questions were developed using a collaborative process between PRR and PSP staff. We fielded 
the telephone survey to a random sample (with a quota of 375 for each of 5 regions in the Puget Sound) 
drawn from Random Digit Dialing (RDD, for including both listed and unlisted landline phone numbers) 
and cell phone sample (to include both cell-only and cell-mostly households).   We also used a listed 
sample targeted to 18-34 year olds due to the difficulty of reaching and getting completed interviews 
from this age segment. The final sample had 1,878 respondents. 

Key Findings 

KNOWLEDGE ABOUT PUGET SOUND AND NORTHWEST WASHINGTON 

 The phrase “Puget Sound Starts Here” is not very well known in the community and the 
meaning of phrase was not intuitive to the public. 

 Significantly more participants noted seeing “Puget Sound Starts Here” on a storm drain in 2015 
than in 2013. 

 Overall, residents support using tax dollars for the clean-up and protection of the Puget Sound. 
 Residents do not feel in control of natural resource decisions related to the Puget Sound. 
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ATTITUDES ABOUT THE HEALTH OF PUGET SOUND  

 Overall, most think the health and condition of the waters in and around the Puget Sound is 
good (5 on a 7-point scale), but this perception has lowered significantly since findings in the 
2012 study. Residents are also more likely to think the condition of the Puget Sound will be 
worse over the next five years than they did in 2012. 

 Findings show there has been an increase in the percentage of residents who feel the urgency to 
clean up and protect the waters in and around the Puget Sound in 2015 compared to results 
from the 2012 survey. 

TIME SPENT OUTDOORS DOING NATURE-BASED ACTIVITIES 
 The majority do not work outdoors doing nature-based work. 
 Most residents spend less than 10 hours per week outdoors doing nature based recreation 

activities. 
 Nature often reduces stress and offers a sense of inspiration or awe for most residents. 

BEHAVIORS RELATED TO HUNTING OR GATHERING WILD, LOCAL FOODS 
 Half like to gather or hunt wild, local foods. Most of these gather local foods occasionally or 

rarely. 
 Most who like to gather foods were able to harvest as much as wanted or needed. Those who 

could not cite personal time limitations or limited access to areas due to development or private 
property. 

PARTICIPATION IN TRADITIONAL OR CULTURAL PRACTICES 
 Few participants regularly participate in traditional or cultural practices associated with the 

natural environment more than twice a year. 
o Those who do participate in traditional or cultural practices associated with the natural

environment generally find it easy to maintain their practices.
 Participation in community stewardship activities is also low, with those who do participate 

participating generally only once or twice a year. 

COMMUNITY ATTITUDES AND AWARENESS 
 Residents are generally proud to say they live in or be from the Puget Sound region and feel 

connected to the Puget Sound area. 
 Some organizations in the community who help protect the waters around the Puget Sound are 

more well-known than others, with county departments of public works and the EPA at the top 
of the list. 

o Fewer respondents are able to identify two groups or organizations in the area that
protect the waters around the Puget Sound than in 2013.
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MARKET SEGMENTS  

 Segments of residents were developed based on responses to questions regarding attitudes and 
knowledge of residents related to the health of the Puget Sound waters. Using a cluster analysis, 
three segments were identified: 

 Cluster 1 (48%) - Sense of Community 
Cleaning up the Puget Sound is urgent and is expected to get better in the next five years.  
They feel it’s appropriate to use tax dollars to clean-up and protect the waters and feel well 
represented by local leadership. These residents also feel a strong connection to the Puget 
Sound region and participate in traditional practices associated with the environment. 

 Cluster 2 (27%) - Engaged with Resources 
Residents work in nature and/or often participate in activities involving nature. They also 
use the land’s natural resources by hunting or gathering wild, local foods most often. They 
feel the Puget Sound waters aren’t in good health and are getting worse, but that clean-up 
is not urgent. They do feel connected to the Puget Sound region, but do not feel well 
represented by local leadership. 

 Cluster 3 (25%) - Uninvolved and Unconcerned 
The Puget Sound region appears to be in good health and will likely stay in the same state 
for the next five years, meaning there is no urgency for cleaning up the waters. They are not 
spending time outdoors in nature and do not rely on the land for wild, local foods.  They find 
little inspiration in nature.
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What is Social Marketing?

by Nedra Kline Weinreich

The health communications field has been rapidly changing over the past two 
decades. It has evolved from a one-dimensional reliance on public service 
announcements to a more sophisticated approach which draws from successful 
techniques used by commercial marketers, termed "social marketing." Rather than 
dictating the way that information is to be conveyed from the top-down, public 
health professionals are learning to listen to the needs and desires of the target 
audience themselves, and building the program from there. This focus on the 
"consumer" involves in-depth research and constant re-evaluation of every aspect 
of the program. In fact, research and evaluation together form the very cornerstone 
of the social marketing process.

Social marketing was "born" as a discipline in the 1970s, when Philip Kotler and 
Gerald Zaltman realized that the same marketing principles that were being used to 
sell products to consumers could be used to "sell" ideas, attitudes and behaviors. 
Kotler and Andreasen define social marketing as "differing from other areas of 
marketing only with respect to the objectives of the marketer and his or her 
organization. Social marketing seeks to influence social behaviors not to benefit the 
marketer, but to benefit the target audience and the general society." This 
technique has been used extensively in international health programs, especially 
for contraceptives and oral rehydration therapy (ORT), and is being used with more 
frequency in the United States for such diverse topics as drug abuse, heart disease 
and organ donation.

Like commercial marketing, the primary focus is on the consumer--on learning what 
people want and need rather than trying to persuade them to buy what we happen 
to be producing. Marketing talks to the consumer, not about the product. The 
planning process takes this consumer focus into account by addressing the 
elements of the "marketing mix." This refers to decisions about 1) the conception of 
a Product, 2) Price, 3) distribution (Place), and 4) Promotion. These are often 
called the "Four Ps" of marketing. Social marketing also adds a few more "P's." At 
the end is an example of the marketing mix.

Product

The social marketing "product" is not necessarily a physical offering. A continuum 
of products exists, ranging from tangible, physical products (e.g., condoms), to 
services (e.g., medical exams), practices (e.g., breastfeeding, ORT or eating a 
heart-healthy diet) and finally, more intangible ideas (e.g., environmental 
protection). In order to have a viable product, people must first perceive that they 
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have a genuine problem, and that the product offering is a good solution for that 
problem. The role of research here is to discover the consumers' perceptions of the 
problem and the product, and to determine how important they feel it is to take 
action against the problem.

Price

"Price" refers to what the consumer must do in order to obtain the social marketing 
product. This cost may be monetary, or it may instead require the consumer to give 
up intangibles, such as time or effort, or to risk embarrassment and disapproval. If 
the costs outweigh the benefits for an individual, the perceived value of the offering 
will be low and it will be unlikely to be adopted. However, if the benefits are 
perceived as greater than their costs, chances of trial and adoption of the product is 
much greater.

In setting the price, particularly for a physical product, such as contraceptives, there 
are many issues to consider. If the product is priced too low, or provided free of 
charge, the consumer may perceive it as being low in quality. On the other hand, if 
the price is too high, some will not be able to afford it. Social marketers must 
balance these considerations, and often end up charging at least a nominal fee to 
increase perceptions of quality and to confer a sense of "dignity" to the transaction. 
These perceptions of costs and benefits can be determined through research, and 
used in positioning the product.

Place

"Place" describes the way that the product reaches the consumer. For a tangible 
product, this refers to the distribution system--including the warehouse, trucks, 
sales force, retail outlets where it is sold, or places where it is given out for free. For 
an intangible product, place is less clear-cut, but refers to decisions about the 
channels through which consumers are reached with information or training. This 
may include doctors' offices, shopping malls, mass media vehicles or in-home 
demonstrations. Another element of place is deciding how to ensure accessibility of 
the offering and quality of the service delivery. By determining the activities and 
habits of the target audience, as well as their experience and satisfaction with the 
existing delivery system, researchers can pinpoint the most ideal means of 
distribution for the offering.

Promotion

Finally, the last "P" is promotion. Because of its visibility, this element is often 
mistakenly thought of as comprising the whole of social marketing. However, as 
can be seen by the previous discussion, it is only one piece. Promotion consists of 
the integrated use of advertising, public relations, promotions, media advocacy, 
personal selling and entertainment vehicles. The focus is on creating and 
sustaining demand for the product. Public service announcements or paid ads are 
one way, but there are other methods such as coupons, media events, editorials, 
"Tupperware"-style parties or in-store displays. Research is crucial to determine the 
most effective and efficient vehicles to reach the target audience and increase 
demand. The primary research findings themselves can also be used to gain 
publicity for the program at media events and in news stories.
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Additional Social Marketing "P's"

Publics--Social marketers often have many different audiences that their program 
has to address in order to be successful. "Publics" refers to both the external and 
internal groups involved in the program. External publics include the target 
audience, secondary audiences, policymakers, and gatekeepers, while the internal 
publics are those who are involved in some way with either approval or 
implementation of the program.

Partnership--Social and health issues are often so complex that one agency can't 
make a dent by itself. You need to team up with other organizations in the 
community to really be effective. You need to figure out which organizations have 
similar goals to yours--not necessarily the same goals--and identify ways you can 
work together.

Policy--Social marketing programs can do well in motivating individual behavior 
change, but that is difficult to sustain unless the environment they're in supports 
that change for the long run. Often, policy change is needed, and media advocacy 
programs can be an effective complement to a social marketing program.

Purse Strings--Most organizations that develop social marketing programs 
operate through funds provided by sources such as foundations, governmental 
grants or donations. This adds another dimension to the strategy development-
namely, where will you get the money to create your program?

Example of a Marketing Mix Strategy

As an example, the marketing mix strategy for a breast cancer screening campaign 
for older women might include the following elements:

• The product could be any of these three behaviors: getting an annual
mammogram, seeing a physician each year for a breast exam and
performing monthly breast self-exams.

• The price of engaging in these behaviors includes the monetary costs of the
mammogram and exam, potential discomfort and/or embarrassment, time
and even the possibility of actually finding a lump.

• The place that these medical and educational services are offered might be
a mobile van, local hospitals, clinics and worksites, depending upon the
needs of the target audience.

• Promotion could be done through public service announcements, billboards,
mass mailings, media events and community outreach.

• The "publics" you might need to address include your target audience (let's
say low-income women age 40 to 65), the people who influence their
decisions like their husbands or physicians, policymakers, public service
directors at local radio stations, as well as your board of directors and office
staff.

• Partnerships could be cultivated with local or national women's groups,
corporate sponsors, medical organizations, service clubs or media outlets.

• The policy aspects of the campaign might focus on increasing access to
mammograms through lower costs, requiring insurance and Medicaid
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coverage of mammograms or increasing federal funding for breast cancer 
research.

• The purse strings, or where the funding will come from, may be
governmental grants, such as from the National Cancer Institute or the local
health department, foundation grants or an organization like the American
Cancer Society.

Each element of the marketing mix should be taken into consideration as the 
program is developed, for they are the core of the marketing effort. Research is 
used to elucidate and shape the final product, price, place, promotion and related 
decisions.
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