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BACRGROUND

Create a public awareness toolkit to prevent and reduce

land-based marine litter.

A trilateral effort to keep our river systems, shared

watersheds and oceans clean.

Target rural inland communities contrary to many
previous marine litter campaigns targeting mainly coastal

cities.

Provide campaign materials to municipalities, NGOs,
educational institutions and other organizations that

wish to carry out public awareness campaigns.



PROCESS

 Expert interviews with environmental experts in

each country.

« Strategic analysis of previous marine litter

prevention campaigns.
* Close collaboration with the CEC Steering
Committee to ensure the right balance between

creative and scientific messaging.

» User testing with local organizations



TESTING WAS
REYTO A
SUCCESKULIL
CAMPAIGN!




INSIGHT'S

SOLUTIONS

* Preventing and reducing environmental plastic waste is key .
* Reusing and recycling whenever possible is also a major factor.

CHALLENGE
Changing consumption habits of single-use plastic is a major behavioural shift for many North American consumers.

If we wanted to target audiences not already engaged in the cause, it would probably be easier to change the way we throw things out,
instead of changing purchasing habits.

Some rural communities are highly dependent on single-use plastic like bottled water and plastic bags.
Some rural communities have poor waste management and no access to recycling.

CONCLUSION

* Reducing, reusing and recycling plastic waste is key solutions to prevent marine litter.
* However, if we wanted to target a broad audience of individuals in inland communities across North America, we must think even
broader.




AUDIENCE



ASLEEP, 31% AWARE, 36% ACTIVATED, 34%

Geographically representative

More likely to be female: 57% women, 43% men More likely to be male 55% female | 45% male

Even distribution throughout age groups

Significantly more likely to be unemployed Somewhat more likely to be a part-time employee More likely to have full-time employment

Predominantly Caucasian

Highly educated with a bachelor’s degree or

High school graduate or less education 42% high school graduate or less higher

More likely to be a homeowner

Less than $25,000 a year More likely to have $100,000+ annual income More likely to be $75,000+

36% Democratic | 32% Republican | 29%
Independent | 4% Other

30% kids in the home 30% have kids in the home 32% kids in the home

31% never married | 47% married

Significantly more likely to say they understand
what single-use plastic is, and they believe it is
harmful to their health, bad for business, and
undesirable

Less likely to understand what single-use plastic

66% say they understand what single-use plastic is
means

They are going along with changes others have
made regarding plastic waste but haven’'t made
maior chanaes in their habits vet

Survey: What Middle America Knows about Plastic Waste. Shelton Group, 2019
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EASY?




Campaign focus:

USE A TRASH
CAN, SAVE THE
OCEAN

We all know that littering is bad.

However, few of us know that discarding trash
improperly at public parks or city streets can end up
poisoning our waterways and seas - because leaked

litter travels. Last Stop? The Ocean.

You can make a difference by simply making sure your

trash make it to the trash can.




PREVIOUS CAMPAIGNS

CONFERENCIA




TIME TO TRY A DIFFERENT APPROACH”?

Many campaigns have communicated marine litter as devastating global problem with horrifying
pictures. While this strategy has proven to be powerful, some individuals might feel overwhelmed and
powerless. We want to convince our audience that it is EASY to make a difference. That small actions
can create waves. So we tried a different approach.
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WE MADE IT EASIER FOR OUR
TARGET AUDIENCE TO ENGAGE




... WWITHOUT
FORGETTING
THATITIS A
SERIOUS
TOPIC!




COOI
CHARACTERS




ILLUSTRATIONS ARE NO LONGER JUST FOR KIDS.
IT’S A TREND TO TAGKLE GOMPLEX ISSUES WITH ANIMATIONS.

On self-acceptance On societal issues

On racial issues On family values On cultural acceptance



Annie Leonard wanted to inform viewer of the dangers of our consumption crazed culture.



SOLUT'ION

Empowering a “non-activated” target audience to engage in the cause with a

visual campaign with high readability.
Making a complex issue light and easier to understand with simple
illustrations.

Communicating relatable small everyday situations while avoiding shaming

with playful, innocent illustrations.

Less “news media” more “entertainment”. Suited for social media.




FROM NEGATIVE INFLUENCE
TO POSITIVE IMPACT

SAVE OUR WATERSHEDS

By creating less waste and
disposing of your trash wisely,
you will help keep the land and
waters around you clean and
keep the ocean litter-free.

HELP THE ECONOMY

Rivers and beaches polluted with
litter are not attractive to
tourists-which means less
opportunities for the local
economy.

BE AN AWESOME NEIGHBOR

North America’s river network
can carry litter between cities.
Be an awesome neighbor and
make sure your trash doesn't
show up for a visit next door!

YOU CAN SAVE WILDLIFE

Keeping your trash away from
the environment creates a safe
home for wildlife.




EASY SOLUTIONS

Stop your litter's ocean-
bound journey before it
even begins! Put your
waste in its place,
especially when you are
outside

The moment your waste falls
on the ground, it begins its
journey to the ocean. If you
notice that a trash can or
recycling bin is full, use the
next one.

Add a lid to your outdoor
trash can. Wildlife can go
digging in for a snack and
make a mess. Remember-
every stray piece of trash can
make its way to the ocean.

Refuse throw-away items
when you can. Small
efforts can make big
waves when everyone
does their part!
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TOOLKRIT

WEBSITE
SOCIALMEDIAADS —— <—— PRINTADS
Regular ads » Posters
Video ads * Magazine ads

Story ads
Banner ads




































- Usage guidelines

CAMPAIGN TOOLKIT USAGE GUIDELINES

PUBLIC AWARENESS TOOLKIT TO PREVENT AND REDUCE MARINE LITTER

% 4,
Commission for Environmental Cooperation J

cec.org
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GUESTIONS??

Nicklas Roenning, Managing Partner, May 2021
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