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Outline
• Social Marketing Principles
• Fertilizer Campaign/Ordinance
• Aquifer Awareness Campaign
• #NoFilter Campaign Teaser
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Alachua County Water Resources 
Education Goals

Shift our landscaping 
paradigm to less 
intensive landscapes 
to reduce water use 
and improve water 
quality and habitat

Reduce stormwater 
pollution (pet waste, 
grass clippings, 
fertilizers, illicit 
discharges)

Create lasting 
behavior changes to 
protect our water



Alachua County Social Marketing Campaigns



What is Social Marketing?
Research-based marketing campaign developed 
to change behaviors to benefit the greater social 
or environmental good. 









Can your “best idea” compete in the noisy marketplace?Can your “best idea” compete in the noisy marketplace?



RESEARCH-BASED, BEHAVIOR-FOCUSED
CAMPAIGN DESIGN:“Social Marketing”



Can I afford it?

Can you afford to 
miss your audience?

What’s your current impact?
Measured by # of brochures 
distributed?

Put the money and effort in 
up front yields bigger return 

on investment.

Are you producing new 
“best ideas” every 

year? Costly!

Many social marketing campaigns 
are used year after year because 
they work!

Campaigns that work and have 
measurable results.



Grass Clippings Social Marketing Campaign 2012
• Assumptions-based/best idea approach:

• Educate – If you tell them the problem, they’ll change. Right?
• Environmental Plea/Future Generations/Street Safety (bikers)

• Research-based/social marketing approach (focus groups):
• Benefit - #1 motivator = To be seen as professional
• Least likely to encourage = Environment
• Barrier: County - They’re not doing it, so why should I?

• Research-based strategy:
• “Join Us Professionals” (position landscape professionals as the spokesperson) 
• “A Professional Would Never Leave This Mess” (social norming)
• Made government employees a target audience and a main distribution 

channel (“Place” in the 4P’s)



Did it Work? Evaluation Landscapers? 

• Blow clippings into the yard –
79% “Always” Increase!

• Blow clippings in the middle 
of the road – 33% “Never” 
Increase!

• Prestest 71% “never”
• Posttest 95% “never“

• Blow clippings toward a 
storm drain – 48% “Never” 
Increase!

• Pretest 64% “never”
• Posttest 95% “never”
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Steps of Social Marketing
1. Segment Target Audience(s)
2. Select a Behavior (Impact/Probability)

3. Use Research to  Identify Barriers and Benefits 
4. Develop a Strategy Using Tools of Behavior Change 

(Incentives, Prompts, Commitments, Norms)

5. Pretest Your Items
6. Pilot the Strategy
7. Evaluate the Strategy
8. Broadly Implement or Refine
9. Evaluate 
10. Repeat 8 and 9…



Steps of Social Marketing
1. Segment Target Audience(s)

• There is no “general public”
• 55% said they don’t use fertilizer – so why 

spend money on them?

• Use Fertilizer 
• Residents who hire a Landscape 

company to apply
• DIY Fertilizer Users

• Live in an HOA



Steps of Social Marketing
2. Select Specific Behavior (“Product” in the 4 P’s)

• Reduce Fertilizer Use? NO!
• Most people think they are environmentally friendly as it is. 

They may not see room for improvement. 

• Fertilizer Users
• Skip the Fertilizer this Year!

• Join the 55% that say they don’t use fertilizer.

• Live in an HOA
• Don’t Use Fertilizer in the Backyard



Steps of Social Marketing
3. Identify Barriers and Benefits (“Price”)

• Combine qualitative and quantitative data
• What would encourage you to reduce your fertilizer use?

• 69% Still Look Great
• 57% Harm the Environment
• 52% Harms the Springs
• 49% Harms My Pets
• 46% Harms My Children
• 37% Illegal/Banned
• 22% If Mixed Grass Lawns Were More Socially Acceptable
• 21% If I Didn’t Have an HOA

• Knowledge was a barrier
• Around half of fertilizer users thought residential fertilizer 

could cause algal blooms in nearby waterbodies (53%).



4. Develop Strategy Using Tools of Change
Steps of Social Marketing

Commitments

Norms

Communication

Prompts

Incentives



4. Develop Strategy Using Tools of Change
• Commitments (Pledge)

• Verbal is good, written is better!
• Include a prompt/reminder
• Include a follow-up!

• Norms
• Incentives 
• Prompts 
• Communication

Steps of Social Marketing



Steps of Social Marketing
4. Develop Strategy Using Tools of Change

• Commitments 

• Norms
• Position desired behavior as the norm, not the exception.
• Join the 55%!

• Incentives 
• Prompts 
• Communication



z
Steps of Social Marketing
4. Develop Strategy Using Tools of Change

• Commitments 
• Norms 
• Incentives (Highlight the benefits)

• Healthier springs
• Healthier groundwater (drinking water)
• Your yard can still look great!
• Future generations

• Prompts 
• Communication



z
4. Develop Strategy Using Tools of Change

• Commitments 
• Norms
• Incentives 
• Prompts (POS signage, T-shirts, Stickers)
• Communication

Steps of Social Marketing



z
Steps of Social Marketing

MyYardOurWater.org

4. Develop Strategy Using Tools of Change
• Commitments 
• Norms
• Incentives 
• Prompts 
• Communication

• Be specific
• Loose the shop talk!

• Flesch-Kincaid Readability Score (6th-7th)
• Where do they want to learn more?

• Social Media 55% 
• Website 44% 
• Direct Mail 27%
• TV 25%
• Newspaper 22%

Steps of Social Marketing

http://myyardourwater.org/


Fertilizer Campaign-
Social Media

“Over half of Alachua County residents 
(55%) say they don't use fertilizer at all. 
Thank you! For those that are still using 
fertilizer, would you pledge to skip the 
fertilizer at least in the backyard this 
year? Backyards are for belly laughs 

and rolling in the grass, not fertilizer. “



Fertilizer Campaign-
Social Media

“Fertilizer washes off our yards and 
can seep into our waterways and 
contribute to algae blooms which 
block sunlight and choke out aquatic 
plants and fish. Over half of Alachua 
County residents (55%) say they don't 
use fertilizer at all. Thank you!”  



Fertilizer Campaign-
Social Media“Even if you live 

miles away, 
fertilizer can wash 
off our yards into 
our waterways. In 
a recent survey of 
more than 1,000 
residents, over 
half said they 
don’t use fertilizer 
at all! Thank you!” 



“Okay, we know it doesn’t “really” work exactly 
like this, but fertilizer can push past grass roots 
and end up in the groundwater - our drinking 
water. And fertilizer can wash right off your 
yard as stormwater pollution into our lakes, 
river, creeks and springs. Especially if you 
fertilize before a rain! Just some of the reasons 
fertilizer is now banned from July through 
February in @AlachuaCounty”

“Okay, we know it doesn’t “really” work 
exactly like this, but fertilizer can push 
past grass roots and end up in the 
groundwater - our drinking water. And 
fertilizer can wash right off your yard as 
stormwater pollution into our lakes, river, 
creeks and springs. Especially if you 
fertilize before a rain! Just some of the 
reasons fertilizer is now banned from July 
through February in @AlachuaCounty”

Fertilizer Campaign-
Social Media







Gainesville 
Magazine & 
Gainesville 
Sun – 22 ads 
March - November





GRU Partnership Mailer - 70,000!



Steps of Social Marketing
1. Segment Target Audience(s)
2. Select a Behavior (Impact/Probability scales)
3. Use Research to  Identify Barriers and Benefits 
4. Develop a Strategy Using Tools of Behavior Change 

5. Pretest Your Items
• Eight Ads
• Slogans/Copy

• Memorable, Understandable, Motivate?
• 321 Respondents

6. Pilot the Strategy
7. Evaluate the Strategy
8. Broadly Implement/Refine
9. Evaluate



1. Segment Target Audience(s)
2. Select a Behavior (Impact/Probability scales)
3. Use Research to  Identify Barriers and Benefits 
4. Develop a Strategy Using Tools of Behavior Change 
5. Pretest Your Items

6. Pilot the Strategy
7. Evaluate the Strategy
8. Broadly Implement/Refine
9. Evaluate 

Steps of Social Marketing





1. Segment Target Audience(s)
2. Select a Behavior (Impact/Probability scales)
3. Use Research to  Identify Barriers and Benefits 
4. Develop a Strategy Using Tools of Behavior Change 
5. Pretest Your Items
6. Pilot the Strategy

7. Evaluate the Strategy
• Pretest 2018/2019 n= 1,118
• Posttest 2020/2021 n= 2,297

8. Broadly Implement/Refine
9. Evaluate 

Steps of Social Marketing





of respondents who use 
fertilizer said they 
decided to use less 

fertilizer as a result of 
seeing the campaign

40% 
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negatively impact the 

environment.

81% 

who did not see 
campaign agreed.

67% 



30%

42%
46%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Agree

Fertilizers from Residential Yards Cause 
Algae Blooms

Pretest

Posttest

Saw Campaign

increase between pre 
and post in agreement 
“Fertilizers from 
residential lawns”… 
cause algae blooms.

40% 



Back Yard:
• Pre 1.68
• Post .96

Mean yearly fertilizer application rates:

Front Yard:
• Pre 2.24
• Post 1.97



• Measurable Results
• Reported Behavior Change

• Reported Reduction in Fertilizer Applications

• Preliminary Load Reduction Results
• 29% reduction in annual nitrogen loading from 

~70,000 acres of medium and low density 
residential land uses



Aquifer Awareness
• Based on local survey data, less than 50% of 

residents correctly identify the aquifer as 
the source of their drinking water.

• Disconnect- “Use less water to save our springs” 

• One billboard near Archer Rd and SW 34th

Street for July 2019
• 4 million views

• Social media yielded 92,000 impressions and 7,000 views of an educational video
• $10,000 grant to re-run in 2020 with plans to expand to specific behaviors in 2022



Aquifer Awareness 2020

Description Budget Reach Impressions 
Social Media $500 22,179 65,907 
Billboard $3,335 NA 376,832 
Print Media $1,000 360,000  
Bus Ads $1,765 685,028  
TOTAL $6,600 1,067,207 442,739 
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Gainesville Sun 
6 ads





Aquifer Awareness Results

Respondents (n=291) who identified Aquifer Awareness 
ads:

• 63% chose “aquifer/groundwater” as the source of our 
drinking water compared to 54% in the general population

• 48% saw the ads on social media, 34% on TV,  and 24% 
billboards



#NoFilter Campaign

• Surveys indicate that many 
people think stormdrains lead 
to treatment facilities

• ~$25,000 to create and 
implement an education 
campaign

• Social media and buses
• 1,681,803 impressions



#NoFilter Campaign 
Results

70% of survey participants 

who saw #nofilter campaign 
say water that goes into a 
stormdrain goes into a nearby 
body of water compared to 

49% in the general sample.



Thank You!
• Funding for these projects includes:

• Gainesville Clean Water Partnership 
(Alachua County, City of Gainesville, 
FDOT)

• Alachua County
• Florida Department of 

Environmental Protection
• Fish & Wildlife Foundation of Florida
• US Environmental Protection Agency
• St. Johns and Suwannee River Water 

Management Districts



Questions?

Stacie Greco
Water Resources Program Manager
Alachua County Environmental Protection Dept.

Dorian Morgan
Director of Research & Social Marketing
Uppercase, Inc.
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