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Presentation Outline

* Identifying Target Audience(s)
* Developing Partnerships and Programs

* Learning from Challenges & Successes
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Identifying Target Audience(s)

Los Angeles County 1997 Resident Segmentation
Study (follow-up study completed in 2001)

California Integrated Waste Management Board’s
2001 Used Oil Survey

MANAGEMENT
BOARD
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Target Audience

1.

Young Males

English-speaking

Hispanic and African American

20-30 years of age

DIYers because they take interest in their cars
Concerned about image

Resistant to listening to authority figures
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Target Audience

2.

Older Hispanic Immigrants

Spanish-speaking

40-50 years of age

Have families

DIYers due to economic situation
Concerned about children

Unaware/uninformed of the proper disposal of used oil
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Approach

» Create message and style for each audience
» Message would touch on their motivators

 Provide a “hook” to draw audience interest
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YOUR

Pt

0ON'T LET "€M TRASH IT.

RECYCLE YOUR USED OIL and FILTERS.
For the nearest location call 1(888) CLEAN LA or visit www.LAStreetTrash.com

Funded by a grant from the California Integrated Waste Management Board .
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Your Street-- Don’t Let Em’ Trash It!

»  Message played to a sense of neighborhood pride and
ownership

» Developed as a peer-to-peer message regarding respect of
their neighborhood

» English as a primary language
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In These Streets, Our Children Play. Take Care of Them!
Don’t Stain Your Street with Oil

*  Message focused more on families and children

»  Focused on maintaining pollution-free street/ neighborhoods,
making it a safer place for children

o  Spanish as the primary language

'a



=
\h|

Partnerships &
Programs
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Partnerships & Programs

Car Clubs

» Partnered with 13 local car clubs
throughout the Los Angeles area

* Reached 76,000 car enthusiasts at
car club meetings and car shows

' » Provided campaign credibility with
audiences; helped build an image




Partnerships & Programs

High School Outreach

o Auto Shop Classes: Utilized peer age presenters
with “fixed-up” (i.e. racing, classic) cars to
deliver message to high school students
enrolled in auto shop classes




Former Race Driver
Stresses Importance
yeling Oil

Racing Mechanic Speaks fo Students
About the Need to Recycle Used Oll:
Seniors Are Highly Interested.

High School Outreach

Journalism Courses:




Partnerships & Programs

High School Outreach

» High School Newspaper Advertising:
Advertisements were purchased in local high
school newspapers to supplement the auto shop
classes.




Partnerships & Programs

Point-of-Purchase Campaign

» Bilingual (English/Spanish) floor
graphics, counter cards, and posters

ACCEPTED
* Placed in auto parts stores citywide
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Partnerships & Programs

Swap Meets

o Set up booths to distribute

educational materials
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Partnerships & Programs

Swap Meets

Information distribution through
“roaming” survey takers




Partnerships & Programs
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Mass Media Advertising
* Radio Traffic Sponsorships
» Billboards
» Ads in Auto Related Publications

» Overarching Element that Reaches
Both Audiences
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Challenges &
Successes
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Challenge

www.LAstreettrash.org

* Low number of ‘hits’

* Re-evaluate whether the

YOUR Internet is the appropriate

‘ '}g f ﬂ information venue for DIYers
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Former Race Driver
Stresses lmportance

T?or:irng Mechanic
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Challenge

High School Outreach

» Journalism classes: Accuracy,
Consistency of Information

 Limited Control of Content
* Mixed Reception from Students

* Refining Program for Trade
Techs, Community Colleges



Success

Local Car Clubs

* Members became our advocates
while showcasing their cars

~ * Provided the campaign with
credibility




Success

Event Surveys

* Short, 3-Questions
 Opportunity to Engage DIYer
* Feedback Loop

* Event Evaluation Tool

T T .

“Do you change your own oil?...
“If yes, what do you do with it?...
“Your Zip Code?...
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Success

— 7~ YOUR _
___*"" y ?-. .,_15 Event Specific Flyers

BOTTLET €01 TSR It~  Bilingual English/Spanish

T - Used Oil Tips Provided

18 ERTAT CRCLES JUEZAN

HUESTROS HIJOS, » Certified Collection Centers
nearest the event listed

o Listings (phone numbers,
addresses) of Centers Nearest
to that Particular Neighborhood
Updated with Every Event
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