


Presenter Notes
Presentation Notes
Breaking news on the mystery salmon killer! CSI!






2022 Review2021 Review

Presenter Notes
Presentation Notes
Two rounds of BMP research with lit review, interviews, surveys to focus on public information campaign.

2018 the Don't Drip and Drive award winning program was considered for a statewide program by the legislature and convened a work group. Didn’t happen. 

Thank you to Tanya Williams on keeping an eye out for research on the impact of green driving tactics!



Long term goal 

Reduce 6PPD-q from polluting our waterways 
by keeping vehicle tires inflated properly

Presenter Notes
Presentation Notes
We took a winger – before research was out that connected tire inflation to reduced tire particles and concentration in stormwater or environment. We hoped to run the project and learn how to effectively communicate a complicated compound like 6PPD to general audiences and learn about audiences speaking languages besides English. 



Presenter Notes
Presentation Notes

But first – a commercial for smart communications!
Science communications is influenced by knowledge bias and the lure of rationality The lure of rationality: Why does the deficit model persist in science communication? - Molly J. Simis, Haley Madden, Michael A. Cacciatore, Sara K. Yeo, 2016 (sagepub.com) which costs us:

Assuming our audiences are like us and share our values, awareness, knowledge and actions
Overlooking, discounting or skewing data without considering audiences of color, lower income or education, etc.
Investing solely in white, mainstream audiences for environmental action – hence the slow recognition of communities of color and their levels of action 
Undisciplined communication and engagement projects – would you run a science or engineering project without doing research?
Leads agencies to consider community participation and engagement of lower professional ‘value’ without awareness of the intense technical changes in outreach, much less addressing political influences
And miss opportunities to build trust, credibility, counter mis/dis information 






Audience research 

WHAT
Audience insights of messages, benefits and visual appeal for the tire 
pressure campaign.

Verbal and visual cues that move audiences to desired actions. 

WHO 
Spanish – Vietnamese – Korean – English with 80 participants from 
counties around Puget Sound. 
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Presentation Notes
Burshek Research 
1)Once a respondent created their ideal message and benefit –whatever it was -the human visual was the clear winner (61%) to best represent their selected verbiage.
2)Given the subject matter, the importance of the depicted human representing the respondent’s gender or ethnicity was a non-issue.
3)Over one-third started their message build with the statement: “Check tire pressure monthly and inflate if needed.”  Implementing replacements which respondent’s then made, resulted in the optimal message shown here: “Check tire pressure monthly and add air as soon as possible.”
4)Two classes of benefits, Safety and Savings to You, greatly outpaced selection of Tire Benefits or Environmental Impact.
5)Within these two benefit cohorts, improving driving safety and saving money were clear winners.




Audience research results  

APPEAL
61% liked seeing a human 
The gender or ethnicity was not an issue

Over 1/3 preferred “Check tire pressure monthly and add air as soon 
as possible.”

BENEFITS 
Safety and Savings to You, greatly outpaced Tire Benefits or 
Environmental Impact.
And improving driving safety and saving money were clear winners
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Burshek Research 
3)Over one-third started their message build with the statement: “Check tire pressure monthly and inflate if needed.”  Implementing replacements which respondent’s then made, resulted in the optimal message shown here: “Check tire pressure monthly and add air as soon as possible.”
4)Two classes of benefits, Safety and Savings to You, greatly outpaced selection of Tire Benefits or Environmental Impact.
5)Within these two benefit cohorts, improving driving safety and saving moneywere clear winners.






RESPONSES TO ACTION CHOICES

Improve driving safety 32%
Prevent tire blowout 19%
Prevent driving hazards 16%
Improve handling 10%
Improve ride 3% 

Save $$ 29%
Improve fuel economy 19%
Save gas 13%
Improve handling
Improve mileage 6%



RESPONSES TO ACTION CHOICES

Extend life of tires 13%
Prolong life of tires 6%
Slow wear and tear 6%
Improve life of tires 3%
Optimize tire performance 0% 

Prevent tires from going to landfill 
too soon 10%
Save the environment 7%
Reduce tire waste in waterbodies 
3%
Protect salmon 3%
For the health of the environment, 
Reduce pollution in waterways,
Protect the environment,
Save salmon 0%









Campaign objectives

Create awareness to encourage people to learn more about proper tire 
pressure and key benefits:

Drive safer
Save money
Save Coho salmon

Primary Call to Action: Check tire pressure monthly & add air as soon 
as possible. When tire pressure is low, people:

Fill tires immediately (at least half)
Within a few days (one-third)

Presenter Notes
Presentation Notes
We took a winger – before research was out that connected tire inflation to reduced tire particles and concentration in stormwater or environment



Key Audiences 

Primary
“Help me” & “Show me” segments somewhat likely to very likely to 
check tire pressure in future = 58%
Adults 25+  -  vehicle owners  -  lean females (digital is all genders)
English & Spanish (King County provided additional Vietnamese & 
Korean)

Secondary
Sensitive audience segments  -  Low income  -  Limited English
BIPOC  -  identified ethnicity
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Presentation Notes
We took a winger – before research was out that connected tire inflation to reduced tire particles and concentration in stormwater or environment
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Awareness & Prospecting: all media worked together to efficiently reach the greatest qualified populations within the Puget Sound region
Consideration: digital and social media drove website traffic to DontWaitToInflate.org campaign landing page for easy click-to-learn information
Conversions: as first party data metrics built, we drove higher qualified users to take a conversion action

Campaign KPIs: website traffic, sessions/page views
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Presentation Notes
Home page shows key messages, DIY show and tell, map of air filling locations, more on 6PPD



Paid 
investment 
ends



Website action

Traffic & engagement is up across DontWaitToInflate.org

Paid digital and social media drive most traffic



Organic social media action



Blog stats

Almost all traffic from the website

Page Views 1,654
April 21,2023 Best Day - with 12% 
of all visits for the year. 
Popular Countries United States, 
China & Ireland
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Future:
STORM contributions and participation will pay for next round.
More, better, earlier ethnic media engagement esp Korean and Vietnamese – not enough time to bring in ethnic media beyond ad buys. Next round: sponsor reporters to learn about the campaign.
Behavior change takes time – individual change takes an avg. of 18 months, norm change in the greater culture takes about 10 years.
In-person sharing is powerful, with people sharing 3-5 other people 
Car care is multi-entry gateway with interests like green driving, tires, leaks, etc. 



Thank you!
Mary.Rabourn@kingcounty.gov

Don’t Wait to Inflate 
communications plan and great 
team members: 
www.pugetsoundstormgroup.org.docx 
(live.com)

Don'tWaittoInflate.org  
(pugetsoundstartshere.org)

STORM | Public Library 
(pugetsoundstormgroup.org)
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Presentation Notes
Thanks Mom!
Knee socks never go out of style….

mailto:Mary.Rabourn@kingcounty.gov
https://view.officeapps.live.com/op/view.aspx?src=https%3A%2F%2Fwww.pugetsoundstormgroup.org%2FeDownload.aspx%3Fno%3D836%26DocID%3DsvA7TOz%252fi0M%253d%26Disp%3Dinline&wdOrigin=BROWSELINK
https://view.officeapps.live.com/op/view.aspx?src=https%3A%2F%2Fwww.pugetsoundstormgroup.org%2FeDownload.aspx%3Fno%3D836%26DocID%3DsvA7TOz%252fi0M%253d%26Disp%3Dinline&wdOrigin=BROWSELINK
https://www.pugetsoundstartshere.org/DontwaittoInflate/default.html
https://www.pugetsoundstartshere.org/DontwaittoInflate/default.html
https://www.pugetsoundstormgroup.org/
https://www.pugetsoundstormgroup.org/
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