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• NOAA Office of 
National Marine 
Sanctuaries 
 

• State of California 
Natural Resources 
Agency 

Presenter
Presentation Notes
In his 2004 Ocean Action Plan, Governor Schwarzenegger called for the “development of an ocean and coastal stewardship media campaign in partnership with government, academia, industry and non-governmental organizations.”NOAA Office of National Marine Sanctuaries has four sanctuaries in California, and the US Ocean Action Plan called out a need for public awareness of ocean issues.



• Limited budgets and staffing 
 

• Culture of “noise”: numerous messages 
competing every day 
 

• Many diverse ocean messages  

Challenges 

Presenter
Presentation Notes
Challenges included restricted budgets and a media culture of competing messages.



• Work with those who already 
communicate ocean messages 
 

• Strength in numbers and common voice 

Solution 

Presenter
Presentation Notes
Solution was to go to those people who already were communicating to large audiences with ocean messages. Targeted marketers and communicators, not administrator. Needed to reach those who write the press releases, design the messages.



• Workshops 
 

• Ocean 
Communicators 
Alliance 

Common Ocean Messages 

Presenter
Presentation Notes
Held a workshop to bring together communicators to agree on common ocean messages. Even though everyone has their own cause and message, we can agree on basic truths about the ocean.First workshop was so successful that the participants formed OCA on the spot, and wanted to continue the alliance.The campaign is supported by a network of representatives from ocean-related interests, the California Ocean Communicators Alliance (OCA), a group of more than 300+ professionals in ocean-related organizations, agencies and businesses who, in the course of their work, reach millions of Californians with ocean messages. Members collaborate on common ocean messages and promote the Thank You Ocean campaign.



• “Sustain the ocean, sustain life” 
 

• “Humans and the ocean are inextricably 
connected” 

Common Ocean Messages 

Presenter
Presentation Notes
Common ocean messages that the initial group defined are: sustain the ocean, sustain life AND humans and the ocean are inextricably connected.



• The Hive 
Advertising 
 

• NOT like  
   Mad Men 

Hire A Professional 

Presenter
Presentation Notes
Next step: how do we create a campaign that will serve everyone? Hire a professional.Found The Hive Advertising in San Francisco. Agreed to present to OCA workshop in SF.NOT like you see on TV. Takes a lot of research and study of messaging and motivation.



• Ocean Communicators Alliance Workshops 
• 2006 PPIC Statewide Survey “Special Survey on Californians and the 

Environment” (Public Policy Institute of California.) 
• 1999 The Ocean Project 
• Kollman & Agyeman (2002) “Why do people act environmentally and what are 

the barriers to pro-environmental behavior?” 
• The Ad Council Milward Brown Study 
• (2004) Global Consumer Values Study 
• (1986) Model of Environmental Behavior 
• Interviews: PPIC, SeaWeb, Coastal Conservancy, others 

RESEARCH 

Presenter
Presentation Notes
Some of the research we provided to The Hive so they could begin work on the campaign.



• Interest in 
ocean 

 
• Lack 

knowledge to 
address 
issues 
 

• Wonder how 
to participate 

Presenter
Presentation Notes
The February 2006 analysis conducted by the Public Policy Institute of California (PPIC) found that the California public is substantially interested in ocean and coastal protection, but lacks knowledge about ongoing efforts to address these issues and how they can participate in ocean conservation.



• 9 out of 10 
feel quality of 
beach is 
important 

 
• 8 out of 10 

interested in 
learning 
more 

Presenter
Presentation Notes
Nine out of ten Californians feel the quality of the beach and ocean is personally important to them. Eight in ten Californians say they are interested in learning more about the ocean and marine life (PPIC 2006).



Knowledge doesn’t 
necessarily translate  
Into behavior 
 
 

Presenter
Presentation Notes
The mission of the campaign is to educate the public about the importance of sustaining ocean life and inspire Californians to practice ocean stewardship to combat unprecedented threats facing the planet.  Key ocean messages for California – sustain the ocean, sustain life. Humans and the ocean are inextricably connected.In working with the CA OCA and The Hive Advertising company, the Thank You Ocean campaign was born. It launched at the California and the World Ocean conference in Long Beach, CA in 2006



What are the barriers to action? 

Barriers to Action 
E

m
ot

io
na
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“It’s not tangible: I can’t see it” 

“Change is slow: we can fix it later” 

“It’s too complicated to deal with” 

“It doesn’t affect my family directly” 
“I’m depressed: I can’t do anything” 
“I’m frustrated: It’s not my problem” 

= Provide sense 
 of control 

Make it tangible 

Make it 
personal Pro-Environment 

Consciousness 

Pro-Environment 
Behavior 

Aw
ar

en
es

s 
Solutions Outcome 

“I know there’s a    
 problem, but…” 

Presenter
Presentation Notes
We had to analyze what barriers exist that prevent positive action.



 
 

It requires changing attitudes 

Protecting the  
Ocean hurts  
the economy 

Protecting the  
Ocean helps  
the economy 

A vague connection 
to the ocean A strong, personal 

connection to the ocean 

The ocean is important 
to human survival 

The ocean is critical 
to human survival 

One person can’t 
make a difference 

Everyone can make 
a difference 

Presenter
Presentation Notes
Attitudes need to be changed.



• The TRUTH: The Ocean Touches 
Everyone 
 

• Three options: humor, fear, gratitude 
–Talking fish 
–Fouled water from faucets, rain 
–Thank You Ocean 

Campaign Theme 

Presenter
Presentation Notes
We had three options for the campaign. One featured a comedic take on the message, with a mounted talking fish. Another was graphically negative, using fear to show what could happen if waters are fouled. The third was based on gratitude, showing people from all walks thanking the ocean.



• The TRUTH: The Ocean Touches 
Everyone 
 

• Gratitude connects 
 

• Gratitude connects us with the ocean 
and with each other 

Campaign Theme 



The CHOICE: 
 

Thank You Ocean 

Campaign Theme 

Presenter
Presentation Notes
The choice was TYO



The ocean takes care of us.  
Let’s return the favor. 

Presenter
Presentation Notes
Our tag line is: The ocean takes care of us, let’s return the favor.



NOAA Office of National Marine Sanctuaries 
California Natural Resources Agency 

National Marine Sanctuary Foundation 
300+ Ocean Communicators Alliance Members 

Crack Team of Sea Grant Fellows 
11,750+ Facebook Fans 
5700+ Twitter Followers 

 
 

Who’s Involved Every Day? 

Presenter
Presentation Notes
Every day, many people are keeping the campaign alive and thriving.



Campaign elements: 
PSA 
Ads 

Web site 
Thank You Ocean Report podcasts 

Facebook, Twitter 

Engage/ Evolve 

Presenter
Presentation Notes
Engagement includes PSAs, Ads, the web site, Thank You Ocean Report podcasts, Facebook, Twitter, and Ocean Communicators Alliance interaction.



Presenter
Presentation Notes
The campaign has produced a public service announcement (PSA) developed by renowned cinematographer Bob Talbot, a bilingual Web site (www.thankyouocean.org and www.thankyouocean.org/espanol), a bi-weekly podcast series, and several print and outdoor advertisements. In February 2008, Thank You Ocean earned the Coastal America Partnership Award from the White House. In 2009, actor Edward James Olmos agreed to be the spokesperson for the campaign and is featured in English and Spanish TV and radio PSAs.



Magazine and 
Newspaper Print 

Presenter
Presentation Notes
Traditional campaign elements – many of these mechanisms are cost-prohibitive.  Print publications will reduce their rate for for non-profits and PSA campaigns, but it is not free, and there is no longer a Federal requirement to air PSAs on TV and radio.



Spreading the word 
through signage 
and posters 



Billboards and 
Bus Shelters 

Presenter
Presentation Notes
Results to Date ••  Millions of CA reached with outdoor ad messages ••   Millions exposed to televised PSA ••   Thousands of visits to Web site ••   Spanish translations of PSA and ads ••   Governor declared June 8 “Thank You Ocean” Day ••   Campaign won “Coastal America” Award ••   English and Spanish Language TV and Radio PSAs



Twice-monthly podcasts 
on current issues 

Presenter
Presentation Notes
We need to reach people where they live and make their daily decisions. Traditional public awareness is evolving to going viral through Internet posts. Thank You Ocean Report podcasts are a popular element of the campaign, addressing timely topics using a variety of source interviews including OCA members. These podcasts are now morphing into videocasts, for example, there was a film crew at the BLUE Ocean Film Festival filming interviews with ocean celebrities and advocates.



Presenter
Presentation Notes
Social networking has been incorporated into the campaign, including Twitter and Facebook.  In the ever-changing world of communication, reaching the public and affecting change is a challenge. As a state-federal initiative, funding for a large public awareness campaign is limited, especially under current fiscal conditions. The Thank You Ocean campaign strives to find creative ways of funding outreach efforts by utilizing new tools and creating innovative partnerships.Facebook: 850 members—Twitter: 1600 followers





Presenter
Presentation Notes
OCA News Splash! used by Ocean Communicators to share information and promote cooperation.



OCA Workshops 

Presenter
Presentation Notes
Ocean Communicators Alliance workshops bring communicators together to work on ocean issues, such as MPAs



Edward James 
Olmos 
 
Marine debris 
campaign 

Presenter
Presentation Notes
Private funder for special summer 2010 campaign in San Diego featuring the new English and Spanish language radio and TV PSAs. Repeated in Santa Barbara in 2011. Summer 2012 was a cooperative campaign with America’s Cup Healthy Oceans Campaign and Blue Ocean Film Festival. Focused on online and Facebook advertising intended to increase web visits and Facebook “likes.”



Twice-monthly 
podcast 

on current issues 



Presenter
Presentation Notes
Thank You Ocean’s Edward James Olmos PSA Don’t trash the beach won BLUE Ocean FF award for best PSA



No institutional ID 
 

Belongs to everyone 

Thank You Ocean  

Presenter
Presentation Notes
The campaign belongs to---and can be used by---everyone. No agency branding.



 
 
 
 
 

http://thankyouocean.org 



 
 
 
 
 

http://thankyouocean.org 

Thank You Ocean! 
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