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Meeting: Metro Council Work Session  
Date: Tuesday, April 16, 2013 
Time: 2 p.m. 
Place: Council Chamber 
 

 
CALL TO ORDER AND ROLL CALL 

    
2 PM 1.  ADMINISTRATIVE/ CHIEF OPERATING OFFICER 

COMMUNICATION 
 

    
2:15 PM 2. COLLECTIVE MARKETING STRATEGY UPDATE – 

INFORMATION/ DISCUSSION  
 

Jim Middaugh 
Pam Peck  

    
3:15 PM 3. COUNCIL BRIEFINGS/COMMUNICATION  

 
 

 

    
ADJOURN 

 
Metro’s nondiscrimination notice  
Metro respects civil rights. Metro fully complies with Title VI of the Civil Rights Act of 1964 that bans discrimination on 
the basis of race, color or national origin. For more information on Metro’s civil rights program, or to obtain a Title VI 
complaint form, visit www.oregonmetro.gov/civilrights or call 503-797-1536.  
 
Metro provides services or accommodations upon request to persons with disabilities and people who need an 
interpreter at public meetings. All Metro meetings are wheelchair accessible. If you need a sign language interpreter, 
communication aid or language assistance, call 503-797-1536 or TDD/TTY 503-797-1804 (8 a.m. to 5 p.m. weekdays) 7 
business days in advance of the meeting to accommodate your request. For up-to-date public transportation information, 
visit TriMet’s website at www.trimet.org. 

http://www.oregonmetro.gov/civilrights�
http://www.trimet.org/�
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METRO COUNCIL 
 

Work Session Worksheet 

 
 
 
 
 
 
 
 
 
 
 
WORK SESSION PURPOSE & DESIRED OUTCOMES  

• Purpose: Brief Council members about a coordinated marketing strategy for Metro’s travel 
options, recycling and waste reduction programs and services, and provide a snapshot of 
current and upcoming outreach and education initiatives. 

• Outcome: Council members are aware of strategy to market Metro programs and services 
and have information about current and upcoming outreach and education initiatives. 

 
TOPIC BACKGROUND & FRAMING THE WORK SESSION DISCUSSION  

Metro manages many effective and innovative programs and services that encourage residents and 
businesses to adopt sustainable behaviors, such as walking, biking, recycling and reducing the 
amount of waste they generate. The programs, which include Regional Travel Options, Natural 
Gardening, Recycling and Waste Prevention, Toxics Reduction, and MetroPaint, advance regional 
goals related to clean air and water and reduction of CO2 emissions, and have traditionally 
developed individual marketing strategies aimed at achieving program-specific outcomes. 
 
In 2011 Communications began working with the programs to identify opportunities for 
efficiencies and greater effectiveness. We found that the programs shared common goals and 
audiences, wanted to reach more diverse audiences and were looking for ways to move people and 
businesses “upstream” to adopt more sustainable behaviors and support policy changes. Based on 
this assessment, Metro began working with Enviromedia Social Marketing to develop a collective 
marketing strategy.  
 
DHM was hired to conduct an awareness and public perception survey in September 2012. The 
objectives of the survey were to: 

• Measure baseline awareness of Metro and of key programs and services  
• Better understand public perceptions of sustainability and sustainability leadership 
• Better define, understand, quantify and prioritize audience segments 
• Gain insights to inform the marketing plan. 

 
The collective marketing strategy was completed in January 2013 and identifies shared goals, 
marketing objectives, common audiences and tactical recommendations.  
 
Goals 

• Shift behaviors around consumption, waste and travel 
• Move people “upstream” toward more sustainable lifestyles 
• Make home and work, safer, healthier environments 
• Reduce CO2 emissions that contribute to climate change 
• Improve regional air and water quality 
• Increase program audiences awareness of and engagement in Metro policy discussions 

PRESENTATION DATE:  April 16, 2013           TIME:  2:15 p.m.               LENGTH:  60 min                
 
PRESENTATION TITLE:  Collective marketing strategy update                
 
DEPARTMENT:  Communications                
 
PRESENTER(S):  Jim Middaugh, 503-797-1505, jim.middaugh@oregonmetro.gov, and 

   Pam Peck, 503-797-1866, pam.peck@oregonmetro.gov 
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• Reinforce Metro’s mission, 2040 vision, goals and regional values 
 
Umbrella strategy -- Help people and businesses think ahead so they can make more sustainable 
choices. 
 
Marketing objectives 

• Increase general awareness of Metro programs and services 
• Increase relationships with and engagement of key audiences, including engagement in 

Metro policy discussions 
• Increase inquiries to Metro’s Recycling Information Center 
• Position the “Tools for Living” section of the new Metro website as the go to source of 

information related to travel options, toxics reduction, waste reduction and recycling 
• Increase effectiveness of and better leverage partnerships 
• Ultimately build trust and position Metro as a knowledgeable, creditable and approachable 

resource 
 
Strategic and tactical recommendations 

• Raise awareness of Metro’s suite of how-to advice and “tools for living” by establishing a 
more unified and consistent look and feel across program marketing materials and 
advertising. 

• Use a consistent “Ask Metro” call to action, driving to the Recycling Information Center 
and/or website. 

• Implement an ongoing direct marketing initiative to target residents in transition (e.g. new 
resident, new homeowner or renter, new parents, new pet owner). 

• Evaluate existing partnerships and make recommendations for creating consistency and 
alignment. 

• Conduct a series of “upstream insights” focus groups with suburban audiences. 
• Develop “Tools for Living” and “Tools for businesses” sections of the new Metro website to 

provide accessible, actionable how-to information that supports adoption of sustainable 
behaviors. 

• Develop a series of collaborative pilot campaigns to market Metro’s “tools for living” 
resources and services, tentatively fall 2013 and spring 2014. 

 
Implementation of the strategic recommendations is in process. In addition, Communications has 
been working with the programs to develop and implement measureable program specific 
marketing strategies. At the work session, staff will provide an overview of current program 
specific initiatives, including: 

• The Recycle More. Recycle Less. pilot program, aimed at increasing waste reduction and 
recycling behaviors. 

• A Spanish-language waste reduction and recycling campaign. 
• The Regional Travel Options program May Bike Month promotion aimed at supporting and 

increasing bicycling. 
• Updated Natural Gardening outreach and education materials. 
• An upcoming effort to increase sales of MetroPaint through Miller Paint. 

 
QUESTIONS FOR COUNCIL CONSIDERATION  

• Does the council have feedback about the collective marketing approach and ideas for 
aligning these efforts with Metro policy work? 

 
PACKET MATERIALS  

• Would legislation be required for Council action   Yes     X No 
• If yes, is draft legislation attached?  Yes      No 
• What other materials are you presenting today? Public awareness survey report 
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Materials following this page were distributed at the meeting. 







Coordinated marketing 
strategy 
 
Communications update 
 
Metro Council Work Session 
April 16, 2013 
 



Today’s presentation 

• Background – problem we 
set out to solve 

• Research 
• Strategic approach 
• Current and upcoming  

initiatives 
 



Why a coordinated approach? 
• Maximize resources 
• Measure results with a 

common framework 
• Increase effectiveness of 

sustainability messages and 
outreach efforts 

• Connect program audiences 
to Metro’s policy work 

• Build public trust 
 







Purpose and design 
• Measure baseline awareness for 

Metro and specific programs 

• Better understand perceptions of 
sustainability leadership 

• Better define, understand and 
prioritize audience segments 

• Telephone survey, 300 adults 18+ in 
Portland Metro area, quotas set for 
age, gender and county 

• Margin of error = +/- 3.4% to +/- 
5.7% 



Key findings 
• Awareness of Metro is strong, 

but new and younger residents 
are less familiar with Metro 

• Over half of the area’s 
population find information 
from Metro to be trustworthy 

• Metro came to mind more than 
any other organization when 
asked about sustainability 

• Don’t lead with sustainability, 
it’s still an emerging concept 

 



Key findings 
• Past efforts successful, residents 

associate Metro with recycling, 
garbage disposal or waste 
management 

• Majority of younger residents   
18-34 (88%) prefer online 
information 

• Metro’s Recycling Hotline is 
most relevant to residents 35+  

 



Key findings 
• Key programs have room for 

growth in awareness and 
participation 

• 36% use organic or less toxic 
products on their lawn or garden 

• 39% of residents are aware of 
MetroPaint, nearly 1 in 5 of those 
aware have purchased it 

• 19% of adults 18-34 say they 
don’t know how they would 
dispose of chemical products 

 

 

 



Strategic approach 



Multiple programs with shared goals 
 • Improve regional air and water 

quality, and reduce CO2 emissions 

• Make home and work, safer, 
healthier environments 

• Shift behaviors around 
consumption, waste and travel 

• Increase awareness of and 
engagement in Metro programs 
and policy discussions 

• Reinforce Metro’s mission, 2040 
vision, goals and regional values 

 
 



Umbrella strategy 
 We will help people THINK AHEAD, 
before they . . . 

plan a trip  

go to the grocery store 

purchase something new 

discard something old 

start work on their yard or garden 

make home improvements 

 



Business objectives 
• Increase awareness of Metro 

programs and services 

• Increase audience engagement 

• Increase inquiries to Metro’s 
Recycling Information Center 

• Position the Metro website as 
the go to source for “how-to” 
information about travel 
options, toxics reduction, waste 
reduction and recycling 

 



Business objectives 

• Increase effectiveness of and 
better leverage partnerships 

• Ultimately build trust and 
position Metro as a 
knowledgeable, creditable and 
approachable resource 

 



Audiences 



Change is a process 



Cyclist behavior continuum 
 

Prepared by EnviroMedia Social Marketing 



Common audiences 

• Greenbelt urbanites 

• Suburban families 

• Transitional audiences  

• Under-served populations 

• Jurisdictions and nonprofit 
partners 

• Businesses and employers 

 
 



Next steps 



Next steps 
• Raise awareness of Metro’s 

suite of how-to advice and 
“tools for living” 

• Establish a unified look and feel 
across program marketing 
materials 

• Use “Ask Metro” as a consistent 
call to action 

• Evaluate partnerships and make 
recommendations for 
consistency and alignment 



Next steps 
• Conduct “upstream insights” 

research 

• Provide accessible “how-to” 
information on Metro’s new 
website 

• Develop collaborative pilot 
campaigns to market Metro’s 
resources and services 

• Implement an ongoing direct 
marketing initiative to target 
residents in transition  

 
 



Recycle More. Recycle Less. 
• Encourages recycling and waste 

reduction behaviors related to 
plastic bags, batteries and laptops 

• Pilot campaign in SE Portland and 
Gresham 

• “Ask Metro” call to action 

• Advertising/outreach mix: 
billboards, door hangers, online 
and mobile ads and partnerships 
with local businesses 



Recycle More. Recycle Less. 

Door hangers 

Billboard 

Coupon 



Spanish-language outreach 
• Winter outreach focus was recycling and waste 

reduction behaviors 

• Spring outreach will encourage use of non-toxic 
cleaners and proper disposal of household 
hazardous waste 

• Advertising/outreach mix: billboards, bus 
benches, radio and community events 

 



National Bike Month 
• Developed to support 

Regional Travel Options 
partners promotions and 
activities 

• Encourages cycling, focus 
is support audience 

• Provides tool for wet 
weather cycling 

• Advertising/outreach mix: 
OPB radio reads, online 
ads, events and social 
media 



Natural Gardening 
• Updated outreach materials 

to support partnership with 
OSU Master Gardeners 

• Encourages non-toxic lawn 
and garden care 

• Materials will be used at 
community events and on 
the web 



MetroPaint 

• Focus is Miller Paint partnership 

• Goal is to increase sales through 
Miller Paint  

• Tactics include training for Miller 
employees, enhanced in-store 
presence, new swatch cards and 
updated materials 

 



Conclusion 
• Strategic approach meets 

program business objectives 
while advancing agency goals 

• Measurement is key, we’ll 
continue to refine our plan as 
track engagement and other 
outcomes 

 



Questions? 
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