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ObjectivesObjectives

Long termLong term
•• Reduce pesticides in streamsReduce pesticides in streams

•• Reduce pesticide sales Reduce pesticide sales 

•• Reduce pesticides in hazardous waste streamReduce pesticides in hazardous waste stream

Short termShort term
•• Varied by projectVaried by project



Who uses pesticides?Who uses pesticides?

About half used pesticides in past yearAbout half used pesticides in past year

Most likely to use pesticides: male, Most likely to use pesticides: male, 
middlemiddle--aged, middle income aged, middle income 
suburban homeownersuburban homeowner

Used on lawn, flowerUsed on lawn, flower
beds, landscapebeds, landscape



What might motivate change?What might motivate change?

Protecting children’s health:Protecting children’s health:
most importantmost important

Protecting water quality : 10 points lessProtecting water quality : 10 points less

More important to women than menMore important to women than men



Early outreach effortsEarly outreach efforts

Radio and bus ads: safety, children’s healthRadio and bus ads: safety, children’s health



Natural Lawn Care ProgramNatural Lawn Care Program

Objectives:Objectives:
•• Reduce use of pesticides, especially  Reduce use of pesticides, especially  

weed & feedweed & feed

•• Reduce water useReduce water use

•• Reduce grass clippings picked up at curbReduce grass clippings picked up at curb

Audience: male homeowners, age 35Audience: male homeowners, age 35--5454



Lawn care focus group: Lawn care focus group: 
What matters? What matters? 

•• Pride and aestheticsPride and aesthetics——straight lines, straight lines, 
neat edgesneat edges

•• Pressure from neighbors Pressure from neighbors 

•• Marketing by pesticide companies Marketing by pesticide companies 

•• Possible effects on childrenPossible effects on children

•• “Convince me that I’m harming the “Convince me that I’m harming the 
environment”environment”



Landscaper advice:Landscaper advice:
Barriers to change in lawn careBarriers to change in lawn care

•• Tolerance of some Tolerance of some 
“weeds” in lawn“weeds” in lawn

•• Promotional power Promotional power 
of chemical of chemical 
industryindustry



Natural Lawn Care Program Natural Lawn Care Program 
strategiesstrategies

TV and radio ads (Mariners baseball)TV and radio ads (Mariners baseball)

Targeted brochuresTargeted brochures

Model neighborhoodModel neighborhood

Media relationsMedia relations

Bert the SalmonBert the Salmon



Who delivers the message?Who delivers the message?

News media News media 
•• More credibleMore credible

than adsthan ads

Bert the SalmonBert the Salmon
•• 32% have seen or 32% have seen or 

heard of Bertheard of Bert

•• 73% named an  73% named an  
environmental environmental 
message from Bertmessage from Bert



Pesticide postcardsPesticide postcards

ObjectivesObjectives
•• Increase concern about riskIncrease concern about risk

•• Provide simple actions  Provide simple actions  

Audience: female suburban homeownersAudience: female suburban homeowners

ResultsResults
•• Those who remembered postcards more likely Those who remembered postcards more likely 

to make positive behavior changes  to make positive behavior changes  



Pesticide postcardsPesticide postcards



Other pesticide educationOther pesticide education

Green Gardening ProgramGreen Gardening Program

Northwest Natural Yard DaysNorthwest Natural Yard Days

Natural Yard Care NeighborhoodsNatural Yard Care Neighborhoods



Have people changed behavior?Have people changed behavior?

Yes and noYes and no

Survey results don’t match sales dataSurvey results don’t match sales data



SoundStats survey resultsSoundStats survey results

19971997 20012001 20022002

Prefer environmentally Prefer environmentally 
friendly landscaperfriendly landscaper

9%9% 47%47% 50%50%

Don’t use weed & feedDon’t use weed & feed 47%47% 61%61% 58%58%

Don’t care about lawn Don’t care about lawn 
weedsweeds

23%23% 32%32% 28%28%



Home & garden store sales data, Home & garden store sales data, 
20002000--20022002

Increase in sales of:Increase in sales of:
•• Moss killers (>80% of pesticide sales)Moss killers (>80% of pesticide sales)

•• Herbicides (Roundup, weed & feed)Herbicides (Roundup, weed & feed)

•• CarbarylCarbaryl (>1100% increase)(>1100% increase)

Decrease in sales of:Decrease in sales of:
•• Insecticides (except Insecticides (except carbarylcarbaryl))

•• FungicidesFungicides



Some positive evidenceSome positive evidence

More alternative products available in More alternative products available in 
home & garden storeshome & garden stores

Some nurseries: less chemicals, more  Some nurseries: less chemicals, more  
organic productsorganic products

Lots of interest in Natural Yard Care Lots of interest in Natural Yard Care 
NeighborhoodsNeighborhoods

“Good bugs” field guide was a hit“Good bugs” field guide was a hit



What have we learned? What have we learned? 

Behavior change is difficult to achieveBehavior change is difficult to achieve

Work on precursors to behavior changeWork on precursors to behavior change
•• Beliefs, motivations, selfBeliefs, motivations, self--efficacyefficacy

Evaluate!Evaluate!
•• Are we doing the right thing? in the right way?Are we doing the right thing? in the right way?

Get to know the audienceGet to know the audience----find outfind out
how they thinkhow they think



What should we do?What should we do?

Think beyond educationThink beyond education
•• Policies, laws, regulationsPolicies, laws, regulations

•• Change marketChange market----encourage “green” productsencourage “green” products

Set prioritiesSet priorities
•• What are most important problems?What are most important problems?

•• Which audiences are best target?Which audiences are best target?

Look for alliesLook for allies

Question assumptionsQuestion assumptions
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