IMPLEMENTING SUCCESSFUL BEHAVIOR CHANGE PROGRAMS
LESSONS FROM THE CITY OF NEW YORK

NEW YORK CITY MAYOR'S OFFICE OF SUSTAINABILITY



AGENDA

o Why focus on behavior change?

o Data-driven approach
« Content
 Audience

o Implementation
« Strong Brand
« Strategic Media Planning & Buying
* Partnerships
 Trusted Messenger
« Digital Media
 Earned Media



IMPORTANCE OF BEHAVIOR CHANGE

* High impact

» Fills gaps/complements existing initiatives
* Lower cost than other levers

« Economic benefits

» Benefits felt quickly

* Impacts long-lasting

« Consumers are motivated to do their part



NYC GHG EMISSIONS BREAKDOWN: HIGH
IMPACT AREAS FOR PUBLIC EDUCATION
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High priority areas identified based on (1) whether area can be influenced by NY residents, and (2) whether action by
NY residents can significantly reduce NYC GHG emissions




DETERMINING CAMPAIGNS | STUDY

IDENTIFIED TOP ACTIONS FOR REDUCING GHG & IMPROVING ENVIRONMENTAL
QUALITY

Available for download: nyc.gov/planyc



AUDIENCE | SEGMENTATION ANALYSIS (AT A GLANCE)



STRONG BRAND | GREENYC

40% of New Yorkers report familiarity with Birdie and the GreeNYC program;
2+ billion media impressions generated for program initiatives

Campaigns consist of accessible messages, easy actions and compelling facts



MULTI-MEDIA PSA CAMPAIGNS | ANTI - IDLING

Messages spread through paid media + City-owned assets

DOT Message Boards NYC Buses

Bumper Stickers — NYC Fleet Billboards




MEASURING IMPACTS | ANTI - IDLING

Results: 195 Million Impressions & 111% increase to calls to 311
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MULTI-MEDIA PSA CAMPAIGNS | ENERGY EFFICIENT A/C

Campaign generated 861 million media impressions among New Yorkers
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PARTNERSHIPS | CORPORATE

Campaign generated 582 million media impressions among New Yorkers and led to an
increase in NYC CFL sales
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PARTNERSHIPS | INSTITUTIONS

Developed tools for all NYC Mayor’s University Challenge partners to engage
students across the city
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PARTNERSHIPS | NOT-FOR-PROFITS

13



PARTNERSHIPS | INTERNAL - PARKS & SANITATION DEPTS

14



PARTNERSHIPS | INTERNAL - WATER UTILITY
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BIRDIE | OFFICIAL MASCOT FOR GREENYC

Mascot has interacted with over 200,000 NYers through public appearances

« Million Trees Plantings + Skyscraper Classic Summit
 Adventures NYC Bike Bonanza « Greenmarkets

«  Pumpkin Festival MOMA P31 Warm-Up . Recycling Olympics
- Earth Day Events Revenge of Electric . Summer Streets
MulchFest Car Film Screening  Governor’s Island

 Bike To Work Day * Flushing Meadows * Press Conferences
_ Corona Park
*  Winter Jam

*  Hunts Point Hustle
e New Museum

StreetFest * High Lim.e
. Street Games * Global Kids Youth
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BIRDIE | NYC CELEBRITY
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BIRDIE | NEW YORKER
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DIGITAL | NYC.GOV/GREENYC
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DIGITAL | SOCIAL MEDIA

Birdie’s Facebook, Twitter and Instagram pages have dedicated following
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EARNED MEDIA

CBS®
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TO SUM UP...

Data + Strong Brand Using Marketing Best Practices =
Consumer Engagement + Key Strategic Partnerships
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For Additional Information:

Roya Kazemi, Director of GreeNYC
NYC Mayor’s Office of Sustainability

Email: rkazemi@cityhall.nyc.gov
Phone: 212.788.8402
Web: nyc.gov/greenyc

Facebook, Instagram and Twitter: Birdie NYC



