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*1: Tap water Vs. bottled water consumption
e 2: Social Marketing Framework

*3: Target Audiences:

e USI students and staff

* Lugano residents and tourists



Aim

/ Decrease \

consumption of
PET bottled
water by
replacing that
consumption
Kwith tap wated




Social Marketing

What, Why and How?




Social Marketing

* Social Marketing seeks to develop and integrate marketing
concepts with other approaches to influence behaviour
that benefit individuals and communities for the greater

social good.

* Social Marketing practice is guided by ethical principles. It seeks to
integrate research, best practice, theory, audience and partnership
insight, to inform the delivery of competition sensitive and segmented
social change programmes that are effective, efficient, equitable and

sustainable.

(2013). A Tapp, R Brophy , M Carausan, J Carruthers, S Peattie, S Revill, M
Chamberlain, N Lee, S Sherif, T Beall, W Morgan, C Lellig, S Suggs, J French



Social
Marketing

e An ecological approach to
behaviour change

e Focus on behaviours
e Systematic planning process

e Apply traditional marketing
principles and techniques

e Select and influence target
audience

e Primary beneficiary is society



e Understand the audience

e Focus on behaviour

e Behaviour theory-based and informed

¢ \What moves and motivates?

e What does one have to give to get the benefits proposed?

e What competes for time and attention?

e Avoid blanket approaches

e Appropriate ‘mix of methods’



Health 2020 Goals

“To significantly improve the health
and well-being of populations, reduce
health inequalities, strengthen public
health and ensure sustainable people-
centred health systems that are
universal, equitable, sustainable and of
high quality.”

(Health2020, pg. 1)

Health 2020: the European policy for health and well-being
http://www.euro.who.int/en/what-we-do/health-topics/health-policy/health-2020



*Integrated learning from across the wider
social behavioural sciences, including

strategic social marketing, social psychology,
behavioural economics and neuroscience, are
increasingly providing practical and often cost-
effective solutions to addressing the diversity of
behavioural challenges in various populations.

* Moving beyond communication to a stronger

behavioural focus and understanding in health and
related programmes offers growing potential to
achieve measurable and sustained effects in people’s
lives...

Health 2020: the European policy for health and well-being
http://www.euro.who.int/en/what-we-do/health-topics/health-policy/health-2020



WHO NCD Action Plan 2013
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Key issue:

good WATER is good.
PET is bad.



Objective

Key issue:
Reduce waste from PET bottles
Objective:

Make drinking tap water more easy, fun and popular than

drinking water from PET bottles.



Formative research

Economy

Every year in CH, 200 million PET bottles are not
recycled (RTS, 2008)

BPA has harmful effects on on health (EFAS, 2010)

USI students spend on average 400 CHF per year to
buy bottled water

Minimal awareness and simplicity allows public to
conveniently pollute






How many
bottles of water 100-150
are sold per day
@ US| mensa?



Do you think

bottled water is <57%>
better quality

than tap water?




Do you trust the < 92% >

quality of water
in Ticino?



Should US| < 90% >

install water
fountains on
campus?




Why spend money on something you can get
almost for free?






Motivators & Barriers

v’ Cheap (relative)

cost of bottled
water

v Convenience




Motivators & Barriers

v Not everyone is

environmentally
minded




Motivators & Barriers

v' Financial loss

for businesses




Motivators & Barriers

Behavioural
Availability of:
v’ Water v’ Easy access of
dispenser bottled water
v Refillable v’ Forget to bring
bottles

refillable bottle
v" Mobile app




Desired Positioning

“We want USI community and Lugano
community to see the consumption of
tap water at university as a highly
desirable behaviour which contributes
to economic and ecological sustainability
and more important and beneficial than
buying bottled water.”



Product

Marketing
Mix

Partnership




Products

Core:

Less PET. Less waste, more sustainability

Actual:

Adoption of tap water instead of bottled water at USI and in Lugano

Drink water in a sustainable way

Augmented:
water dispensers
refillable bottles

mobile app of fountains



Sustainability-friendly
BPA free plastic
Cost-effective

Easily washable
Customizable

Weight= < 100 grams






One-time
investment

Free use of

Free use of water

water fountains
dispensers




Place

USI Campus

City of Lugano



Partnerships



Promotion




Brand




Promotion

Tailored content for USI students:
Messages based on literature
Pre-tested

Printed on

Roll-up, posters and postcards

Small cards inside the bottle

Available online and during events



Card inserts












Christmas Postcards






Promotional events

4 events at
university

3 events in

the city
level
Walking Giornata
Lugano Rosa
AlL

Company
Party




Promotional events



Website http://tap.sinc.usi.ch/




Facebook Tapitup/lugano



“Tap it up was here”



Tap Drinkology



Articles



Videos



TAP bottle promotion

* Information about TAP
bottle, what colors are
available, where to
purchase it, where to
win it, etc.



Monitoring and evaluating




Monitoring & Evaluating

Measures

Techniques

When

o # of refillable bottles sold
e Use of water dispensers

e Observation research
e \Water counters

 From October 2014 to May 2015



Monitoring

1) Number of PET bottles sold in canteen
2) Number of PET bottles in the classroom
3) Number of sustainable bottles solds

4) Litres of water taken from water dispenser



results




Change in consumer
behavior

Reduction of PET Dissemination
water bottle of refillable
consumption bottles




The bottles
September 2014 March 2015 _ May 2015

300 bottles bottles out 500 bottles 471 bottles
bought of stock bought sold

Positive impact on USI shop: increase sale of other USI items



Water dispenser

2 water dispensers installed in July 2014
Monitoring from October 2014 to May 2015

On average 339 litres per week were taken from the

dispensers (the equivalent of 678 PET 0.5 | bottles),
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Media coverage



Tap 2.0 is coming soon... ‘

Please tap it up, if your tap water is safe to drink! ‘



https://www.facebook.com/
Tapitup.lugano/

é

http://tap.sinc.usi.ch/

suggss@usi.ch



