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Delivery to Date: through August 23

Product Impressions Ordered Impressions Delivered to 
Date Clicks CTR

Targeted Display Ads 1,565,348 836,017 769 0.09%

Moment Scoring 916,666 616,995 2,269 0.37%

Facebook News Feed Ads 391,170 (Reach) 244,132 (Reach) 5,310 0.60%

Facebook Video Ads 285,300-1,290,000 (Reach) -- -- --

YouTube TrueView 63,537 (Views) 108,867 (Views) 251 0.11%

Added Value ROS 961,766 914,297 939 0.10%

Total 3,834,950 2,720,308 9,538 0.42%

Recycle Right Update

Presenter
Presentation Notes
Moment Scoring:  Moment Scoring is a real-time forward-looking dynamic set of attributes that are constantly optimizing for the best conversion. Marketing that learns changes over time, leveraging the best from Artificial Intelligence (AI), Business Intelligence (BI), Customer Intelligence (CI) to create Dynamic Intelligence. This is compared to Programmatic Marketing which uses historical, backward-looking static set of attributes defining a segment that will hypothetically convert:  AKA. Behavioral Targeting.YouTube True View: True View is a guaranteed 100% view completion rate, meaning if they skip out of the video, the client doesn’t pay for them. These run as a pre-roll on youtube channels.Added Value ROS: Added value are all of the bonus impressions I negotiated for you. ROS means Run of Site meaning they rotate throughout sites.
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Two Behaviors: 
• Reusable beverage cup use
• Less wasteful gift giving

Research will inform campaigns 
aimed at changing attitudes 
and behaviors related among 
Santa Clara County residents.  

Introduction
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• Assess reusable cup behaviors 
• Identify barriers, benefits, and support for using 

reusable cups
• *Determine the impact of discounts and fees on 

the motivation to use reusable cups
• *Gauge the level of support for mandated 

discounts, fees, & prohibition of disposable cups 
• Assess gift giving behaviors 
• Identify barriers and benefits for less wasteful gift 

giving vs. buying new gifts

*Questions removed 6/8/18 by request of the County because 
of resident feedback and concerns about an ordinance

Background Objectives

Presenter
Presentation Notes
Santa Clara County is interested in gaining insights into two source reduction behaviors: the use of reusable beverage cups and less wasteful gift giving. SCC is interested in using this quantitative research to develop campaigns aimed at changing attitudes and behaviors related to reusable cup use and less wasteful gift giving.Objectives: Learn about reusable cup behaviors among Santa Clara County residentsIdentify barriers/benefits for using reusable cupsGauge the level of support for using reusable cups*Determine the impact of discounts and fees on the motivation to use reusable cups*Gauge the level of support for mandated discounts for using reusable cups, mandated fees for not using reusable cups, and the prohibition of disposable cup salesAssess gift giving behaviors and barriers/benefits for less wasteful gift giving vs. buying new gifts



A mix 
methodology 
using an online 
survey and 
intercepts was 
conducted 
among County 
residents.

Methodology

6

Number of Completes: 2,751
 City link: 2,351
 Panel: 200
 Intercepts: 200 (Spanish & Chinese)
 722 - 947 for fee/discount questions 

Data Collection Period: June 1st through June 22nd, 2018
 Intercepts: June 9th, June 10th, and June 17th

 San Jose Flea Market (Spanish)
 Milpitas and Cupertino Farmers’ Markets (Chinese)

 Survey Length: ~7 minutes 

Presenter
Presentation Notes
Needed 385 respondents to be representative of the 1.9 million SC County residents (at 95% confidence rate, 5% margin of error); got 2751 respondents (giving us a 2% margin of error)



Methodology
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Qualifications:
• Had to have ordered a hot beverage “to go”, have ordered a cold 

beverage “to go,” or have given gifts to family members or friends
• Santa Clara County resident
• 18 years old and older

Incentives: 
• Intercepts: $5 Target card; $5 farmers’ market gift card; reusable bag
• Panel: points or money based on panel tenure

Group Differences: Statistical differences between groups of interest 
were conducted at the 95% confidence level.



Key 
Takeaways



• Ownership of reusable cups is high, but the usage is low.

• Top Barriers: forgetting to bring it; inconvenient to carry.

• Top Benefits: reduces waste; protects environment.

• Discounts and fees can be highly effective (but 48% oppose mandated fees.)

• The support of reusable cup usage  and mandating discounts is strong.

• Younger residents and Asian/Islander residents most likely to support use of reusable cups, 
mandating discounts or fees, and prohibiting sales of disposable cups; they are also more 
susceptible to discounts and fees. 

Key Takeaways: 
Reusable Cup Usage
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Presenter
Presentation Notes
Ownership of reusable cups is high (most notably among older, affluent or non-Hispanic residents), but the usage is low.Main reasons for not using reusable cups include forgetting to bring it and inconvenient to carry.Main reasons for using reusable cups include reduces waste and protects environment.Discounts and fees can be highly effective in motivating the use of reusable cups even at the lowest price point tested ($0.10).Though fees can motivate beverage buyers to use reusable cups, many oppose it (48%).The support of reusable cup usage  and mandating discounts is strong among residents.Because younger residents and Asian/Islander residents are more susceptible to discounts and fees, and are most likely to support the use of reusable cups, mandating discounts or fees and prohibiting sales of disposable cups to encourage use of reusable ones, these groups would be ideal target markets for campaign efforts.



• Most residents buy new gifts, with younger, affluent and Hispanic residents being more likely to 
buy new gifts than to give non-material, homemade, and secondhand gifts.

• 47% support the giving of non-material, homemade, and secondhand gifts.

• Those under 55 are more supportive of giving non-material, homemade, or secondhand gifts, 
while those 35-54 and 55+ are more likely to give a non-material gift.

• Top Benefit: giving non-material, homemade, and secondhand gifts is more thoughtful.

• Top Barrier: They don’t think family or friends would want a non-material, homemade, or 
secondhand gift. 

Key Takeaways:
Gift Giving
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Presenter
Presentation Notes
Most residents buy new gifts when giving gifts to family and friends, with those younger, affluent and Hispanic being more likely to buy new gifts than to give non-material, homemade, and secondhand gifts.Though buying new gifts is the most popular form of gift giving, a fair proportion (47%) support the giving of non-material, homemade, and secondhand gifts.The main reason for giving non-material, homemade, and secondhand gifts is because it is more thoughtful than buying a new gift.The main reason for not giving non-material, homemade, and secondhand gifts is because they don’t think family or friends would want a gift like that.



Detailed 
Findings
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Q1. Do you own a reusable hot beverage cup, such as a coffee or tea travel mug? 
Base: Those who buy hot beverages “to go”. (n=2,323)
Q2. Do you own a reusable cold beverage cup, such as a water bottle? 
Base: Those who buy cold beverages “to go”. (n=2,413)
Q3. To the best of your recollection, of your last 10 purchases of “to go” hot or cold beverages, how many fit into the categories below? 
Base: Those who buy cold or hot beverages “to go”. (n=2,558)

Own Reusable Hot Beverage Cup
(Yes- %)

84%

87%

Own Reusable Cold Beverage Cup
(Yes- %)

9%

64%

6%

9%

9%

10%

6%

4%

10%

8%

60%

5%

Used own reusable cup Used a disposable cup

0

1 to 2

3 to 4

5 to 6

7 to 8

9 to 10

#of Purchases 
(of the last 10)

Reusable vs. Disposable Cup Usage
(Of the last 10 purchases)

Most people have reusable 
cups... but don’t use them.
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Q6. Which, if any, influences your decision the most? 
Q7. Which, if any, of these remaining reasons also factor into your decision when you do not use a reusable cup? (Multiple answers were accepted.)
Base: Those who have not used their own reusable cup for every last 10 “to go” beverage purchases. (n=880)

Influential Factors in Decision to Not Use Reusable Beverage Cup

5%

2%

2%

4%

6%

6%

11%

64%

27%

4%

2%

3%

10%

12%

14%

25%

20%

None of these

Other

I don’t like the taste of the beverage in my cup

I don’t have a reusable cup

I don’t like asking the barista to fill up my cup

There is no/not enough of a discount incentive

It’s inconvenient to wash

It’s inconvenient to carry

I forget to bring my reusable cup

Factor Most Influential Factor

Barriers

Presenter
Presentation Notes
“Other” reasons include: Order ahead/with an appDidn’t know it was an option (This was something that came up in the Chinese intercept interviews, in particular)they think that restaurants do not allow itIt’s a health and safety issue for workers and customersThey forget to ask Too much to get “back and forth” from car alreadyKeeps it hot for too long
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Q4. Which, if any, influences your decision the most? 
Q5. Which, if any, of these remaining reasons also factor into your decision when you use a reusable beverage cup? (Multiple answers were accepted.)
Base: Those who have used their own reusable cup at least once in the last 10 “to go” beverage purchases. (n=1,016)

36%

41%

22%

21%

15%

2%

5%

39%

26%

13%

10%

8%

4%

It reduces waste

It protects the environment

It keeps my beverage hotter for
longer

It is easier to travel with

It saves me money through a
discount

Other

None of these

Factor

Most influencial factor

Influential Factors in Decision to Use Reusable Beverage Cup

Benefits

Presenter
Presentation Notes
“Other” reasons include: Think drink tastes better in reusable mugprefer glassLess likely to spillLooks greatLarger portion if bring your own cupI know what it’s made of and that it’s cleanMay be healthier/BPA free Right size for drinkKeeps my drink colder for longer



Cup Discounts & Fees
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Q9. How motivated would you be to bring your own reusable cup for buying “to go” beverages if you were offered a (DISCOUNT) for doing so?
Base: Those who buy cold or hot beverages “to go” answering. (n=722) 
Q10. How motivated would you be to bring your own reusable cup for buying “to go” beverages if you were charged a (FEE) for not doing so? 
Base: Those who buy cold or hot beverages “to go” answering. (n=755)
Scale: 1=Not at all motivated; 5=Strongly motivated.

Being Motivated to Use Reusable Cups 
By Discount and Fee

(Strongly/Somewhat motivated)

42%

57%

72%

37%

55%

68%

$0.10 discount/fee $0.25 discount/fee $0.50 discount/fee

Discount Fee
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Q8. In general, to what extent do you, personally, support or oppose using reusable beverage cups? Base: Total respondents. (N=2,751)
Q9d. To what extent do you personally support or oppose Santa Clara County mandating that retailers offer a discount for using reusable cups?
Q10d. To what extent do you personally support or oppose Santa Clara County mandating that retailers charge a fee for using disposable cups?
Q10e. To what extent do you personally support or oppose Santa Clara County prohibiting the sale of disposable cups?
Scale: 1=Strongly oppose; 5=Strongly support.
Base: Total respondents answering. (n=947)

Level of Support for…

(3 rating)(4 or 5 rating) (1 or 2 rating)

Support

62% 19% 18%

33% 19% 48%

22% 22% 56%

Mandating retailers to 
offer discount

Mandating retailers to 
charge fees

Prohibiting sales of 
disposable cups

69% 23% 9%Using reusable beverage 
cups

Oppose

Support of Cup Usage and 
Mandates



Gift
Giving



18Q11. Of your last 10 gift giving occasions, how many fit into the categories below? 
Base: Those who give gifts for family or friends. (n=2,731)

7%

46%

60%

71%

88%

9%

28%

25%

20%

5%

13%

14%

8%

6%

2%

23%

7%

4%

3%

2%

21%

2%

1%

1%

1%

28%

2%

1%

0%

2%

Bought a new gift

Gave a non-material gift

Gave a homemade gift

Gave a secondhand gift

Other

0 1 to 2 3 to 4 5 to 6 7 to 8 9 to 10

Types of Gift Giving (Of last 10 gift giving occasions)

Most Residents Buy New

Presenter
Presentation Notes
Most residents buy a new gift when giving gifts to family and friends; however, at least half give non-material gifts
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Q12. Which, if any, influences your decision the most? 
Q13. Which, if any, of these remaining reasons also factor into your decision to give someone a non-material, homemade, or secondhand gift? 
(Multiple answers were accepted.)
Base: Those who have given a secondhand, non-material or homemade gift. (n=1,983)

20%

21%

21%

22%

7%

23%

45%

17%

12%

11%

14%

It is more thoughtful
than buying a new gift

It is something we can
do together

It reduces waste

It costs less money

Other

None of these

Factor

Most influencial factor

Influential Factors in Decision to Give a Non-Material, 
Homemade or Secondhand Gift

Benefits

Presenter
Presentation Notes
“Other” reasons include: I had something I knew someone else would like It’s something they would want, like an out-of-print bookI handcrafted something– ceramics, photography, wood items, quiltsGift cardsMore interesting/uniqueCashThey don’t need more stuffEasier than shopping More affordable
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Q14. Which, if any, influences your decision the most? 
Q15. Which, if any, of these remaining reasons also factor into your decision not to give someone a non-material, homemade, or secondhand gift? 
(Multiple answers were accepted.)
Base: Those who have bought a new gift. (n=2,545)

19%

20%

10%

9%

5%

43%

31%

22%

21%

8%

19%

I don't think my friends or family would
want a non-material, homemade,

and/or secondhand gift

It seems cheap to not buy a new gift

I like shopping for new gifts

It is less thoughtful than buying a new
gift

Other

None of these

Factor

Most influencial
factor

Influential Factors in Decision to Not Give a Non-Material, 
Homemade or Secondhand Gift

Barriers

Presenter
Presentation Notes
“Other” reasons include: Don’t have time Inconvenient to do soIt’s not what they asked for/want (wish lists, etc.)Recipient is not that special to me Not always appropriateCan be more expensiveEasier to buy something onlineIt never occurred to me I’m not comfortable with itCan’t make anything, I’m disabledI’m not handy or crafty
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Q16. In general, to what extent do you, personally, support or oppose giving non-material , homemade, or secondhand gifts rather than new gifts?
Scale: 1=Strongly oppose; 5=Strongly support.
Base: Total respondents. (N=2,751)

Level of Support for Giving Non-Material, Homemade, or 
Secondhand Gifts Rather than New Gifts

10%

43%

47%

(3 rating)

(4 or 5 rating)

(1 or 2 rating)

Support

Oppose

Support of Less Wasteful 
Gift Giving



Profile 
Information



(1 or 2 rating)
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D1. How would you rate yourself in terms of your environmental awareness? 
Scale: 1=I do not consider myself an environmentally conscious person; 5=I consider myself a very environmentally conscious person.
Base: Total respondents. (N=2,751)

Environmental Awareness

Not 
environmentally 

conscious

Environmentally 
conscious

3%

23%

74%

(3 rating)

(4 or 5 rating)

Residents consider themselves 
environmentally conscious



Profile Information
Age

18 to 24 2%
25 to 34 11%
35 to 44 17%
45 to 54 21%
55 to 64 22%
65 or older 27%
Mean 51.6

Ethnicity
White or Caucasian 62%
Asian or Pacific Islander 20%
Hispanic or Latino 11%
Native American or 
American Indian 1%
Black or African American 1%
Other 7%
No answer 3%

24

S5. Which of the following categories includes your age?
D3. What is your annual household income?
D4. What is the highest level of formal education you have received?
S3. Please tell us your gender.
S4. How do you describe your race or ethnicity? (Multiple answers were accepted.)
Base: Total respondents. (N=2,751)

Profile Information
Income

Under $25,000 6%
$25,000 to less than $50,000 8%
$50,000 to less than $75,000 11%
$75,000 to less than $100,000 13%
$100,000 to less than $150,000 21%
$150,000 or more 33%
No answer 8%
Mean $106,625

Education
High school or less 6%
Some college 17%
Vocational or technical 4%
College graduate 39%
Post graduate 33%
No answer 1%

32%

65%

2% 2%

Gender

Male

Female

Other

No answer

Demographics

Presenter
Presentation Notes
Respondents are mostly White/Caucasian, female, middle aged, college educated, affluent
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S2. In which city in Santa Clara County do you live?
D2. How long have you been a resident of Santa Clara County?
Base: Total respondents. (N=2,751)

Profile Information

City of Residence

San Jose 65%

Santa Clara 14%

Sunnyvale 12%

Milpitas 3%

Unincorporated Santa Clara County 2%

Los Altos Hills 1%

Cupertino 1%

Campbell 1%

Other 2%

Profile Information

Length of Time as Resident

Less than 1 year 2%

1 to less than 3 4%

3 to less than 5 years 5%

5 to less than 10 years 8%

10 to less than 20 years 14%

20 or more years 68%

Mean 16.9

Residence

Presenter
Presentation Notes
Most respondents resident in SJ and have resided in SCC for 20 or more years 
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Younger residents and Asian/Islander residents are the 
most likely groups to support the use of reusable cups, 
and mandating discounts or fees and prohibiting sales of 
disposable cups to encourage use of reusable ones
• Residents that are older, affluent or non-Hispanic are more likely to own a reusable 

beverage cup.
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Age Income Ethnicity

18 -34 35-54 55+ <$100K $100K+ White Hispanic
Asian/

Islander Others

(a)
n=324

(b) 
n=902

(c) 
n=1,088

(d)
n=877

(e) 
n=1,280

(f) 
n=1,349

(g) 
n=210

(h)
n=458

(i)
n=163

Own Reusable Hot Beverage Cup
Yes - % 78% a 83% ab 86% 78% d 87% gh 87% 61% g 81% gh 88%

Own Reusable Cold Beverage Cup
Yes - % 84% 88% a 88% 81% d 91% gh 91% 65% g 86% gh 92%

Level of Support of Using Reusable Cups n=349 n=1,018 n=1,373 n=1,058 n=1,485 n=1,632 n=246 n=519 n=197
Strongly/Somewhat support bc 79% c 71% 65% 68% 70% i 67% fi 73% fi 75% 56%

Level of Support for Santa Clara County… 
(Strongly/Somewhat support) n=155 n=360 n=425 n=333 n=549 n=586 n=35^ n=209 n=63

Mandating discounts bc 79% c 63% 56% 63% 63% 60% 69% fi 71% 49%

Mandating fees bc 44% 32% 30% 30% 35% i 32% i 40% i 40% 16%

Prohibiting sales of disposable cups bc 32% 21% 18% 20% 23% 18% 23% f 31% 21%

(Letters) Denote significant differences at the 95% confidence level.



28

Age Income Ethnicity

18 -34 35-54 55+ <$100K $100K+ White Hispanic
Asian/

Islander Others
(a)

n=140
(b) 

n=291
(c) 

n=285
(d)

n=249
(e) 

n=429
(f) 

n=430
(g) 

n=28
(h)

n=169
(i)

n=47
Being Motivated to Use Reusable Cups 
By Discount (Strongly/Somewhat 
motivated)

$0.10 discount bc 57% 40% 36% e 49% 38% 37% 50% fi 54% 34%
$0.25 discount bc 70% 55% 53% 61% 55% 52% 61% fi 70% 47%
$0.50 discount bc 84% 69% 69% 76% 71% 69% 79% fi 81% 62%

Being Motivated to Use Reusable Cups 
By Fee (Strongly/Somewhat motivated) n=146 n=302 n=301 n=261 n=448 n=446 n=30^ n=179 n=50

$0.10 fee bc 55% 36% 31% 42% 35% 34% 27% fgi 51% 22%
$0.25 fee bc 71% 53% 49% e 60% 52% gi 51% 33% fgi 71% 34%
$0.50 fee bc 82% 66% 62% 72% 67% i 66% 60% fi 75% 50%

(Letters) Denote significant differences at the 95% confidence level.

Younger residents and Asian/Islander residents are 
also more susceptible to the use of discounts or fees 
to motivate the use of reusable cups 
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Age Income Ethnicity

18 -34 35-54 55+ <$100K $100K+ White Hispanic
Asian/

Islander Others

(a)
n=344

(b) 
n=1,012

(c) 
n=1,364

(d)
n=1,042

(e) 
n=1,482

(f) 
n=1,628

(g) 
n=238

(h)
n=514

(i)
n=194

Types of Gift Giving (Mean Number Out of 
Last 10 Purchases)
Bought a new gift c 6.46 c 6.27 5.91 5.89 d 6.28 6.06 fhi 6.79 6.25 5.75

Gave a non-material gift 1.42 a 1.77 a 1.72 1.55 d 1.80 gh 1.79 1.43 1.50 1.48

Gave a homemade gift 1.12 0.98 1.01 e 1.13 0.95 gh 1.06 0.79 0.87 gh 1.19

Gave a secondhand gift 0.67 0.58 b 0.73 e 0.84 0.55 0.64 0.68 0.68 0.75

Other 0.33 0.40 ab 0.64 e 0.60 0.42 0.45 0.31 fg 0.69 fg 0.84

Level of Support of Giving Non-Material, 
Homemade, or Secondhand Gifts Rather 
than New Gifts n=353 n=1,018 n=1,373 n=1,061 n=1,486 n=1,632 n=248 n=521 n=197
Strongly/Somewhat support c 54% c 49% 44% 48% 48% 49% 43% 46% 42%

(Letters) Denote significant differences at the 95% confidence level.

Giving a non-material, homemade, or 
secondhand gifts are least common among 
those younger, affluent or Hispanic

• Though younger residents are more likely to buy a new gift, they strongly support 
giving of non-material, homemade or secondhand gifts.



Additional Group Differences

30

Age Income Ethnicity

18 -34 35-54 55+ <$100K $100K+ White Hispanic
Asian/

Islander Others

(a)
n=159

(b) 
n=379

(c) 
n=473

(d)
n=409

(e) 
n=532

(f) 
n=578

(g) 
n=86

(h)
n=208

(i)
n=78

Most Influential Factor in Decision to Use 
Reusable Cup

It reduces waste 31% ac 46% 36% 33% d 44% i 41% 37% 36% 27%

It saves me money through a discount bc 15% 8% 6% e 11% 6% 6% f 15% 10% 9%

Most Influential Factor in Decision to Not
Use Reusable Cup n=144 n=342 n=389 n=343 n=471 n=502 n=70 n=182 n=65

I forget to bring my reusable cup 51% a 68% a 65% 61% 66% h 66% hi 73% 55% 55%

It’s inconvenient to carry 11% 8% b 13% 10% 11% g 11% 4% g 15% 11%

It’s inconvenient to wash bc 16% 6% 3% 6% 7% 4% 4% f 10% 9%

I don’t have a reusable cup 4% 2% 2% e 3% 1% 1% 3% 4% 2%

(Letters) Denote significant differences at the 95% confidence level.
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Age Income Ethnicity

18 -34 35-54 55+ <$100K $100K+ White Hispanic
Asian/

Islander Others
(a)

n=252
(b) 

n=727
(c) 

n=994
(d)

n=738
(e) 

n=1,092
(f) 

n=1,245
(g) 

n=152
(h)

n=324
(i)

n=135
Most Influential Factor in Decision to 
Give a Non-Material, Homemade or 
Secondhand Gift
It is more thoughtful than buying a new 
gift c 51% 45% 44% 41% d 48% 46% 41% 46% 44%
It is something we can do together 20% c 20% 15% 14% d 20% h 19% 16% 11% 18%
It reduces waste 11% 12% 13% 14% 12% 11% 14% f 18% 12%
It costs less money 13% 12% 11% e 17% 8% 9% fi 22% f 16% 11%
Other 4% a 12% ab 18% 14% 12% gh 16% 7% 9% g 15%
Most Influential Factor in Decision to Not
Give a Non-Material, Homemade or 
Secondhand Gift n=333 n=958 n=1,243 n=950 n=1,403 n=1,533 n=227 n=465 n=176
I don’t think my friends or family would 
want a non-material gift

c 35% c 35% 27% 29% d 33% 30% 36% 32% 30%

It seems cheap to not buy a new gift c 23% c 26% 18% 21% 23% 20% f 28% 24% 20%
I like shopping for new gifts bc 28% 18% b 21% e 24% 19% h 22% 19% 17% h 26%
It is less thoughtful than buying a new gift b 9% 5% b 10% 9% 7% i 6% i 8% fgi 18% 3%
Other 6% a 16% ab 24% 17% 18% gh 22% 9% 10% gh 21%

(Letters) Denote significant differences at the 95% confidence level.

Additional Group Differences



Q9-Q10: Fees and Discounts
Response from Q&A: 
• Two groups are very different (demographics, environmentally consciousness,) even in pre-Q9-10 questions. So 

no need to separate the data out; this would explain those differences.
• Do not think distress due to Q9-Q10 would cause respondents to be more likely to say they give new gifts 

instead of waste-free ones. No differences in Q16; very little differences in Q12-Q15

---------------------------------------------------
Those who answered Q9-Q10 were more likely to:
• Buy a new gift every time 
• Buy a new gift because ”It is less thoughtful than buying a new gift” and ”It seems cheap to not buy a new gift”
• Be less educated (high school or less)
• Asian/Pacific Islander or Hispanic/Latino

Those who did not answer Q9-Q10 were more likely to:
• Support giving non-material, homemade, secondhand gifts
• Rate themselves as environmentally conscious
• Be a Santa Clara County resident for a longer time
• Be more affluent
• Have a post graduate degree
• White/Caucasian or African American or Other ethnicity
• Older (pre-Q9-Q10 question)
• Have reusable hot and/or cold beverage cups (pre-Q9-Q10 questions)

Presenter
Presentation Notes
More from Q&A: If the answers varied more greatly on Q12-Q15 (say those who answered Q9-Q10 were more likely to indicate "other" or "none" instead of providing a thoughtful response), then I would say the distress respondents felt at Q9-Q10 affected responses to subsequent questions.



Gift Giving Campaign

Planning $1,500

Creative $5,000

Tracking & Reporting $1,500

Media Buy $20,000

Collateral $0

Run Dates: November 15-December 

Presenter
Presentation Notes
Now, what to do with the information?



Key Research Findings 

• Most residents buy new gifts
younger, affluent and Hispanic residents being more likely to 
buy new gifts than to give non-material, homemade, and 
secondhand gifts.

• 47% support the giving of non-material, 
homemade, and secondhand gifts. 

• Those under 55 are more supportive of giving 
non-material, homemade, or secondhand 
gifts, but less likely to actual do give one.

Presenter
Presentation Notes
Now, what to do with the information?



Non-material gifts are best 
option for campaign
• Residents have the most experience in non-material gift giving: 

54% of residents have given a non-material gift at least once in 
their last 10 purchases, compared to only 40% for homemade 
gifts, and 29% for secondhand gifts. 

• Intercept interviews with Spanish-speaking residents showed a 
strong aversion to giving gifts that were not new, with an 
emphasized barrier of it seeming cheap not to buy a new gift. 
Similar sentiments were echoed in the open-ended responses: 

Not polite to ‘regift’.
I would not give a secondhand gift.  I would give baked 
goods or concert tickets.
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Homemade gifts have the 
barrier of time
Many say they have no time:
• No time to personalize and give
• Lack of time, gift cards can be easier.
• No time to make stuff, no skill, people like other things 

than I have to give
• Buying a new gift is out of convenience. We attend a lot 

of kids' parties. It is easy to order online.
• It is easier for me to jump on Amazon and buy them 

something they want.  Rather than me be creative to 
make something - using second hand as a gift seems 
wrong

Presenter
Presentation Notes
Now, what to do with the information?



Homemade gifts have the 
barrier of skill sets

Many say they have the skills or don’t:
• I'm a photographer - it's easy for me
• I throw ceramic bowls. They make nice gifts
• They want baked goods and I am a great baker
• Make quilts
• I’m a retired cook
• i am not crafty, so a homemade gift would not be an option
• I'm not a cook, my clothes would not fit my family, event 

tickets are expensive
• I'm now disabled and no longer able to make hand crafted 

gifts
• I'm not very artistic or good at making much

•

Presenter
Presentation Notes
Now, what to do with the information?



Behavior Identification

Give a waste-free gift that is an experience, not a thing, 
such as movie or concert tickets, classes, picnics, day at a 
theme park, etc. 
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Target Audience

Target younger people—18-34, supported by research also 
by budget and digital tactics for this campaign. 
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The only significant difference in support of giving non-material, homemade, or secondhand gifts are those not in the 55+ age bracket (so both the 18-34 and 35-54 groups.) 18-34 were the least likely group to give non-material (experiential) gifts. White/Caucasian and “Other” ethnicities were more likely than Hispanics and Asian/Islanders to give a non-material gift or homemade gift. Hispanics were more likely to give new gifts.  



Benefits, from Survey

Top Benefit: giving non-material, homemade, and 
secondhand gifts is more thoughtful.

Second Top Benefit: giving a non-material gift is a 
way to spend more time together.

Third Top Benefit: Giving a non-material gift 
reduces waste.



Barriers, from Survey

Top Barrier: They don’t think family or friends 
would want a non-material, homemade, or 
secondhand gift. 

Second Top Barrier: “It seems cheap to not buy a 
new gift” was the second highest barrier.



Messaging: Know

Giving a waste-free “gift of experience” is a gift that 
friends and family will appreciate and possibly a 
way you can spend more time together.

Maybe: buying this type of gift also reduces waste.



Messaging: Feel

Giving an experiential gift is a fun, exciting way to 
connect with friends and family. 

Your family and friends will enjoy this gift, and you 
will feel appreciated.



Messaging: Do

Give at least one of this type of gift this season.



Strategies

Showcase the types of gifts that we encourage 
people to give , including a mix for different ages, 
interests, those with and without kids, local 
attractions, etc.

Use messaging/images that make these experiential 
gifts seem desirable by getting at the emotional 
connection between gifter and giftee when using the 
gift. 



Strategies

Highlight gifts that seem nicer/more luxurious than 
something store bought (“It seems cheap to not buy 
a new gift” was the second highest barrier.) 

Include convenience messaging-it’s easy to go online 
and buy tickets

Create a hashtag or slogan that can help with 
message retention, recognition and sharing.



Tactics

Digital media content -still images/animated to :15-
20 seconds.
Website Landing page with more gift ideas—
consider soliciting ideas from residents and use their 
names. 
Media Options
• Promoted posts on Facebook and Instagram
• If animated, promote on YouTube.
• Research movie theater ads
• Research 

Pandora/Soundcloud/SnapChat/WhatsApp



Option 1: Outside the Box

“This Holiday Season, Think Outside the Box”

“The Best Gifts Don’t Come in a Box”
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Creative Concept DirectionsThis is a small campaign effort that will use one piece of creative and digital promotion. The concepts will use stock photos and graphic design elements edited together into a multi-media format.See nordstrom’s ads—1/2 space static. ½ rotating images. https://vimeo.com/131889054https://vimeo.com/137994334
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Option 2: 
Give the Gift of Good Times
Can compare boring gift to exciting gift
“They outgrow the socks, but memories last a lifetime” 
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Option 3: 
Create Memories, Not Waste
Slogan from on Palo Alto/Vancouver, but no original 
photos.
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