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The Ocean Project

• Assist ZAMs and other 
conservation organizations to 
inspire audience to act for 
conservation

• Provide market research for 
deeper understanding; track 
changes over time

• Collaborate to implement 
findings

• Provide presentations & 
workshops

OVERVIEW



Goal

• One of the ultimate goals of 
this initiative is to help our 
partners create an ocean 
literate and ready-to-act 
American public.



Goals

• Measure changes in awareness and action on 
ocean and climate issues

• Assist Ocean Project Partners—including zoos, 
aquariums, and museums—in integrating the 
research findings into their priorities and 
programs

• Maximize the application of the research through 
professional development and other capacity 
building opportunities; and

• Support and shape outreach efforts that connect 
climate change, the ocean, and individual action



Overview

Phase 1: Baseline data
– Built upon 1999 study

– Conducted Aug–Nov 2008; 22,000+ adults 

– 10 markets in US, 2 in Canada

– Additional data on youth, and other 
nations

Phase 2: Tracking data collection 
– Monthly tracking

– Quarterly updates

– Annual reports
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Why market research?

• Provides information on 
audience

• What are the different 
segments?

• What do they care about?

• What is the best way to reach 
them? 

• Who do they trust?

RATIONALE



Knowing your audience

Problem
− Concern for the environment? Ocean? Threats, 

incl. climate change?
− To what extent are these concerns connected?

Solution
− Does the public feel informed?   
− What type of actions are seen as effective?
− Who are the trusted sources of information?
− To what extent is the public already acting?

Motivation
− Who among visitors is most interested? Why?
− What do they need?

Implications
− What does all this mean for a ZAM?

METHODOLOGY



Methods

• Primarily online surveys; some 
phone & intercept

• Self-reported scalar variable

• Lexical analysis

METHODOLOGY



Concern for the ocean

• Ocean generally seen as healthy

• Lack of urgency (except in times of 
major catastrophe, e.g. BP oil spill)

Implication
- Guidance on what to do, 

especially in times of 
heightened awareness

KEY FINDING



Understanding of the threat

• Climate change increasingly seen as 
“overrated”, disconnected, and 
politicized

• Ocean seen as overall healthy

 Implication
- Connect abstract concepts (e.g. 

climate change) to specific 
place/animal that resonate for your 
audience
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Willingness to act

• See themselves as “green friendly”

• Disconnected from level of 
understanding

Implications
– Start with the solution

– Act first, learning follows
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Importance of teens

• Most environmentally/socially 
conscious

• Strongest believers in the 
importance of personal action

• Influencers of household decisions

Implications
– Focus on youth

– Provide guidance
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Expectations of ZAMs

• Seen as one of the most trusted 
sources of conservation information

• Expected to provide guidance on 
conservation actions

Implications
– Important & unique role of ZAMs

KEY FINDING



Next steps?

• 2 more years (tracking & rollout)

• Expanding outreach

• International data

• Other areas to cover? 

– What would YOU like to know about 
the public?

NEXT STEPS?



THANK YOU!

www.TheOceanProject.org/MarketResearch

Wei Ying Wong, Ph.D.

Communications Project Coordinator

wywong@theoceanproject.org

401.709.4071
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Feedback? 

Do you have questions/feedback about this 
research, its findings and implications?

http://www.theoceanproject.org/MarketResearch

