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Our Programs 
• Drop Off Locations 

– Auto part stores 
– Pass thru grant funds to small auto 

shops, high schools and airport/air 
field locations 

• Curbside Collection 
• Oil Filter Exchange Events 
• Person to Person outreach 

(schools, ads, booths) 
• 2013 more than 80,000 gallons of 

oil and 30,000 filters from DIYers 
 
 

We bring good things to life. 



Advertising 
We all know what we like, but 
that does not mean that our 
target audience will like it too. 
 
Knowing is half the battle: 
• Who, What, Where, When, 

Why and How.   
 

It’s not just a job…..It’s an Adventure. 
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Demographics 

• Population 
• Housing  
• Income 
• Gender 
• Ethnicity 

A mind is a terrible thing to waste. 



Demographics 
It pays to discover.  

• 16% of the general population 
are DIY oil changers  

• Who are our resident DIYers? 
– Language 
– Identity 
– Culture 
– Recreation 
– Media consumption 

 
 



• Start w/ basics of our jurisdiction, 
narrow down to DIYers.   

• We identified 3 target audiences: 
– Younger males with lower incomes 
– Middle age males with multiple 

cars in the household 
– Shade tree mechanics (younger, 

Caucasian males) 
• My thought was to target larger, more 

general populations they might be 
‘hiding’ in: military and agricultural 
workers 

 Our Target Audiences 
The closer you get…..The better you look. 



Before We Started 
Our Goals: What do we want? 
How are we going to measure 
results? 
• Increase Oil & Filter Recycling 
• Increase Event Traffic 
• Increase Web/Hotline Traffic 
• Increase Awareness About Oil 

& Filter Recycling 

Wassssss up? 



Media Options 
Let your fingers do the walking. 

• Print 
– Newspapers (regional and local) 
– Magazines and Journals 

• Direct Mailers/Inserts 
• Radio 

– 30 and 60 second ads 
– Traffic spots 

• Online 
• Social Media 
• Television 
• Outdoor 
• Mobile Phone/Digital 

 



Newspapers 
That was easy. 

• Subscribers are down 
• Demographics: 

– Caucasian 
– Older 
– Higher income 
– Higher Education 



Mailers 
Hit ‘em where they live. 



Radio 
The happiest place on earth. 

• Ads (30 and 60 second) 
• Traffic spots (10-15 second) 
• Hispanic market 

 
 



Online 
Tastes great! Less filling! 



Social Media 
Share moments... Share life. 



Composing Our Ads 
Where's the beef? 

• Graphics 
– Image choice  
– Size 
– Color 
– White space 

• Message 
– Headline 
– Motivation 
– Details 
– How many words is too many? 

• Moving Forward 
– Become recognizable: maintain consistency 

with color, messaging, font. 
 

 

 
 



Copy, Steal, Repeat 
You can do it….. We can help. 



Messaging 
Have it your way. 

What I wanted in our ads: 
• Normative messages: 
 Everyone is already recycling their oil, 

how about those filters? 
• Bury recycling: 
 People who want to recycle already are.  

You can inform them, but the people 
you need to persuade are people who 
aren’t driven by the ‘green’ thing. 

• Messages I liked: 
 Finish the job right: Do the right thing, 

recycling is not new or extra, it’s what 
you do. 

 Oil pan girl: Recycling your oil and filters 
is not for us, it’s for you, your family, 
and your community. 
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Event Advertising 
Because you’re worth it. 



You’re going to like the way you look… I guarantee it! 

(la publicidad de eventos) 



Did we Succeed? 
• Goal: Increase filter recycling. 
• Method: Increased services, 

increased outreach. 
• Our Audiences: 

– Younger males with lower incomes 
– Middle age males with multiple 

cars in the household 
– Shade tree mechanics (younger, 

Caucasian males) 
 

 
 

Imagination at work. 



Strong enough for a man… but made for by a woman 

(Radio) 
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