
Introduction 
 

The ocean covers nearly three quarters of our blue planet’s the surface. The field of 

marine affairs is as vast as the ocean, covering topics polar, tropical and everywhere in 

between. Practitioners in marine affairs work on marine recreation and tourism, port 

management, marine protected areas, sustainable seafood, living marine resources, indigenous 

peoples’ rights, and other diverse topics, all of which revolve around the sea. Increasingly, these 

subjects are tied together not only by coastal geography but by the fact that any policy 

discussion related to the oceans now includes their health.  

Once we believed the oceans to be infinitely vast, capable of providing endless amounts 

of fish and effortlessly absorbing all of our trash, but these ideas have proven false. Many 

marine species suffer from overharvesting, and now face new threats as climate change shifts 

temperatures and even affects the chemical balance of sea water.  

Coastal residents are increasingly becoming aware of pollution in their home 

waterways. In the United States, clean water legislation was spurred on when pollution in 

Ohio’s Cuyahoga River caused it to catch fire in 1969. The burgeoning environmental 

movement brought forth the United States Environmental Agency and the Clean Water Act, 

designed to safeguard our nation’s waterways. Despite these regulations, water pollution 

remains an issue around the country, with Chesapeake Bay, proximal to Washington, D.C. often 

used as the poster child of a troubled estuary. Nor is the Chesapeake the only estuary in need 

of help; efforts are underway to save Galveston Bay, San Francisco Bay, Long Island Sound, and 

Puget Sound, among many others.  



In Washington State, Governor Christine Gregoire summed up Puget Sound’s plight in 

the 2009 PBS documentary, “Poisoned Waters,” which profiled the problems in Chesapeake Bay 

and Puget Sound. “We thought all the way along that it was like a toilet: what you put in, you 

flush out. We [now] know that’s not true. It’s like a bathtub: what you put in stays there.” 

Urban estuaries such as Puget Sound and Chesapeake Bay suffer from a heavy influx of 

pollution from the growing human populations and human development around them. As the 

urban and suburban population in Puget Sound continues to increase, more people produce 

more waste, pave over more land, and have more unintended, yet detrimental effects on the 

marine environment. Despite this degradation, Puget Sound continues to sparkle on sunny 

days, and placidly reflect beautiful sunsets. 

To protect the biological, aesthetic, cultural and economic value of Puget Sound, the 

residents of the Puget Sound region must change the behaviors which contribute to pollution. 

Fortunately, tools exist to effect widespread behavior change. The field of social marketing uses 

marketing techniques to change behaviors for the good of society. While it has been used 

widely in the public health sector, it is increasingly being adopted for use in environmental 

issues, and in marine affairs. The sustainable seafood movement is well known for applying 

social marketing to change consumer behavior, the National Oceanic and Atmospheric 

Administration’s Human Dimensions Program has a social marketing expert,  and the spring 

2010 issue of the Social Marketing Quarterly includes a review of sixteen ocean sustainability 

campaigns.  

For this thesis, I set out to examine a campaign local to Puget Sound, begun in 

September 2009. The Puget Sound Starts Here campaign seeks to change behaviors of area 



residents which contribute to stormwater pollution. Visitors to the campaign’s website are 

greeted with the words “Puget Sound is in trouble. You are the solution. Together, we can fix 

it.” 

 This thesis explores Puget Sound’s troubles, social marketing as a method for solving 

them, and examines the Puget Sound Starts Here campaign as an example application of 

method to problem. 

 The first chapter introduces the reader to Puget Sound, and its environmental pollution 

problems, describing the process of pollution in stormwater runoff. The second chapter 

identifies social marketing as a tool with which to change human behavior and describes how to 

create a social marketing campaign, or intervention. In the third chapter, I describe and assess 

the creation of ‘Puget Sound Starts Here,’ a communications and outreach campaign designed 

to address non-point source pollution in Puget Sound.  

 


