
Blue Zones Project
Built Environment Policy and Project Acceleration

Policy and Engagement Strategies



Agenda
•Who are we and why BZP care about 

Built Environment?
•Power 9

•What does Engagement Strategy 
mean? (and why should we care?)

Engagement Strategy – Maui Lani Roundabout

•Building your Campaign – The Basics

•Know your Goals 
•Short-term

•Long-tern

•Developing your Outreach Strategy



What Determines Our Health?
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BLUE ZONES PROJECT

Why does BZP care about Built Environment?



POWER 9 – Keys to Longevity



Engagement
Engagement marketing is the use of 
strategic, resourceful content to engage 
people, and create meaningful interactions 
over time.

Strategy
Strategy is the method or plan chosen to 
bring about a desired future, such as 
achievement of a goal or solution to a 
problem.

Engagement + Strategy = 
A Roadmap to Success

What does Engagement Strategy mean? 
(and why should we care?)



Engagement Strategy Works!

“Our partnership with Blue Zones Project 
has helped our community finish projects 
in one year that would have normally 
taken 2-3 years to complete.”

- Lauren Loor, HEAL

“Blue Zones Project leverages public health 
as the priority when promoting a project.  
Getting people to understand that our 
health and safety should drive projects is 
key.”

- Rod Antone, Pacific Media Group 



Maui Lani Roundabout Project 

Maui Lani Roundabout Project secured 
3.4 million dollars within the County of 
Maui FY2019 budget with unanimous 
approval from the County Council and 

is scheduled to break ground in Fall 
2019.  

The project is currently moving 
forward, but undergoing an 

archaeology study to ensure all cultural 
and environmental concerns are 

addressed. 



Building your Campaign – The Basics
•What is the problem?
oIdentify the issue/bill/topic/project
oWhy is this important?

•How will you solve this problem?
oWhat does success look like? 
Funding, Bill passed, Community 
support, etc.?

•What is the timeline?

•Who are the players? 
oAllies
oAdversaries
oWho needs to be invited to play?



Building your Campaign – The Basics

•Inventory Existing Assets
oSocial media accounts, social 
media advertising, relationships, 
existing radio or advertising 
contracts
Is this working?  Consider the 
target audience of the issue 
(demographic/geographic and 
where/how they get their 
information)



Building your Campaign – The Basics

•Identify Opportunities for New 
Marketing Outreach
oCreate issue specific social media 
accounts and use it to share data, 
stories, talking points, events (don’t 
forget to “social listen”)
oFind local influencers or micro-
influencers to advocate 
oCreate collateral that is easily 
shareable and encourage sharing by 
influencers and the public

Link to video



Building your Campaign – The Basics
Examples of Social Media Content



Building your Campaign – The Basics
Examples of Social Media Content



Know Your Short-Term Goals 
•Develop a positive image 

•Create a strong buzz – get the word out

•Mobilize your following to take action

•Be active with social listening: monitor 
comments, highlight supporters, answer 
questions, push talking points.

•Find your champion(s) who will go to bat for 
the issue/bill
oCollaborate on strategy
oExercise influence where possible
oBuild political coalitions



Know Your Short-Term Goals 
Maui Lani Roundabout Sign Waving



Know Your Short-Term Goals 
Public Roundabout Site Visit and Video/Photo Shoot

Link to video



Know your Long-Term Goals 
•Involve leaders and influencers to become 

active in social media.

•More personalized, location-centric and 
demographic-targeted social ads.

•Broadening perspective: looking beyond the 
campaign and ask, “…what will this campaign 
look like 1, 5, 10 years out?”

•Continue social listening: who will monitor 
comments, highlight supporters, answer 
questions, push talking points?



Developing your Outreach Strategy
•Develop events that support your goal
o Good opportunity to create collateral 
and owned content - speeches, pictures, 
and interviews
o Invite key players personally and media 
via press release or media advisories

•Develop talking points for all 
representatives to focus on (internal 
and external)
oWho says what and to whom?

Link to video



Developing your Outreach Strategy

•Develop video assets with a mix of 
experts, community advocates, 
and storytellers. 

•Deploy advertising through all 
existing and new marketing 
channels
oSocial media ads are cheap, easy to 
track, and targeted.

•Be relentless, be creative - don’t 
get comfortable with short-term 
wins

”A traffic signal will not stop a vehicle from entering an 
intersection at 40 mph or higher, but roundabouts raise the level 
of consciousness for drivers, averaging vehicle speeds of 15 to 25 
mph.  This is significant because speed dictates pedestrian 
survival rates if struck in an intersection,”

- Laksmi Abraham, BZP 



Upcoming Outreach Events
October 4th: Community Planning Event at Wailuku First Friday, 6-8:30pm

October 26th: Onehe‘e Complete Streets Demonstration 
on Onehe’e & Uhu St. Intersection, 8am

For more information about BZP:

Website: info.bluezonesproject.com/Hawaii

Facebook: Facebook.com/bzpmaui

Instagram: @bzpmaui

#bzpmaui #bluezonesproject



Questions & Answers
MAHALO

Policy and Engagement Strategies
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