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What Is Outreach?

Communicate

Audience
Response




Outreach changes over time... hg
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Step 1:
Driving Forces

Goals and Raduc Yard Waste 2
Objectives




Driving Forces

Why do you need outreach?
Water quality problems
New regulations
Public pressure
Political pressure







General statements that express

the broad focus of the entire
planning and management effort.




Driving Forces

OBJECTIVES

ACTIVITIES




Goal

Improve the quality of Missouri’'s water
resources through effective stormwater

management.




Objectives

e Make residents in Clark County
aware of the impacts of stormwater
runoff and educate them so that
30% of them know what stormwater
runoff is and can identify at least 2
management strategies.




Activities

e Develop and distribute 5 newspaper
Inserts to MS4 residents in Clark
County within the next 12 months.




Tasks
v'Develop unifying theme and logo by
9/05.

v'ldentify newspaper outlet to distribute
inserts by 10/05.

v’ Identify key topics for each issue by
12/05.

v'Design layout and write text for first
issue by 2/06.

v'Send issue 1 to printers by 4/06.







Step 2: Target Audience




Who Do We Need to Reach?




Target Audience

Break down your audience by. . ..
Geographic location
Socioeconomic
Gender
Age
Ethnicity
Occupation




Groups of Audiences

Public Agencies
Elected and other public officials
Non-governmental organizations

Business and Industry
Students and others in academia
Homeowners




Homeowners...

e Who own on-site septic systems

e Between the age of 40-55 with lawns
who do their own lawn care maintenance

e Who have children in grades 3-6 in the
Buck’s County school system

e \Who own homes around Lake Shasta




Target Audience

Information needed
Demographics
Knowledge of the message
Communication channels
Attitudes/perceptions




Target Audience

Research the target audience
Focus groups
Phone interviews
Pre/post surveys
Public agencies
Community leaders
Trade associations




schuylkillplan org

Public Opinion Survey Results

HOME/MAP iTelephone surwey conducted by Global Strategy Group, Inc.)

ABOUT sWCP
Schuylkill Watershed Citizens Support Land Conservation

FINAL REPORT
PROTECTING YOUR 88% of the respondents said that land conservation should
UL keep pace with land development
PUBLIC MEETINGS 84% said that there are economic benefits to preserving
PUBLIC OPINION DREM Space
SURVEY RESULTS 82% of those surveyed said that they would pay more for a
new home if it had parks and for natural areas nearby
90% of those surveyed support the purchase of land for
public parks and natural areas by their county or
CONTACT Us municipality as a way to improve their environment

86% support an increase in government efforts to curb

sprawl and over-developrent
91% of the respondents support an increase in public

RELATED LIMKS

http://www.schuylkill plan.org/publicpoll.html



http://www.schuylkillplan.org/publicpoll.html

4 What is the most common cause of pollution of streams, rivers, and
oceans? s it

a. Dumping of garbage by cities

b. Surface water running off yards, city streets, paved lots, and
farm fields

c. Trash washed into the ocean from beaches, or

d. Waste dumped by factaries?

Dan't know

Source: NEETF. http://www.neetf.org/roper/roper2001-d.htm



http://www.neetf.org/roper/roper2001-d.htm

Recent Survey of Tampa
Residents

e Only 19% knew that they lived in a
watershed.
»No - 35%
»Don’t know - 46%
e 36 percent of
respondents left
their pet’s waste
on the ground.




Goals

Target audience




Step 3:
Message




Message

e Specific to target audience

e Should have direct benefit to target
audience

“Improves/protects resources”
“Costs less”

“Improves health”

“It's convenient”

“It's free”




WE PAY YOU TO LOSE WEIGHT

36 People Needed Who are Serious
About Losing Weight!

*Eat Y our Favorite Foods Every day
*All Natural — No Drugs

sDoctor Recommended

*Permanent Weight Loss

Call MELANY (555) 266-2079




THE NEW CASE IH AFX80T0 AXIAL-FLOW"™ COMBINE
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Social Marketing

Applying commercial marketing
principles to social issues, such as

seatbelt use, anti-smoking, to
achieve a change in behavior




Popular Social Marketing
Campaigns

v'Buckle Up America
v'Smokey Bear

v Truth Campaign
v'"National Youth Anti-Drug Campaign




Most popular environmental campaign?

Keep America Beautiful -- Iron Eyes
Cody (1961 - 1983)

Goal: To create a powerful visual
image that dramatized how litter
and other forms of pollution were
hurting the environment, and how
every individual has the
responsibility to help protect it.

First aired on Earth Day in 1971.

Message: People start pollution.
People can stop it.




Thinking Like a Marketer (cont.)

Beneficial exchange

Real Benefits gl Wy
Save money
Save time \ ’

Protect health

Perceived Benefits
Fit in with others (It’s cool)
People expect it
Everyone else is doing it
I'll get rewarded




What Barriers Prevent Behavior Change?

Physical Barriers
Too hard to do
Too far to drive
Not safe
Takes too long
Not convenient

Economic Barriers
Added costs
No cost savings




Barriers, cont.

Education Barriers
Don’t know how to do it
Need training

Social/Psychological Barriers
Against social norms
Fear of doing something different
| don’t have the skills to do this
Tried it once and it didn’'t work
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'e marshal the volunteer force

Get Green Campaign

Problem: Many people miss opportunities to
help the environment because they don’t
know how to help or afraid that it will take
too much time or money.

Goal: Give people quick tips that easily fit
their lifestyles (easy), make a positive
impact on the environment (feel good), and
actually save them money (rewards).



Get Green

Formats: TV and radio
PSAs

Messages: Save money
and the environment

Turn thermostat down
Cash for recycling
Properly inflate tires

Keep your car regularly
tuned




Tools for Changing Behaviors

Pesticide Free
’ o

e Social norms
e Commitments
e Prompts

e |ncentives




Social Norms

Behavior perceived as normal
and expected

Tools:

Compliance
Rebates (positive)
Fees (negative)

Conformity
Use statistics
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Other Social Norms Techniques

e Eco-labeling

e Recycling bins at curb
(public)
e Yard or home signage

e Farm or construction
demonstration sites/fields

Rain barrel painted for

art contest




Grazing Management Demonstration Sites
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Commitments

e Pledges (verbal or written)
e Donations (time/money)
e Sign-ups

e Petitions

Another tools to overcome barriers to behavior change is asking
for commitments from members of your audience.

We’ve all been approached with this tool before....think about
when the local fire or police department fundraisers call you and
ask for a small $10-20 donation to help families of those Kkilled in
the line of duty. Many of us say yes and mail in our checks.
Which makes it even harder to say no, when they call back a
month later and ask us to make 5 pies for a fund-raiser bake sale.
Agreeing to a small request leads many of us to ultimately agree
to larger requests because we like to view ourselves and our
behavior as consistent.

This tool has worked well for some watershed education programs
such as the one in Whatcom County, Washington. There, the
Washington Department of Ecology has developed a program in
which citizens go through a checklist of things to do in and around
their home to protect their watershed and they pledge in writing to
do the things they check on the list.

Written commitments appear to be more effective than verbal
commitments. In addition, group commitments are also beneficial.
Such as getting a homeowners’s association to commit to posting
signage about pet waste or getting the local developer’s
association to agree to promote incorporating rain gardens into
parking lot designs.



Prompts

e Behavior reminders
e Use at “point-of-sale”
e Target specific

behaviors

NG DUMDINGT
IDIZAAINS TC IBAY

A

Prompts are things used to remind people to engage in certain
behaviors. Billboards that tell people to drive safely are prompts.
“Shelf talkers™ are another good prompt. They are simple markers
placed on the edge of a standard retail shelf, below the product.
They’ve been used a lot to promote less-toxic pesticides.

Eco-labels on products are prompts to encourage people to buy
environmentally friendly products over other products. Recycling
signs at trash cans are common prompts

Prompt are most effective when they are used at sort of the
“point-of-sale.” Meaning, you want them to see the prompt right
before they have to make the decision on doing one thing or
another. For example, if you want people to avoid watering their
lawns between the hours of 8 am and 5 pm, giving them
waterproof stickers or tags for spigots or water hoses will remind
them of when to avoid watering right before they turn on the
water.

Prompts usually target specific behaviors and remind people of something they
learned about previously. Storm drain stencils are another prompts.
They can be even more effective prompts if they are done conjunction with
television PSAs. If you have run a PSA on the importance of preventing storm
drain pollution and provided alist of 3 things besides stenciling that people can do
at home. Seeing the stormdrain stencil will not only remind them not to dump
anything in the drain but will remind them again of your TV PSA which gave them
other wavs to protect water as well.



Incentives

e Money, money,

money, money
® Free Stuff Get$1000ﬁthr¥our0ﬂm

e Recognition
e Disincentives: punish

negative behavior (e.g.,
user fees)

Money isthe #1 incentive! Building in incentivesinto your recommended behaviors
by showing people they will save money, receive money, or have to pay less goes a
long way into making people change their behavior. It's sad but true, but more
people are willing to protect the environment if it saves them money or they can
make money by adopting that behavior.

Offering tax breaks to developers for implementing certain kinds of construction
site BMPs, rebates for buying low-flow toilets, electric |lawn-mowers, energy
efficient washing machines.

Free stuff: Give people t-shirts, hats, key chains, anything...most people love
getting free stuff no matter what it is

Recognition through contests, signage at their house, name in the paper....al these
things go along way into motivating people to do things. Another great incentive
exampleisthe hybrid cars. In Virgininayou' re automatically allowed to drive in
HOV lanes with those cars, even if you are by yourself.

Make sure the incentive or disincentive is large enough to be taken seriously. For
example, paying participants $5 to participate in a community focus group is not
going to get over the hurdle of having to volunteer their time and gas to the cause.
On theflip side, if the consequence for not picking up after your pet is that you
receive three warning tickets and after the 39 ticket you have to pay $10. That's not
going to be enough to get people to change their behavior.



City of Albuquerque

Problem: Not enough water

Goal: Promote water conservation
through incentives (rewards)

Formats:

Rebates for xeriscaping, low-flow
toilets, washing machines




City of Albuquerque

Results
1,400 xeriscapes have been created
44,000 high-flow toilets have been
converted

4,100 low water use washing
machines installed

Bottom Line: Water use has dropped
30% by residential customers, saving
88 BILLION GALLONS!




Remember the 3 H’s
Health

Drinking water,
swimming, their

children’s health

Home
Property values, flooding

Heritage

Historical significance, future §
generations ;
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S Arm Corps
of Engineers
St. Louis District

You

may need an Army
permit to work on

yourown land

DP 1145-2-4
Jan 1886
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Got grass?

Mow high!

Make your lawn easier

and cheaper to maintain by
mowing high — three
inches is the rule!

The roots of your lawn
grow as deep as the grass
grows tall, so aaller grass
has deeper, healthier roots.
Keep your lawn 3" or higher
and never cut off more than
1/3 of the blade each time
you mow. A healthy lawn
tolerates hot, dry weather
better — so you won't need
to spend your summer
watering and fertilizing.

Mow high.
. Save time and money.
It’s that easy

A partnership of the Huron River Watershed Council, City of Ann Arbar,
) Edward Surevell Reahors,| n Groundwater Stewardship Program,
~— Van Buren Township,Villige of Milford, Ypsitani Township, USEPA and MDEQ.

\.y Want more information! Call the Huron River Watershed Council
at 734-769-5123 and ask for a free tip card

Larime, Ine

This poster may not have alot of color...but its definitely memorable. It realy
makes you say, “What the heck?’ 1’ve gottaread this! Thiswas printed in b&w in
the newspaper.



oEPA Should | Eat the
Fish | Catch?

A guide to healthy
eating of the fish
you catch




SEPA Should | Eat the
Fish I Catch?

A guide to healthy
eating of the fish
you catch
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_Protect Your River & Drinking Water

Please D@ Not Feed
the geese

Gease flock whara paople fead them. The grazing
and droppings Iram unnaturally large goose
populations domage the land and waler, which in
urn can degrade the Schuylkill River, one source
of Philadeiphia’s drinking wated.

= The intake for the Belmont Water Troatmont
Plant iz immediately downzsiream of this sila,
The degradation of ihe river increases ihe
trevalrrgnt olfort requingd to ke your diinking
watar sale,

= This sign is part of lhe Belmont Water Intake
Frotection Project. This progect, a precautionany
effort of the Phiadeichia Water Cepartment
and ihe Fairmoun Park Comenission, has baen

et S oon e g devoloped 10 rostore this section of the park
et o drapp the i s
::: L‘Jm;,mﬁ;m_; ol and protact your source of drinking water.

41 i o diogpings per wear!

Ther Befovast Warer
Treatwrent Flest, which
provides fresh dniding
wasier Yo Fhitedelphio, is
wamrdiare{y dowastream.
Srove where the grese guker, Ths

= gl Farenta
¢ | For o infarmation: 55
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_IF YOU THINK

LN ) PICKING UP

DOG POOP

IS UNPLEASANT,
TRY DRINKING IT.

Pet waste washes into storm drains, polluting our ¥5
rivers, lakes and drinking water sources. Get the scoop. d, FEED

THE Z,




H chaold

Why be concerned?

Seplic sysiems are waslewater
trontmenl systems designed o co
all wastawmler Erom residences where
sanulary sewer syslems ane mof
mlihle. They ara typcally desered
0 he elfechine over a Miyear pemod i
properhy mainiained

Guide No. 3

el

Pocaly

systems

intaimied arad tailng seplic
cmee senots problems
Sewnpe {om everkaded systems can
pand on e ground near the dainlickd
o bk up ko budddires. Poorly treatiad
ortrminnte dilches,
nd skallow drinking water
supplies. Animals and people may
becomme dl from comtact with these
polluted wters.

In medibon bo public benlthconcerm. o

s cosdly #o repair or reglace o fmling

How the Septic System
Works

A seplic syskem coesists of a seplic fnk snd
o dmintizhd (Figure 13 Wistenaler aws

Figuere |

exqually disiribute the waslowaber acrass
the gravel-filled drminfield. The Bqud
thensonks mia the soal, whch ocls as the
Eimal filier lor treatment ol weslavwalar
mecarved from tha sepiic tonk or from the
bowse.

Do’s and Don’ts if You Are

on a Septic System

Da's

= Lesm fhe location of your sepi fank
rd chrmanticld. Keepaskekhalit
hanaby with your maimenance seocml
tos service visits. O n copy ol your

Maintaining Septic Systems

Sepre Tank = Dravfak’

.

.

.

Department, il passihile,
Connect lausdry mnd knichen water 1o
ithe sepiic tank.

Dawert other souwrces of waker, like
mood drizs. hoase foolmg dmins mnd
sump pumps. io lawn o
fpom the seplic syslem. Expe:

wiler keops the sail im the drmniield
satumied and prevents adequat:
tremtment of the wiste walor

Have vour septic tank pumped canl by
a licensed operator every 2-3
Have the cpemter mi
a ez or balfle an the au

o sura thare is
Lo the

sepix fank. The hallle s

57

LT T




—
Soluciones Faciles para
Mantener Limpios a Nuestros

Riachuelos, Bahias y Mar )
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Goals

Target audience =———————

Messages
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Format: Displaying the Message

Print “Stuff” Events

Newsletters Calendars Festivals
Fact sheets Magnets Clean-ups
Flyers Bumper stickers

Magazine articles Tote bags Stenciling
Posters, displays Frisbees Training
Billboards Lapel pins Mini-courses
Transit cards Stickers SEINIIETS




NPS eacﬁjﬁ:oolbox

Contact Don Waye at
or (202) 566-1170

For Stormwater Outreach materials: visit:
http://cfpub.epa.gov/npdes/stormwatermonth.cfm



http://cfpub.epa.gov/npdes/stormwatermonth.cfm

Formats

Brochures and
Fact Sheets

Can be
distributed

widely

Provide more
detail on issues

Different
shapes and
sizes




Rockdale Stakeholder
Commi R




Calendars




Videos

d continued dedication are
ns The Bear Creek
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Give Awards...
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The Media

News Media Electronic media
Radio Listservers

Newspaper Web sites,
Television CD-ROMs
Magazines




Where Does the Public Obtain
Information on Water Issues? =

Local television news 47% ?
Local newspapers @
Radio news programs

Friends, family, neighbors

Environmental mailings

Community leaders

Source: Lake Research Inc, for the Upper
Mississippi Basin




Tips for working with reporters

e Establish a relationship beforehand
e Return calls, respect deadlines

e Be open and accessible

e Provide appropriate background info
e Be proactive rather than reactive

e Provide feedback on coverage




filin festival
51:.&\.&&1;..0-& about ws

shows

LATEST NEWVS...
March 29, 2004
Just a rerninder, the 48-hour Film Festival is taking

| place this weekend in Boston, MA. For those of you that
aren't famniliar with it, basically we drive down to Boston,
pick up a list of requirements, and make an entire movie
based on those requirements in 48 hours. We need a lot
of people to help out. It should be a lot of fun, so stop by
SCAN thiz week to get more info.

February 26, 2004

Congratulations to David Bellarosa -"I am a
Cinematographer", for winning 1st prize in the 2004
Scan Film Festival! We hope you enjoy your brand new
DVD player.
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Prepared by
Langworthy, Strader, LeBlanc and Associates, Inc.
This project has been funded ty the Wegs Foundation and the Fresant Arva Commursity Fundstion




Formats

Web Sites
Reach larger audiences
Adaptable/changeable




The Catawba River Foundation - Microsoft Internet Explorer provided by Tetra Tech, Inc.

File Edit View Favorites Tools  Help

d \_) |ﬂ @ h /‘._\‘ Search ‘E:‘:J(’Favur\tes

Address |@ hktp: [fumw. cat awbariverkeeper.org/
-

v| G links ?

>

HOME

Accomplishments

Report pollution
MISSION

Pollution Photo
Gallery The Catawba Riverkeeper Foundation advocates for and secures
protection and enhancement of the Catawha River,
Join Now its lakes, tributaries and watershed so that it will always sustain =
the human and wildlife populations that depend on it for life.

Volunteer
In the News
Newsietlers
Links
Contact Us
Lake Information

Lake Norman
Covekeepers

Catawba-Wateree 7 9
Relicensing b =




Step 5: Distribution

e How will you distribute your
materials?

e Who will distribute the message?




K\ Irusted
)\ answers
W\ from

IF@ MayoClinic.com

8 ways to reduce stress







Delivering the message . . .

\WET Piggybacking

Phone Media

Door-to-door Stakeholder-stakeholder
Events Conferences/workshops
Presentations Targeted businesses







arm you that our staff found
ollowing pollutants in the storm
in your area. This storm

U Motor oil

40l filters

L1 Antif
tr:

O Paint
U Salve
U Cooking gre
U Detergent

U Home improvement waste (concrete,
maortar)

U Pet waste

U Yard waste (leav
d

xcessive dirt and

gravel
UTrash
U Construction debris

t
fertiliz
1 Other

Door hanger

SEPA oL
EPA




Who is your
messenger?










Warning!

I/A_E‘-‘;"OU CAN

| CLEARLY SEE
IM SLIDE

Warning!

aologm

waw.diloerl.oom  scottadamf

Warning!

Warning!

Warning!

POLERPOINT”
POTISONING.




Goals

Objectives =———

Target audience =—————

Messages

Distribution




Step 6:
Evaluation

57
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Maybe our price is too high.




When do you

evaluate your
program?




antmilk?




Got Behavior Change?

1994 1995 1996 1997 1998 1999 2000

Consumption == Media Buy === Awareness ‘




2004 Survey of Tampa Residents

After the watershed education
effort, 30206 of residents said they
live in a watershed.

A 5890 increase!

Southwest Florida
Wiater Maragement District
.



Why Didn’t You Evaluate?




Why Didn’t You Evaluate?

e Ran out of money
e Ran out of energy
e Too thin-skinned
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Assessment of the Short-Term Impact of the
Antietam Watershed Association Placemats

Background

This report discusses the short-term impact on restaurant patrons of the Antietam
Watershed Association (AWA) placemats. These educational placemats were sponsored
by The League of Women Voters of Pennsvlvama Citizen Education Fund, through a
Section 319 Faderal Clean Water Aet erant from the 1T S Environmental Protection

Agency, @ Possible Areas for Improvement

These potential areas for improvement of the AWA placemats emerged from the
research:

Hook. The AWA placemats did not present any benefits to readers. Research
indicates that ads grab and hold a prospect’s attention by immediately commuiicating
an answer to the unspoken question, “What's 1n it for me?” Philip W. Sawvyer, director
of Starch Communications, savs that features aren’t memorable —benefits are: “If you
have a headline that states a benefit, people will read it, remember it and ¢lip it out of
the magazine or newspaper and hold onto it. And that’s the trtump card for

everything. ™ It appears that the placemats provided information but did not “hook”
readers. Not one respondent asked for more information about AWA.

= Action. Under most marketing theories, increased knowledge or awareness 1s a first
step to eliciting a change in behavior. As covered above, the placemats lead to
conversation in some readers. A next step might be to advertise in a way that
produces further desired action—for example, get readers to come to an AWA




LODGING
NEXT RIGHT




Target audience =——————

DIStribution e———

Evaluation




Driving forces
Goals

Objectives

Target audience

Messages

Formats

Distribution

Evaluation

Mill Creek Watershed, Lancaster, PA
Degraded WQ due to livestock in streams. Not
meeting WQS
Restore WQ to meet designated uses.

Educate farmers about benefits to fencing off streams
S0 20% of stream miles will be fenced by 1998.

1,000 Amish farmers in the Mill Creek Watershed
Fencing will improve herd heal
Bufferswill create deer habitat, wildflowers.

Fact sheets, demonstration projects, one-on-one,
media coverage, videos

Veterinarians, BMP tours, FFA projects, feed dealers,
the grange

# miles streambank fenced. # farmers contacted. WQ
measurements.




Pulling It All Together

e Why do you need to do outreach?

e Who do you need to target and why?

e What messages will they respond to?

e What formats will you use?

e How will you distribute the formats?

e How will you measure progress/success?




Write it down

e Assign responsibilities
e Assign costs
e Develop timelines




Once you’re done, do it again... hg

Awareness.

—

s WEALL'LIvE DownsTREAM
Protect Your Watershed.

—
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Thank You

After viewing the links to additional resources, please
complete our online feedback form.

Thank You

Links to Additional Resources




