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Outreach 
Building Blocks



• Consider who else 
can help you.



Step 1:
Driving Forces
Goals and 
Objectives



GOAL

OBJECTIVES

ACTIVITIES
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How?
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Driving Forces



Step 2:  Target Audience



You must implement a public 
education program to distribute 
educational materials to the 
community or conduct equivalent 
outreach activities about the 
impacts of stormwater discharges on 
water bodies and the steps that the 
public can take to reduce 
pollutants in stormwater runoff.



Who Do We Need to Reach?



Age

Location

Behavior Occupation



– Demographics
– Knowledge of the issues
– Communication channels
– Attitudes/perceptions



– Focus groups
– Phone interviews
– Pre/post surveys
– Public agencies
– Community leaders
– Trade associations



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



• Do you have enough 
information on your 
audience? 

• Consider involving 
members of the 
target audience in the 
outreach effort.



Step 3:  
Message



WE PAY YOU TO LOSE WEIGHT
36 People Needed Who are Serious

About Losing Weight!
•Eat Your Favorite Foods Every day
•All Natural – No Drugs
•Doctor Recommended
•Permanent Weight Loss

Call MELANY (555) 266-2079



What is Social Marketing?  

““Using marketing principles and Using marketing principles and 
techniques to influence a target techniques to influence a target 
audience to voluntarily change a audience to voluntarily change a 
behavior for the benefit of individuals, behavior for the benefit of individuals, 
groups or society as a whole.groups or society as a whole.””

- Kotler et al, 2002



Why Social Marketing?

Knowledge is not enough.



Popular Social Marketing 
Campaigns

Buckle Up America
Smokey Bear
Truth Campaign
National Youth Anti-Drug Campaign



Keep America Beautiful



Thinking Like a Marketer  

• Beneficial exchange
– Real Benefits

• 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?

– Too hard to do 
– Takes too long
– Added costs or no cost savings
– Don’t know how to do it
– No one else is doing it 
– Tried it once and it didn’t work



Overcoming Barriers

• Everyone else is doing 
it (or not doing it)

• We’ll teach you how 
to do it

• Save money/get money
• It takes 5 minutes or less
• It’s the cool thing to do
• You’ll get a reward if you do it





Target Your Efforts

• Innovators (risk takers)

• Early Adopters (decisive)

• Early Majority (cautious)

• Late Majority (skeptical)

• Laggards (good luck)

Most likely to adopt new behavior

Least likely to adopt new behavior



Tools for Changing Behaviors

• Social norms
• Commitments
• Prompts
• Incentives
• Simple, vivid 

communication



Social Norms

Behavior perceived as normal and 
expected



Seat Belt Use Last Week 

85%



Commitments

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



Prompts



Incentives 

• Money, money, 
money, money

• Free stuff
• Recognition



Keep it simple ******, and Vivid!

• Don’t litter
• Pick up after your pets
• Only rain goes in the 

drain
• Dirt is a 4-letter word
• 10 things you can do…













Questions?



Step 4:
Format



Format: Displaying the Message

• Print (newsletters/flyers/posters/ads)

• Broadcast Media (PSAs/news stories)

• Electronic Media (Web sites)

• Stuff (magnets/totebags/coupons/rainbarrels)

• Training (mini-courses/community meetings)

• Events (stenciling/community fairs)



www.epa.gov/nps/toolbox/
Contact Don Waye at waye.don@epa.gov
or (202) 566-1170

For Stormwater Outreach materials visit:
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



why

what

how





County of Sacramento and cities of Citrus 
Heights, Elk Grove, Folsom, Galt, Rancho 
Cordova, and Sacramento
$225,000 outreach budget:

• Media outreach
• School and classroom 

presentations
• Integrated Pest 

Management (IPM)
• Local business 

outreach
• Residential outreach
• Storm drain marking

Same Artwork
….Multiple Uses



Postcard

Utility Bill Insert



Restaurant Placemat



Posters for Businesses 



Objects of Everyday
Utility

• Stuff:
– Magnets
– Stickers
– Water bottles
– Drink cozies
– Mouse pads
– Storm drain 

markers



Calendars



• Public Meetings
• (Call them community forums)



Fairs…



Clean ups

Volunteer monitoring



Stormdrain Stenciling



Give Awards…



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 27%
Radio news programs 18%
Friends, family, neighbors 4%
Environmental mailings 2%
Community leaders 1%

Source: Lake Research Inc; for the Upper 
Mississippi Basin

92%



Tips for working with reporters

• Establish a relationship beforehand
• Return calls, respect deadlines
• Be open and accessible
• Provide appropriate background info
• Be proactive rather than reactive
• Provide feedback on coverage



Partnering with local TV stations to add 
content to ‘Weather PLUS’ broadcasts



Videos

www.epa.gov/weatherchannel



Movie Theater Slide from Santa Rosa, CA



Formats

• Web Sites
– Reach larger audiences
– Adaptable/changeable
– Beyond the 30-second spot



In 2002, 61 percent of all
users considered the 
Internet to be a very 
important or extremely 
important source of 
information. 

Add those who said the 
Internet is a moderately 
important source of 
information, and the total 
increases to 91 percent.

Source: UCLA World Internet 
Project, www.ccp.ucla.edu





Step 5:  Distribution
• How will you 

distribute your 
materials?

• Who will 
distribute the 
message?



Distribution

Delivering the message . . .

Mail Piggybacking
Phone Media
Door-to-door Stakeholder-stakeholder
Events Conferences/workshops
Presentations Targeted businesses



Who is your messenger?

• Who does your 
audience trust?

• Who does your 
audience 
believe?

Conservation Cowboy from Grapevine, Texas.



•Great program awareness builder
•Has fans 
•Draws audiences

MASCOT:
Eddy 
Trout



• Will your materials 
elicit the reaction you 
want? 

• How do you know?



Step 6:
Evaluation

?



Maybe our price is too high.



Why evaluate?

• To meet reporting requirements
• Understand what went right and wrong
• Helps with your annual report!



When do you evaluate 
your program?

Before
During
After



Before …

• Are the objectives consistent with the 
goals?

• Will the message be accepted and 
understood by the target audience?

• Will you be able to measure the 
objectives?

• Do you have enough resources to 
implement the activities?



• Those indicators related to the execution 
of the outreach campaign itself.
—Did you meet your activity target dates?
—Did you allocate enough staff?
—Did you keep to the budget?
—Stats!

• # of brochures
• # of web site hits
• # of newspapers running the ads and readership
• # of storm drains stenciled
• # of volunteers attending activities

During…



After…

• Did we meet our milestones?
• “What happened for the money spent?”
• Did the target audience change their 

behavior?
• Pounds of household hazardous waste collected
• Number of calls reporting illicit discharges
• Number of people surveyed with increased 

knowledge of stormwater issues 
• Number of people surveyed with changes in 

behavior
• Are there water quality improvements?



• Did you plan to do 
baseline research?



2004 Survey of Tampa Residents

• After the watershed education effort, 
30% of residents said they live in a 
watershed.
– A 58% increase!



Write it down

• Assign responsibilities
• Assign costs
• Develop timelines



For more information go to…

• www.epa.gov/npdes/
stormwater/menuofbmps 



www.Smartwaterways.org

Vermont’s Regional Stormwater Education Program



Questions?



Brant D. Keller PhD
Director Public Works & Utilities



Branding

What do People Identify 
Your Program “With”





Create the Vision



Printed News Media



A Picture is Worth
A “10000” Words



Stormwater Utility
Funds Hard 

At Work



14,000 Reports Distributed Annually





By Brant D. Keller

I have had the opportunity to fly over all major rivers, tributaries, and 
lakes in my state both during wet-weather events and through three years of 
drought. It was not a surprise to see sediment and tons of it. Stream and river 
channels are reshaped by sediment loading. Properties that once were areas of 
sustainable use have been turned into barren waste created by urbanization and 
agricultural transported sediment.

Erosion and sediment are not new issues in the nonpoint-source arena. 
America has been attempting to cope with erosion since the days of the Dust Bowl. 
The 305(b) and 303(d) lists are full of stream segments not meeting water-quality 
standards because of sediment loading, not to mention the other pollutants captured 
by the sediment as it moves downstream.

The tragedy of this sequence of loading events is that erosion and 
sediment controls are not new phenomena in the world of stormwater runoff. During 
the Dust Bowl era, we should have learned a valuable lesson about wind and sheet 
erosion. In the 1970s, many states created erosion and sediment control manuals 
designed to address these problems. At that time, it appeared we were going to get 
the job done and keep sediment out of our streams and rivers. Wrong! Watershed 
assessments and stream walks prove that the legacy of erosion still exists today.



Getting People Involved



9 Person Watershed Council



An Environmental Advisory Committee (EAC) was established by 
the McIntosh Trail RDC early in 2001 to address the fecal 
coliform TMDL. This EAC consisted of Potato Creek Watershed 
stakeholders, including the six participating governmental entities 
and RDC members: City of Griffin, City of Thomaston, Lamar 
County, Spalding County, Pike County, and Upson County.  
Other EAC members included the Technical Partners and the 
Natural Resources Conservation Service. A preliminary TMDL IP 
for Potato Creek was produced by the RDC and submitted to 
EPD in March of 2001.  This plan incorporated input and 
comment from the EAC and reflected the desire of the EAC to 
address fecal bacterial pollution throughout the Potato Creek 
Watershed.  The RDC and EAC were unaware of the specific 
source(s) of fecal bacteria, so the most appropriate BMPs for 
reducing source inputs were unknown at that time.  Therefore, 
the RDC committed to sponsoring a project, with the assistance 
of the EAC, to first identify the sources of fecal bacterial pollution 
in the Potato Creek Watershed, and then to identify the 
appropriate BMPs to achieve the desired pollutant load reduction. 
Specific project objectives, as identified in the 319 grant 
application, included:
Characterize all fecal coliform sources to the Potato Creek 
Watershed through a Bacterial Source Tracking (BST) program
Identify appropriate watershed-wide and site-specific BMPs that 
will be used to effectively control and reduce the inputs of fecal 
coliform identified under Objective A 
Through coordination with the EAC, produce a revised Potato 
Creek TMDL IP 

Coordinating Regional Council:



Plant
the 

Future



Annual Stream Clean Up

102 Tons



Fellowship Pays Big Dividends

“Priceless”



Griffin has E/S Training Site for Developers and Builders

37 Contacts



358 Training Sessions One on One in 2005





Welcome to the Home Page for The City of Griffin's
Stormwater, Water & Wastewater, and GIS Departments. 

Please click on a department banner below to enter.



17,000 Bill Stuffer … 3600 Surveys Returned = 21% 

 
Please take a few moments to complete this brief survey.  Your opinion of Griffin’s Stormwater Division will be very valuable in 
planning future projects and evaluating the effectiveness of our Stormwater Program.  Please return this survey with your utility 
bill or drop the survey in the “Drop Box” at the MEAG Power office by June 30, 2004.  
 
1. Do you live within the City Limits of Griffin? 
   YES  NO 
 
2. Did you know that the City of Griffin has a  
  Stormwater Utility to address problems associated  
  with street run-off?  

YES  NO 
 
3. Have you ever reported a problem to the Stormwater  
  Utility?   

YES  NO 
 
4. If you answered yes to question 3, was your  
  problem resolved in a timely manner? 

YES  NO 
 
5. If you answered no to question 4, were you  
  provided with a reason why it could not be resolved? 

YES  NO 
 

6. Did you know that the Stormwater Division is 
 responsible for floodplain management, erosion  
  control and the discharge of pollutants into the City’s  
  streams?   

YES  NO 
 
7. Did you know that the City is required by the  
  Georgia Environmental Protection Division to clean  
  stormwater run-off to the maximum extent  
  practicable?   

YES  NO 
 
8. Do you feel that the monthly Stormwater fee is a tax  
  and not a user fee?  

YES  NO 
 
9. Did you live in Griffin before the Stormwater Utility  
  started in 1997?  

YES  NO 
 
10. Have you noticed a decrease in flooding  
  within the City and an improvement in the way the City  
  handles stormwater problems since 1997? 

YES  NO 
 
 
 

11. What do you feel should be a priority with the 
  City’s Stormwater Utility?  Rank from highest 
  priority to lowest priority, 1 being the highest 
  and 6 being the lowest. 

a. Flood improvement projects (larger pipes, 
detention ponds, etc.) 

b. Water quality improvement projects 
(enhancing the fishing and recreational 
quality of streams, etc.) 

c. Stream channel enhancements (repairing 
eroding banks, removing debris, etc.) 

d. Public education on how to reduce 
pollution in stormwater run-off 

e. Repairing and maintaining the current 
drainage system (cleaning culverts and 
catchbasins of debris, cutting vegetation in 
ditches, and sweeping streets, etc.) 

f. Stopping people from dumping debris and 
contaminants into storm drains 

12. Would you be willing to pay more in your 
  stormwater utility bill for increased funding of the  
  highest priority you selected in question 11? 

YES  NO 
 

13. Would you be willing to serve on the Watershed 
  Advisory Council to provide input in the community?
   

YES  NO 

14. Would you be willing to participate once a year in a 
  stream cleanup program? 

YES  NO 

Thank you for taking the time to complete this survey! 
The information we receive will greatly help us to improve 
our program.  Feel free to write any additional comments on 
the back of this survey. 

Please check our website (www.griffinstorm.com) for 
additional information about our program and the results of 
this survey. 

 

City of Griffin Stormwater Division 
Comprehensive Stormwater 

General Public Survey

And the Survey
“Said”



12,578 Students 
K-12 Grades
Correlated in

Curriculums Weekly

Over 800
Students

Demonstrated
Hands On



WaterWise

578 5th Graders
For

10 Years





Water and Wastewater Department
Gets Involved in Illicit Discharge
Fats, Oils and Grease Program

156 Restaurants, 46 Churches and 21 Schools



Interactive 
Watershed 

Game

2000 Copies
Distributed



Speaker’s Bureau

Over 125 Local 
Presentations

Comprehensive Stormwater 
Master Plan



Town Hall Meetings

101 Concerned Citizens



One on One



“Website Can Not Be Static”

Our Site get 70,000 to 150,000 Hits Monthly
And an average of 5:01 Minutes per Visit



Welcome to the Home Page for The City of Griffin's
Stormwater, Water & Wastewater, and GIS 

Departments. 
Please click on a department banner below to enter.



Mobile Public Information Booth

Booth Moves Bi-Monthly and Changed Annually

10,000 Exposures
Annually



DVD Movies
Tells the Story

Viewed by 
3000 or more Folks



Who is your Audience “Just another Way to Get the Message Across”



Education is a 
Team Effort





Georgia 
Department 

of 
Community 

Affairs



The Job has Only Just Started

Continuous Evaluation of your Audience
And Your Message



7,500 
Given Out

3,000
Given Out

1,700
Given Out

Inform People



Questions?
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