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Minnesota has had an established state invasive species program since 1991, with heavy
emphasis on using education to prevent the spread. They have targeted boaters and
anglers with a nationally-accepted set of prevention steps (see Chapter 2 for more
details). Survey results, as well as infestation levels, demonstrate that the approach has
worked. In 2000, 90% of Minnesota boaters reported taking special steps to prevent the
spread of invasive species when moving their boats. As of late 2004, approximately 160
inland Minnesota lakes had confirmed Eurasian water-milfoil infestations, compared to
more than 400 in Wisconsin. Only 2 inland Minnesota lakes were confirmed to have
zebra mussels, as compared to approximately 50 in Wisconsin. While not all variables
in the two states are the same, the success in Minnesota is promising. Wisconsin’s
statewide program, the bulk of which started after 2001 (highlighted in Chapter 3), is
based heavily on Minnesota’s successful efforts.

Surveys and data indicate )

that education can be B N e
extremely effective in pre-
venting the spread of inva-
sive species, but this battle
will not be won with a
statewide education effort
alone. Numerous groups —
schools, counties, towns, lake
associations, businesses —
have recognized this and are
beginning to launch their
own prevention education
efforts. This handbook is MICHIGAN SEA GRANT
designed to serve as a

resource for those interested in aquatic invasive species education efforts. It includes a
compilation of information on the state program, resources, contacts, and action strate-
gies. It also provides some suggested approaches for designing successful local educa-
tion efforts. The hope is that this book will serve as a resource for those who might be
interested in taking on this issue but don’t know where to begin! Finally, this handbook
serves as a single place to go for information on the statewide educational resources and
programs that exist in Wisconsin and ideas/suggested strategies on how to move forward
with local aquatic invasive species education efforts.
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Aquatic invasive species have major impacts on the waters of Wisconsin and
our ability to enjoy them.

Ecological impacts — Invasive species have the ability to change aquatic

systems and the plants and animals that live in them. Plants like Eurasian
water-milfoil form dense mats that shade out native plant species. Zebra mussels
encrust the shells of our native mussels, making it difficult for them to survive.
These invasive mussels also consume the tiny plants and animals that young fish
rely on for food. Wetlands overrun with purple loosestrife no longer support
animals that depend on native plants for food and shelter.

Economic impacts — The costs to control invasive species are extremely high. Indi-
vidual lake organizations spend tens of thousands of dollars per year to

simply manage (not eradicate) invasive plant populations. Power plants and
industries spend millions of dollars combating the zebra mussels that threaten to
clog their water intakes. The Great Lakes support a $4 billion fishing industry
that is also threatened by current and future invasives.

Recreational impacts — Invasive species have the ability to harm native

sport fish populations — the decimation of lake trout populations by sea lamprey

is a good example. Invasive plants often form dense mats that make boating,
fishing r yo sheltwimminduicult for19.7(ebra mussels)] TJ ust the piof ,e Efecitns by ,



A Brief Look at the National Perspective

This chapter provides a brief overview of some of the aquatic invasives
species work taking place at a national level, specifically the contributions that
have been made to information and education efforts focused on prevention
of spread. This will hopefully lead to a better understanding of how the guide-
lines used in Wisconsin were developed. Additional information on national
legislation is included in Chapter 3, after discussion of state aquatic invasive species laws. Numerous web sites
from national programs and agencies are provided in Chapter 6 under WWeb Resources.

The ANS Task Force and its Role at the National, Regional, and State Levels

The Aquatic Nuisance Species (ANS) Task Force was created by the passage of the federal Nonindigenous
Nuisance Prevention and Control Act of 1990 (NANPCA). The Task Force has since served as an oversight
organization, coordinating national ANS activities and implementing NANPCA. The NANPCA mandates were
expanded with the passage of the National Invasive Species Act (NISA) in 1996 (see box above). The ANS Task
Force is chaired by the U.S. Fish and Wildlife Service and National Oceanic and Atmospheric Administration, and
consists of 7 federal agency representatives and 11 ex officio members. Task Force committees focus on a variety
of broad issues, including risk assessment and management; monitoring; research protocol and coordination;
communications, education, and outreach; and specific issues, including round goby control; recreational
activities; and the Chicago waterways dispersal barrier.

Regional ANS panels also exist throughout the country, and their role, as established by Congress, is to advise

and support the Task Force in carrying out its responsibilities in their region. The coordinators of each panel report
to the Task Force. Wisconsin has been represented on the Great Lakes Panel on ANS since its inception in 1991.
We are now also part of the more recently formed Mississippi River Basin Panel on ANS as well. Much is accom-
plished in these panels — working on a regional level brings in expertise from a number of states and has lead to
numerous regional and even national collaborative projects, ranging from publication development to full-scale
outreach and control initiatives.

The ANS Task Force also supports implementation of ANS prevention and control strategies at the state level.
States submit management plans, and if approved by the Task Force, the states then receive federal funding for
ANS activities. Wisconsin’s plan was approved in 2003, and the state now receives federal money to supplement
its state dollars to implement the plan. (A summary of Wisconsin’s Comprehensive State Management Plan is
included on the accompanying CD.)

What does this mean to us?
Recreational activity guidelines — where did they come from and why should we use them?

While the work of the national Task Force sounds good, it may be hard to see direct benefits/impacts on the work
being done in Wisconsin, aside from the funding we’re receiving. However, the Task Force leads the development
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of the nationally accepted voluntary guidelines for recreational users. This is an example of work at a
national level that is linked directly to education initiatives in Wisconsin.

In NANPCA, recreational water use, including boating and angling, was recognized as a means of
transport and spread of aquatic invasive species. The Task Force was charged with developing voluntary
national guidelines (with supporting information and analyses) to prevent the spread of aquatic invasive
species through recreational activities. It established a recreational activities committee to draft the
voluntary guidelines. The committee members represented state and federal natural resource agencies, as
well as boating, fishing, and aquaculture interests.

The Great Lakes panel had already developed several guidelines after confirming with a survey that
different members were promoting different messages, and therefore boaters and others were likely con-
fused about what to do. The national committee used these guidelines as a starting point. However, it still
took them four years and a great deal of work to come up with the guidelines that finally received federal
approval (published in the Federal Register, December 28, 2000, 65(250): 82447-82451).

The goal of the voluntary guidelines is to provide clear, concise information for distribution to the public
identifying specific steps that can be taken to avoid the transport of aquatic invasive species. A great deal
of work was put into insuring that the guidelines were simple, effective, reasonable, and easy to read. The
benefit to developing national guidelines is consistency throughout the country — boaters, anglers, and
others who visit many different places should see/hear the same basic message in a variety of contexts and
from different sources (see photo of sign from Illinois/Indiana below). For this reason, it is important that
WI DNR, W1 Sea Grant, University of Wisconsin-Extension and any others in the state working to edu-
cate the public on this issue use these guidelines!

Prevention steps for boaters and anglers should basically be as follows (with only minor differences,
“wash” instead of “rinse” might be an example), often with an accompanying graphic:

Inspect and remove aquatic plants, animals, and mud from your
boat, trailer, and equipment before leaving the water access;

pECIES pmsoﬂ'

Drain water from your boat, motor, bilge, live wells, and bait
containers before leaving the water access;

Dispose of unwanted bait in the trash;

Spray/rinse boats and recreational equipment with high
pressure and/or hot tap water (> 104° F), especially if moored for
more than a day, OR

Dry boats and equipment thoroughly for at least 5 days. ILLINOIS/INDIANA SEA GRANT

These are the steps you will see in publications from other Great Lakes states, as well.

The steps are simple, easy to follow, and always presented in the same order. They are demonstrated by
watercraft inspectors at boat landings. These prevention steps are the basis for any education materials
developed at a statewide level that target boaters and anglers.

Similar steps were developed for other water recreation activities, including SCUBA diving, waterfowl hunting,
and personal watercraft use. Many of these are included in the “Help Stop Aquatic Hitchhikers” brochure
(see resource section). To view these steps, you may also visit www.protectyourwaters.net, the web site for
the national Stop Aquatic Hitchhikers! campaign. See Chapter 8 for more detailed prevention steps.
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About the grants

Agquatic Invasive Species (AlS) Control Grants are designed to assist in a state/local partnership
to control aquatic invasive species. The DNR was directed to establish procedures to award cost-
sharing grants to public and private entities for up to 50% of the costs of projects to control inva-
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UW Sea Grant Program

Wisconsin Sea Grant has been working in aquatic invasive species (AlS) prevention since the mid 1980s when
zebra mussels were first found in the Great Lakes. They offer a range of publications on AIS as well as water
quality, K-12 education, marine safety, habitat restoration, fisheries, and coastal engineering. They also have
a strong Geographic Information System (GIS) program and are part of a network of eight Great Lakes Sea
Grant programs that work together to provide information and outreach to Great Lakes residents and users.

The Sea Grant Nonindigenous Species website (www.sgnis.org) offers publications and abstracts available
online. Many of the publications are peer-reviewed but some additional literature is available as well.
SGNIS offers an extensive kids’ area with information and activities involving invasive species. In addition
to articles, SGNIS provides AlS photos for presentations and publications. Low-resolution photos for slide
presentations are available online and are available at high resolution upon request.

State Volunteer Programs — Opportunities to Take Action

Volunteers statewide are looking for opportunities to help in the fight against invasive species. The following
statewide programs offer opportunities to get involved with invasive species and other water quality issues.

L N B e R
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Case studies highlighting groups that have implemented these programs in their communities are included
in Chapter 5.

Clean Boats, Clean Waters Volunteer Watercraft Inspection Program

In 2002, a group of students from northern Wisconsin researched the impact tourism had on their town,
Minocqua, and the devastating impacts aquatic invasive species could have on the surrounding lakes. They
proposed an action plan to prevent the spread of an invasive aquatic plant, Eurasian water-milfoil. The
Christopher-Columbus foundation, recognizing innovative ideas from young people, awarded this group
$25,000 to develop and market an educational tool kit for boaters along with a volunteer watercraft
inspection program, and the Milfoil Masters program was born (see Chapter 5, page 58 for a case study).
This successful project worked to create an awareness of invasive species and the steps each boater needs to
take to prevent their spread.

Within a year, the DNR Invasive Species Program allocated funds to continue the momentum started by the
Milfoil Masters. A new expanded program, Clean Boats, Clean Waters, grew out of this successful project.
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State Laws

A number of state statutes and administrative rules (which have the force of law) have been
established in Wisconsin to regulate some component of aquatic invasive species introduction,
control, or spread. Several of these are summarized very briefly below. The actual statues and
administrative rules can be viewed in full online. Wisconsin Statutes, promulgated by the State
Legislature, can be found at www.legis.state.wi.us/rsb/stats.html, and administrative rules,
promulgated by state agencies such as the DNR, can be found at www.legis.state.wi.us/
rsb/code/. For direct links to several of the statutes and rules listed below, visit the National
Invasive Species Council web site at www.invasivespecies.gov/laws/state/wi.shtml

For years, Wisconsin had a variety of statutes and administrative rules that dealt with exotic
species, but 2001 Wisconsin Act 109, which was a state budget adjustment bill, established a
statutory framework for the comprehensive state aquatic invasive species program (statewide
program; invasive species council; watercraft inspection program; reporting process to the
legislature; re-writes of statutes dealing with nuisance weed [purple loosestrife and multiflora
rose] control, research, education; re-writes of statutes dealing with aquatic plant permits;
regulations prohibiting the launch of boats with plants or zebra mussels attached).

Pertinent statutes (In statutes below, “the department” refers to the Department of Natural
Resources):

s. 15.347 (18) Governor’s Council — establishes criteria for the invasive species council
membership and meetings.

s. 23.22 Invasive species — Definitions; includes department responsibilities in establishing
a statewide program,; specific duties of the Governor’s council, including subcommittees;
watercraft inspection guidelines; reporting guidelines.

s. 23.235 Nuisance weeds — Includes purple loosestrife (and multiflora rose); law prohibits
their sale or distribution; directs the department to develop a state-wide plan to control purple
loosestrife,
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Launching fees
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As noted above, differential fees can only be charged on the basis of residency within
the unit of government maintaining or operating an access site. A special fee based only
on riparian ownership or lack thereof would not be appropriate.
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Boat launch fees can not exceed the maximum allowable amount established under
s. NR 1.91 (11), Wis. Adm. Code.
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Under s. 30.50(2), Stats., a boat means “every description of watercraft used or capable
of being used as a means of transportation on water, except a seaplane on the water
and a fishing raft.” Relying on this definition, canoes and kayaks could be required to
pay a launch fee, but a fee could not be charged for scuba equipment. However, no
more than the base fee may be charged for a canoe or kayak as they are non-motor-
ized or non-trailered boats. A non-motorized boat is a boat which is not a motorboat
but which is designed and constructed to be used as a boat for transportation of a per-
son or persons on water. This term includes, but is not limited to, any canoe, sailboat,
inflatable boat or similar device, row boat, raft and dinghy which is not a motorboat.
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Normally launch fees are collected through the use of launch attendants who are on
duty during the day or through the use of an honor system, where the user voluntarily
pays for launching when no attendant is on duty.
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Launch fees are the responsibility of the municipality that is operating the launch site.
Any questions or concerns concerning the reporting of launch fees should be directed
to the municipality that maintains the launch site. The DNR’s jurisdiction or authority
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Boat Wash Facilities
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There are no existing state guidelines for the construction, placement and use of
permanent boat wash stations.
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There are no state guidelines for portable washing stations.
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Washing as a condition of access may be required only if a boat wash facility is
readily available for public use, no fee is required for the use of the boat wash
facility and the requirement does not unreasonably exclude any boat from
access to public waters.
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A lake association/district would nei286 TD 241lission of 6 TDDNR to place a
boat wash facility on an access area owned by the state. In such circumstances
the lake association or district would nei2860 enter in6o a land use agreement
(lease) with 6 TDDNR. Such agreements would include an assumption of all risk
by the o 24ator and an insurance requirement.
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Yes, this could be accomplishi286 rough an o 24ational lease86 at would include
indemnification clauses.

#s l.!ég PR N RN N B4, éf@&/‘/zt/api( 4,87

Closing a public launch site by a county or town would be viewed as an aban-
donment of a public access, which would requireDDNR approval. T TDDNR
may grant an abandonment only if the access site or part thereof proposi2860 be
abandoned or discontinued is replaced prior to granting 6 TD 2tition, or the
access proposi2860 be abandoned does not contribute 60 6 TDquality or quantity
of public access on the body of water. In addition, an access site may be aban-
doned where environmental degradation is occurring at the site as a result of
existing use, and abandonment of the access will reduce or eliminate the degra-
dation without reducing public interests in access to 6 at body of water.

T TDDNR’s authority does not apply to cities and villages, but court approval
may still be required if the access site is part of a platted subdivision or if the site



is considered part of a highway and objections from adjoining landowners are
received.
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A local ordinance may place conditions on the use of a launch site and limit
access if boats are not washed, only if a boat wash facility is readily available for
public use, no fee is required for the use of the boat wash facility, and the
requirement does not unreasonably exclude any boat from access to public
waters.
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Designing Educational Programs — Let's Get Started!

Say you are ready to change the behavior of boaters in your community so that

27



may find useful — U.S. EPA and Cooperative Extension fact sheets that focus on
community-based education, resources on how adults learn, and other tips for
reaching adult learners.

You may also consider visiting the UW-Extension Program Development and
Evaluation Web Site at: www.uwex.edu/ces/pdande for a number of excellent
resources on program planning and evaluation.

In 1994, Minnesota Sea Grant conducted a survey of
registered boaters in Minnesota, Wisconsin, and Ohio
to gain a better understanding of what aquatic inva-
sive species information boaters had, where they got it,
and what they were doing (if anything) to prevent the
spread. While there are a number of possible mecha-
nisms for aquatic invasive species transport, boaters
are known to be one of, if not the, most significant vec-

tors for transport of the species between water bodies.
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Getting in Step — Developing Your Outreach Campaign

(taken from “Getting in Step: A Guide for Conducting Watershed Outreach Campaigns,” a U.S. EPA publication)

The following steps to developing your outreach campaign are discussed below:
Define the driving forces, goals, and objectives
Identify and analyze the target audience
Create the message
Package the message
Distribute the message

Evaluate the outreach campaign

Step 1 — Define the driving forces, goals, and objectives

Consider what’s driving the need for an outreach campaign. This will help
you determine the scope of your campaign and focus on exactly what you’ll need
to do to get the job done. Usually, the driving force centers around a specific issue
and, if you're reading this hand book, that issue probably has something to do
with aquatic invasive species, and perhaps a desire to help prevent their spread.

The next step is to identify your goal. Maybe your community does not yet have
aquatic invasive species problems, and your goal is simply to raise awareness of
the importance of the lakes in your area and, because of the potential impacts of
invasives, the need to protect them. Or, you might be quite concerned about the
spread of invasive animals through bait bucket releases or invasive plants from
water gardens, so your goal may be to change the behavior of area anglers or
gardeners, encouraging proper disposal of unwanted bait and plants in the trash.

Whatever your goal, once you've identified it, you can develop several objectives
for trying to reach it (ask yourself, “How am | going to do this?”). Objectives
should be SMART: specific, measurable, action-oriented, relevant, and time-
focused. The basic idea is to keep your desired goal/outcome in mind — do you
want to create awareness or encourage action by a specific group (anglers or
gardeners, for example)? The more specific you're able to make these objectives;
the easier it will be to know if you’ve actually achieved them! For example, if your
goal is to raise awareness of the invasive species issue, one objective may be to
arrange presentations or exhibits on the subject at three scheduled events in the
coming year — fairs, festivals, river clean-ups, etc.

Evaluation after each step of the process can be quite valuable — getting feedbackals,ms0 gwneedyou 7(onsidworkes
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the registered boaters that responded to the survey were male. Because we use
public serwce announcements as one method to reach this target audience, we asked what
types of radiostations they listen to. The top three answers were oldies/classic rock music
(58%), country mugic (45%), and talk radio (42%). Therefore, we will target these types of
radio stations when pychasing air time. We can combine this with other data that did not
require a survey — knowledge that boaters are out in largest numbers on the weekends,
and particularly on holiday wegkends (Memorial Day, July 4th, Labor Day). So, to get the
most bang for our buck, we migh to purchase air time on the sorts of stations mentioned
above and at times close to/during big boating weekends. And, we might target the public
service announcement message towards™qales, since they are the largest component of
our audience.

Surveys also kelp you to understand your audience’s
motivation for taking action or, sometimes more
importantly, NOT taking it! This prevents you from
having to guess. For example, it might be easy to
assume that most boaters whearen’t taking action to

or convince them that the prevention steps really do work and can prevent the spread
Another commonly assumed excuse for inaction is inconvenience — perhaps people don’
feel they have the time to take precautions. If you are working under this assumption, you
might focus effort on convincing people that the steps are very simple and take very little
time. However, all of these things are really just guesses, and in fact NOT what were found
to be the primary reasons for inaction in the boater survey.

Of the Wisconsin boaters surveyed who reported that they moved their
boats between water bodies in 2003, 80% stated that they do take special
steps to prevent the spread of aquatic invasive species (up from 39% in
1994!). Of the 20% who said they don’t take special precautions, the
single biggest reason reported was that they didn’t know exactly what to do (43%). The next
highest percentage (41%) reported inaction because boat washing equipment wasn’t readily
available. (Percentages total more than 100 because respondents were asked to circle all

that apply).

What about the “assumptions” for inaction mentioned-above? Only 2% didn’t believe
aquatic invasives are a problem—efty 2% didn’t believe special precautions will prevent

ke eventuat-spread of invasives, and only 9% said that taking these steps is inconvenient
(donhave time). So, what does this mean? First, it indicates that efforts to raise awareness
about invsgive species have been successful. Most people know that invasive species are
“bad” and eveq that boater actions are important. In fact, they’re important enough that
most people don™Nylame inconvenience for not taking action. Se—e¢tcation campaigns
may not need to spentha great deal-efefforttrying to convince boaters to care about inva-
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even without detailed knowledge of individual species, was enough to convince boaters that
taking precautions was important.

Instead, the survey points to the need to take the next step, focusing on teaching boaters
exactly what to do to prevent the spread of aquatic invasive species. Watercraft inspectors at
landings, for example, can spend time one on one with boaters working through the pre-
vention steps with them. The fact that many perceive boat washes as necessary for preven-
tion also indicates the need for more emphasis on the prevention steps themselves. While
washing boats is one step that definitely helps to prevent the spread of aquatic invasives,
there are simple steps (inspecting and removing plants and animals, draining water, and dis-
posing of bait in the trash) that are extremely effective, can be done right at the boat land-
ing, and do not require any special equipment. So, making sure that boaters understand all
of the steps should also be a priority. There will likely never be boat wash facilities at every
landing in the state, but that doesn’t mean that boaters can’t be effective in preventing the
spread of invasive species!

STEP 2 PROCESS CHECKLIST JConsider the following before moving on:
Have | defined the audience in a way that separates it from the general public?
How many target audiences or segments have | identified?

Have | segmented the target audience so that | can develop messages for
each subgroup?

Is the target audience for each objective sufficiently defined?

Have | identified the communication channels used by the target audience?
Have I collected enough data on the target audience?

How long will it take to collect survey data on the target audience?

Do | understand the target audience?

Do | know what is important to the target audience?

Do | know what barriers prevent the target audience from changing
its behavior?

Are there barriers to accessing the target audience that can
hinder the plan?

Step 3 - Create the message

After you have information about your target audience, it’s time to work on a
message that will reach them and help achieve your objectives. Your message should be
different then simply restating your objectives — objectives describe final results; messages
prompt the knowledge, attitudes, and actions needed to achieve them. You can take a
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and after noting if these items had already led them to take action, the boaters
were asked to choose up to four of their “very effective” items that they feel
would be most effective in getting them to take action. The top responses were
as follows:

A desire to keep aquatic invasive species out of our waters (51%)
A sense of personal responsibility (45%)
Signs at marinas and boat launches (35%)

Laws or regulations to prevent the transport of aguatic invasive
species (28%)

Fines that must be paid by violators (26%)

Enforcement checks on the road or at boat launches to catch
violators (23%)

Fishing or boating regulation pamphlets (23%)

A desire to prevent damage to my boat or equipment (21%)
Talking with friends or acquaintances (20%)

Media sources (newspapers, radio, TV) (18%)

Brochures, species 1D cards, fact sheets, other printed
materials (14%)

(A number of additional items fell below 10%.)

Many of the answers in the second question are likely to come in handy during
other steps of the planning process. Perhaps your goal or objective (Step 1) is to
increase local enforcement of aquatic invasive species laws. Or, maybe knowledge
of the strong desire to keep invasive species out of our waters and the sense of
personal responsibility noted by boaters would be helpful in crafting your mes-
sage (Step 3). However, when taken together, the two questions are also helpful
in determining how to best package the message to reach boaters.

Not only did boaters say that they had learned about this issue through signs,
but these signs were one of the most effective tools in getting boaters to take
action. So, this supports continued sign posting at public landings by DNR staff,
and encourages local groups to get involved in helping to install these same signs
at private/smaller landings. Fishing and boating regulation brochures were also
seen by many and cited as an effective tool in promoting action by boaters. So,
the DNR will continue to improve its placement of prevention information in
these publications. Media sources also ranked high, both in terms of visibility of
the message and effectiveness. This information can be used by the statewide
program, which will continue to issue press releases and participate in radio and
TV interviews. Local groups considering education initiatives should be encour-
aged to use the media (something that is discussed further on the following pages).
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Negative survey responses are also very informative. Internet web sites ranked
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Format options
o0

As evidenced in the survey questions discussed above, people tend to get their
information from the media. It reaches large numbers of viewers/readers with
each edition. News media are effective, widely available, and often FREE.

It is useful to develop a relationship with the media in your area. You may want
to introduce yourself to local reporters before ever submitting a story. This will
help you to understand what the reporters need and help them to understand a
bit more about your efforts. Maybe then they’ll even call you if they are covering
a related story!

Choosing the right format

* Creates awareness, publicity, and « Working with reporters * Events
recognition takes time and patience » Weekly reports
* Most popular source of « Reporters might change « Hot topics
environmental information focus of desired coverage . Controversial issues
" Free . . * Training on giving « Public education
» Can reach a large captive audience interviews might be needed

* Can include graphics and video

» Most people would rather
watch than read

* Stiff competition for air time « Events
* \ery passive
« Difficult to evaluate effectiveness

 Can be expensive to produce
TV PSAs of suitable quality

« Short format often does not
allow for more than awareness

« Little control of airing without
paying; sometimes aired later
at night

» Message can be obscured by
commercial clutter

* Target audience might not be
watching/listening when
advertisement is aired

« Can be free to air
* Can reach a large audience
« Can focus in on target audience

» Can provide follow-up through
toll-free medium (hotline or Web site)

e TV ads provide high impact and the
ability to demonstrate a behavior

 Fundraisers
* Building awareness

 Can discuss an issue in depth * High costs * Workshops
* Have control over the content * Hard to do well « Public education
* Can be visually appealing * Need a good distribution .

mechanism beozls

» Can air on cable television stations

* Can reach a large audience o . * Articles and

« Can be more technical than other formats  * Frinting and mailing are costly interviews

« Can tailor messages for specific * Require staff time * Events (announcing
audiences for different publications * Passive, not participatory and summarizing)

+ Go beyond building awareness by + Only as good as the mailing list [REACIESIRIY
providing detailed information used or kiosks and help desks « Scientific data

« Reach more educated audiences th;.re placed Chave th . Ffieqduk?stiE?

; ; ; * Audience must have the eedback from

'g‘gg:ﬁr}f]% ??Igtglrligll ML, AT S interest to pick them up and public

read them « Public education

* Might provide more credibility » Small ads might not be noticed

» Often low-cost
(with unit prices decreasing with quantity)

*» Good to use as a follow-up mechanism

(taken from “Getting in Step: A Guide for Conducting Watershed Outreach Campaigns”, a U.S. EPA publication) continued on page 40
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Choosing the right format (cont.)

» Good for persuasion

« Can model positive behavior
* More personal

 Offer two-way communication

¥
 Can be participato
| ,gﬁnf‘@n}! -Goodfo‘: o
workshops persuasion

conferences * Can m°de&%’&§%qzﬁ'3f¥ 'fL,'f 1.833.50(s)Tj /F3Tf03917733 -1.33 T3
group mtgs. « More person ssia
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libraries
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fairs/events
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News releases supply reporters with the basics they need to develop a story. You may choose
to write them in a style that can be used “as is”, though many reporters will choose to rewrite
the stories. When reviewing news releases, reporters typically look for a local connection — a
local person, city, county, or water body. You can use news releases to announce upcoming
events, highlight community efforts, discuss policy issues, etc. Releases should be sent a few
days before reporters’ deadlines, and you may want to place follow up calls to the reporters to
confirm that the release arrived and answer any questions.
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News releases are usually one page long, but they can be longer if the subject is sufficiently important.
When writing a news release, start with the local connection and “news nugget” — the most important
element — first. Then present supporting information, putting the least important material at the end. It’s
important to grab the reporter’s attention in the first paragraph. Quotes from a spokesperson can be
included, although many newspapers might want to confirm direct quotes prior to publication. What
makes the news? To increase the chances that your release will be used, keep in mind the elements
reporters look for in a news story.

Your release doesn’t need to have all the elements listed below, but the more of them you include, the
better your chances for coverage:

Involve local people or issues/documented statistics
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Though some radio and TV stations will play
Public Service Announcements (PSAs) for free,
it may be at undesirable times (like 3 a.m.) and
you won't necessarily be assured of reaching
your target audience. So, many groups choose to
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Costs for various outreach materials

Magnets $300 for 2-color business card size

Posters (11" x 17", 4 colors, glossy paper) $1,000

Canvas Tote Bags

1 color, 2 sides $3,100
2 colors, 2 sides $3,850

Stickers (one color, 3" diameter)

Lapel pins

Key holders

Printed fact sheets (2-sided)

1 color
2 colors
4 colors

Trifold panel brochure (11" x 25.5")

1 color
2 colors
4 colors

Tabletop

10' x 10'

Panels on bus interior (bus boards)

. . . $1,250/month per bus
Vinyl Panels on entire bus exterior (fees may be h

Billboard

Register domain name

4" x 6" ad

30-second PSA

Stock photos on a CD-ROM

(d
g€ Y48 4

When done right, an oral presentation can be a great way to reach your target audience. It
takes time, planning, and practice to craft a well-organized and interesting presentation that
conveys your message. Avoid reading slides to your audience and be sure to mix in plenty of
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consider this carefully when putting mailings together. You can also ship larger sized
letters and envelopes, but the more they weigh, the more it costs. For information on
bulk mail and other mailing costs, visit the U.S. Postal Service Web Site at

WWW.USPS.goV.

Email is a cheap and fast way to get messages and materials out. However, be sure
to keep email lists up to date so that you don’t get 100 returned messages with every
one that you send. Also, use email lists sparingly — if you start sending too many
messages, you run the risk of being deleted!

Timing is also important. If you're encouraging residents to monitor for invasive
plants in their lakes, December is not the best time to send a postcard. They will
likely forget by spring. Also, people receive a lot of mail around the holidays. If you
send bulk mail items between Thanksgiving and New Years, you run the risk of
having them lost in the holiday shuffle.

Distribution can also require considerable time — think about how to staff your effort.

47



encouraging. Coupled with the information gathered about where boaters are getting their infor-
mation on invasive species and which sources of information are most effective, the data helps to
show that the statewide education efforts are reaching boaters and are resulting in desired behav-
ior changes.
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indicated that they are not getting much of their information on this topic from the internet, and
that this source is not very likely to get them to take action. Does that mean that internet sites on
the subject are useless? No... in fact, many resource professionals and others rely on them for
information. However, it would be difficult for the DNR, Extension, and Sea Grant to justify
putting money into web resources specifically targeting boaters based on the survey results.

Adaptive management is a widely-promoted approach to program planning and evaluation. By
evaluating your campaign along the way, you can continually improve your goals and objectives,
messages, distribution mechanisms, etc. Can you evaluate e