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Introduction    Introduction

Getting in Step: Engaging and Involving Stakeholders in Your Water-
shed was released in February 2003. The Stakeholder Guide features 
information on how to generate interest and participation in water-
shed assessment, planning, and management. Web-based versions 
of all these guides are available on EPA's Web site at www.epa.gov/
owow/watershed/outreach/documents.

7HY�IS�OUTREACH�NEEDED�

We’ve made a lot of progress cleaning up America’s lakes, rivers, 
and streams since the passage of the 1972 Clean Water Act. We don’t 
have fires on rivers anymore. Fish kills are down, and the quality of 
sewage treatment has improved dramatically. But even with all our 
laws and regulations, about 40 percent of the nation’s waters are still 
too polluted for fishing, swimming, and other uses. Compounding 
the problem is a lack of public awareness. In a survey for the Ninth 
Annual National Report Card on Environmental Attitudes, Knowledge, 
and Behaviors (May 2001), the National Environmental Education 
and Training Foundation found that 45 percent of respondents believe 
that the most common cause of water pollution is still factories.

Some of the worst problems have been solved. The Clean Water 
Act has focused a powerful array of regulations and resources on 
improving wastewater discharges from cities, factories, and other 
facilities. Billions of dollars have been spent on new treatment 
plants, permitting systems, and inspections. But many of America’s 
waters are still contaminated by sediment, sewage, disease-causing 
bacteria, fertilizers, manure, toxic metals, and oil and grease. Some 
of our stream corridors, riverbanks, and lakeshores lack stabilizing 
vegetation and continue to erode, further degrading water quality 
and aquatic habitat.

Today, polluted runoff is the source of most of the contamination in 
the nation’s waters. Heavy rains and melting snow pick up pollut-
ants and transport them downhill toward the nearest body of water 
or leach through the soil, carrying pollutants toward ground water 
supplies. 

Runoff from an urban or suburban area, for example, is likely to con-
tain the following: 

•     Fertilizer and pesticides leached from lawns
•     Oil and antifreeze washed off driveways
•     Bacteria and organic matter from pet waste
•     Sediment from construction sites
•     High storm flows and increased stormwater temperatures

Runoff from farms, homes, or factories in rural areas can contain 
many of the same pollutants. Multiplied by hundreds or thousands of 
acres in a watershed, the cumulative effect of polluted runoff can be 
devastating to the receiving waters downstream.

Point versus 
nonpoint

Point source pollution is defined 
as pollution that comes from 
factories and sewage treatment 
plants. It is usually discharged to 
waterbodies through pipes.

Nonpoint source pollution (also 
called polluted runoff) comes 
from many diffuse sources. It 
occurs when rainfall or snowmelt 
moves over and through the 
ground. As it moves, this runoff 
picks up pollutants like dirt, oil, 
and fertilizers and carries them to 
lakes, rivers, coastal waters, and 
even our underground sources of 
drinking water.

http://www.epa.gov/owow/watershed/outreach/documents
http://www.epa.gov/owow/watershed/outreach/documents
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7HAT�S�INSIDE

Getting In Step provides the overall framework for developing and 
implementing your outreach campaign in concert with an overall 
water quality improvement effort. It presents the outreach process 
as discrete steps, with each step building on the previous ones. The 
steps are as follows:

•     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

Appendices A–D include worksheets to help you develop your out-
reach plan. They may be photocopied and used as templates for 
preparing your plan. Appendix E provides information on additional 
resources for outreach and education. It includes publications, Web 
sites, phone numbers, and other available outreach materials.

Throughout the guide, sidebars provide specific examples, key con-
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Step 1: Define the Driving Forces, Goals, and Objectives   Part 1 Part 1 Step 1: Define the Driving Forces, Goals, and Objectives

$EVELOPMENT�PRESSURE�WAS�THE�DRIVING�FORCE�IN�WEST�-ICHIGAN��WHERE�
PROTECTION�OF�THE�"EAR�#REEK�WATERSHED�MEANT�GAINING�PUBLIC�BUY
IN�
FOR�THE�DEVELOPMENT�OF�STRICTER�ORDINANCES�OUTLINING�WHERE�HOMES�
COULD�BE�BUILT��4HE�"EAR�#REEK�7ATERSHED�0ROJECT�ORGANIZERS�LAUNCHED�
A�HEFTY�OUTREACH�CAMPAIGN�TO�SPREAD�THEIR�MESSAGE��

�Check out the Getting In Step video.

$EVELOPMENT�OF�A�4OTAL�-AXIMUM�$AILY�,OAD��OR�4-$,��THE�MAXIF�(YAI/INAEOFOR�4-TCACH�C�OUFAMED�

http://www.epa.gov/owow/watershed/outreach/documents
http://www.epa.gov/owow/watershed/outreach/documents
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Step 1: Define the Driving Forces, Goals, and Objectives   Part 1 Part 1 Step 1: Define the Driving Forces, Goals, and Objectives

TO�ACHIEVE��+EEP�THE�DESIRED�OUTCOME�IN�MIND�WHEN�FORMING�YOUR�
OBJECTIVES��$O�YOU�WANT�TO�CREATE�AWARENESS��PROVIDE�INFORMATION��
OR�ENCOURAGE�ACTION�AMONG�THE�TARGET�AUDIENCE��)T�S�VERY�IMPORTANT�
TO�MAKE�YOUR�OBJECTIVES�AS�SPECIlC�AS�POSSIBLE�AND�TO�INCLUDE�A�TIME�
ELEMENT�AS�WELL�AS�A�RESULT��4HIS�APPROACH�WILL�MAKE�IT�EASIER�TO�
IDENTIFY�SPECIlC�TASKS�AND�WILL�ENABLE�YOU�TO�EVALUATE�WHETHER�YOU�VE�
ACHIEVED�THE�OBJECTIVE��&OR�EXAMPLE��AN�OBJECTIVE�FOR�THE�GOAL�OF�
INCREASING�COMMUNITY�INVOLVEMENT�IN�THE�PROTECTION�AND�RESTORATION�
OF�THE�TROUT�lSHERY�MIGHT�BE�TO�START�A�CITIZEN�VOLUNTEER�MONITORING�
PROGRAM�BY�NEXT�YEAR�

)T�S�IMPORTANT�TO�REMEMBER�THAT�AS�YOU�PROGRESS�THROUGH�THE�PHASES�
OF�DEVELOPING�AND�IMPLEMENTING�AN�OUTREACH�CAMPAIGN��YOUR�OUT

REACH�OBJECTIVES�AND�ACTIVITIES�WILL�CHANGE��!S�THE�TARGET�AUDIENCE�BE

COMES�AWARE�OF�THE�ISSUES��YOU�LL�FOCUS�YOUR�EFFORTS�TOWARD�ACTION��&OR�
EXAMPLE��DURING�THE�EARLY�STAGES�OF�THE�PLANNING�PROCESS��IT�MIGHT�BE�
NECESSARY�TO�GENERATE�BASIC�AWARENESS�OF�WATERSHED�ISSUES�AND�DElNE�
POLLUTED�RUNOFF��BUT�AS�PROBLEMS�ARE�IDENTIlED��YOUR�OBJECTIVES�WILL�
FOCUS�ON�EDUCATING�THE�TARGET�AUDIENCES�ON�THE�CAUSES�OF�THE�PROB

LEMS�AND�THE�POTENTIAL�SOLUTIONS��&INALLY��YOUR�OBJECTIVES�WILL�CHANGE�
TO�MOTIVATING�ACTION�BY�THE�TARGET�AUDIENCE�TO�REDUCE�ADVERSE�WATER�
QUALITY�IMPACTS��,ISTED�BELOW�ARE�SOME�GENERAL�WATERSHED�PROJECT�
GOALS��WITH�EXAMPLES�OF�THE�TYPES�OF�OUTREACH�OBJECTIVES�THAT�SHOULD�
BE�CONSIDERED�FOR�EACH�GOAL�

Goal:�#REATE�A�GRASSROOTS�WATERSHED�ASSOCIATION�
Objective:�7ITHIN���MONTHS��IDENTIFY�lVE�ORGANIZATIONS�WILLING�TO�
BECOME�PROJECT�PARTNERS�BY�SIGNING�A�-EMORANDUM�OF�!GREEMENT�

Goal: $EVELOP�A�SHARED�COMMUNITY�VISION�OR�GOAL�FOR�THE�WATER�RE

SOURCE�
Objectives: (OLD�TWO�MEETINGS�IN�*ULY�TO�SOLICIT�COMMENTS�FROM�
STAKEHOLDERS�AND�THE�PUBLIC�ON�WHAT�THEY�ENVISION�FOR�THE�WATER

SHED�IN�THE�FUTURE��COMMUNICATE�ELEMENTS�OF�THE�AGREED
UPON�GOAL�
OR�VISION�AT�BOTH�MONTHLY�WATERSHED�ASSOCIATION�MEETINGS�AND�TOWN�
COUNCIL�MEETINGS�

Goal: #ONDUCT�A�BASELINE�ASSESSMENT�OF�WATERSHED�CONDITIONS�
Objectives:�4HROUGH�LOCAL�MEDIA�OUTLETS��NOTIFY�ORGANIZATIONS�AND�THE�
PUBLIC�THE�lRST�WEEK�OF�-ARCH�THAT�BASELINE�STUDIES�ARE�UNDER�WAY��
ENCOURAGE�THOSE�WITH�INFORMATION�ON�ABANDONED�DUMP�SITES�OR�OTHER�
POSSIBLE�CONTAMINANT�SOURCES�TO�CONTACT�THE�PLANNING�TEAM�BY�THE�END�
OF�-AY�TO�ENSURE�THAT�THE�INFORMATION�IS�INCLUDED�IN�THE�ASSESSMENT�

Goal: )DENTIFY�AND�PRIORITIZE�STRESSORS�OR�PROBLEMS�PREVENTING�ATTAIN

MENT�OF�THE�VISION�
Objective: %DUCATE�THE�TARGET�AUDIENCE�ABOUT�HOW�THE�IDENTIlED�STRESS

ORS�AFFECT�WATER�QUALITY��THE�TYPES�OF�MANAGEMENT�PRACTICES�THAT�MIGHT�
BE�NEEDED��AND�HOW�THE�PRIORITIZATION�PROCESS�WORKS�THROUGH�PRESEN

TATIONS�AND�EXHIBITS�AT�THREE�CURRENTLY�SCHEDULED�COMMUNITY�EVENTS�
�COUNTY�FAIR��3TREAM�#LEANUP�$AY��AND�,IONS�#LUB�!NTIQUE�&ESTIVAL	�

During a 2001 focus group study, 
EPA found that although some 
people have heard the term wa-
tershed, few people understand it 
well enough to be able to define it 
and, more importantly, few people 
see the importance of understand-
ing what a watershed is in ad-
dressing the problem of nonpoint 
source pollution. Linking the prob-
lem to the causes is often the most 
important stage of education.
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Goal:  Evaluate watershed management program success, and adjust 
approach if necessary.
Objectives:  Recruit volunteer monitors to gather long-range informa-
tion on water quality trends; conduct five volunteer monitoring train-
ing courses over the next 2 years.

Once your objectives are defined, you’ll need to prioritize them. You 
should evaluate which objectives are most important to help meet 
your overall goal. The priority goals and objectives you focus on 
might change from year to year because of political, economic, or 
climatic influences.

Use the Building Blocks worksheets in Appendix A to help you define 
the driving forces, goals, and objectives for your campaign.

Setting up the evaluation process

Although Step 6 of this guide provides more in-depth coverage of how 
to evaluate your outreach campaign, building in evaluation from the 
beginning and during every step will ensure that you stay on the right 
track and meet your program objectives. Ideally, feedback generated 
after each completed step will help you carry out the tasks for each 
subsequent step more effectively. This guide includes specific evalu-
ation questions after each step to help you along the way. Keep in 
mind, however, that what is successful in one region of the country 
might not work in another region, state, or even county. By the same 
token, failure of a particular method of outreach for one issue or in 
one area does not necessarily mean that it won't work for your cam-
paign. In the next step you'll learn how researching your target audi-
ence will help you determine what might work best for your situation.

Step 1: Define your driving forces, goals, and 
objectives

 Are the objectives consistent with the planning team’s goals?
 Are the objectives specific, with time limits and measurable com-

ponents?
 Will the objectives be accepted and understood by the people 

that will be affected by them?
 Will I be able to evaluate whether the objectives were accom-

plished?
 Do I have the resources to accomplish the identified objectives?

"We conduct an annual phone 
survey that reaches about 450 

http://www.thinkbluesd.org
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Step 2: Identify and Analyze the Target Audience   Part 1 Part 1 Step 2: Identify and Analyze the Target Audience

• The late majority is the largest of the five categories. These people 
are conservative, often set in their ways, and skeptical about trying 
new things and adopting new behaviors.

• Laggards are the most resistant to change. They are the least likely 
to adopt a new behavior no matter how hard you try to educate and 
motivate them.

Picking the low-hanging fruit

Many outreach campaigns fail because organizers believe they need 
to focus heavily on targeting the late majority and laggards segments 
since they encompass the greatest number of people. However, the late 
majority and laggards are the hardest people to reach and the hardest 
to convince that they should change their behavior. It is much easier to 
reach and convince innovators or early adopters.

Once you’ve reached the members of these categories, they can become 
partners to start the diffusion process in their own circles. Because they 
are considered to be leaders and are well respected, their peers will be 
more likely to pick up the new behavior. When it comes to changing 
behavior, success means “preaching to the choir.” Focus your efforts on 
those most likely to adopt the new behavior and then let them spread the 
message or behavior in their own spheres of influence.

Once you’ve identified the target audience, you’ll need to gather infor-
mation on them before proceeding to the next step. Conducting at least a 
rudimentary analysis of the target audience is a task that’s often ignored, 
but such an oversight can render the rest of the outreach plan useless. 
To develop an effective message that resonates with the audience, find 
out what they think about the issues and what messages might engage 
and motivate them.

What information do I need about the target 
audience?

First, remember that the target audience is your customer. You want to 
sell your customer a product (e.g., environmental awareness, membership 
in an organization, participation in a stream restoration project, or some 
voluntary behavior change). So you need to find out what will make the 
customer buy the product. Keep in mind that you cannot assume that the 
customer’s reasons or values will be the same as yours. Several types of 
information are needed to characterize and assess the customer.

Demographics 

Collecting demographic information will help define the socioeconomic 
structure of the target audience, the appropriate education and age levels 
for proposed messages, and the types of organizations that could be 
engaged to implement outreach activities. For example, retired persons, 
with more free time, are able to volunteer more often.

Basic information 
needed about the 
target audience





http://factfinder.census.gov
http://www.roperasw.com
http://www.census.gov
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Step 2: Identify and Analyze the Target Audience   Part 1 Part 1 Step 2: Identify and Analyze the Target Audience

How to conduct a survey

Select the sample

Design the questionnaire

http://www.cwp.org/UNEP_all.PDF
http://www.websurveyor.com
http://www.statpac.com/surveys
http://www.surveysystem.com/sdesign.htm
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http://www.thinkbluesd.org/literature.htm
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Step 2: Identify and Analyze the Target Audience   Part 1 Part 1 Step 2: Identify and Analyze the Target Audience

To send an e-mail survey, you’ll need a bank of e-mail addresses 
for members of your target audience. If you have an organizational 
listserver, you could use it, but this might bias the survey results be-
cause those participants are most likely already aware of and active in 
your cause. When you do send your survey, the e-mail can be either a 
plain text message (text-based survey) or an e-mail attachment (form-
based survey created through Microsoft Word or Corel WordPerfect, 
for example). After recipients fill out the survey, they can send it back 
simply by replying to your message.  

A Web survey will gather responses from citizens that have access to 
the Internet. Upload the survey on your organization’s Web site and 
put plenty of advertising on the homepage. People visiting your site 
will have the opportunity to anonymously fill out the survey at their 
own pace. 

Pros/Cons. E-mail surveys take a short amount of time, are self-
paced, and provide the sender with fast results. Computer issues can 
cause problems, however, if a server goes down or if the user has 
problems downloading attachments. Web surveys assume that mem-
bers of your target audience visit your Web site regularly. Keep in 
mind, however, that most visitors to your site might also be aware of 
the issues and your efforts. In addition, visitors to your site might not 
be in your target audience and could skew the survey results.

For more information on conducting surveys, see the boxes on pages 
14 and 15.p•p•p•pŸ�D�U
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Step 2: Identify and Analyze the Target Audience   Part 1 Part 1 Step 2: Identify and Analyze the Target Audience

Community cultural assessment and characterization

Understanding the social and cultural aspects of a community can be 
very important when there’s no baseline information on the target 
audience. For example, if you’ve just moved from San Francisco to ac

mailto:ncepiwo@one.net
http://www.epa.gov/ecocommunity/pdf/ccecomplete.pdf
http://www.epa.gov/ecocommunity/pdf/ccecomplete.pdf
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Step 2: Identify and Analyze the Target Audience   Part 1 Part 1 Step 2: Identify and Analyze the Target Audience

Concept maps

A concept map identifies the rela-
tionships between causes and effects 
of environmental problems, such as 
the link between land use decisions 
and nonpoint source pollution. Your 
organization might ask community 
members to draw a concept map 
depicting their thoughts on how non-
point source pollution occurs in their 
community. Once the map is fin-
ished, you can see what stereotypes 
might be present in your community, 
what perceptions create barriers to 
change, and where you might need 
to focus your campaign’s attention.  

A�怅〄倆nce儀ă造obܔ⁓e〄倆nnon



http://www.toolsofchange.com
http://www.banxia.com/depaper.html
http://www.routledge.com
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http://dnr.metrokc.gov/swd/ResRecy/events/naturalyard.shtml
http://dnr.metrokc.gov/swd/ResRecy/events/naturalyard.shtml
http://dnr.metrokc.gov/swd/ResRecy/events/naturalyard.shtml
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http://www.cbsm.com


32 33

Step 3: Create the message   Part 1 Part 1 Step 3: Create the message

Message delivery



34 35

Step 3: Create the message   Part 1

S1mp�� "�h1Vぉくr S���CtぉくN -1trIじ71t�r 1U1LIごY /BJ�Ctぉざぅ: 2�DU3� NUtrI〕Nt rUNOF� Fr�m r�sI〔〕NtI】L ar�as





36

Step 4: Package the Message   Part 1

3 Sart 1 Step 4: Package the Message





38

Step 4: Package the Message   Part 1

39

Part 1 Step 4: Package the Message

Format options
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Reach  frequency = results.



http://www.justwithinreach.com
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“THINK BLUE” PSA TAKES HOME FOUR EMMY AWARDS

San Diego—June 17, 2002
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News coverage formats: video news releases



http://www.dnr.state.mn.us/news/vnr/faq.html
http://www.dnr.state.mn.us/news/vnr/faq.html
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News coverage formats: Query letters 

News coverage formats: News conferences





52

Step 4: Package the Message   Part 1

53

Part 1 Step 4: Package the Message

http://www.serc.si.edu/watershed/index.htm
http://www.serc.si.edu/watershed/index.htm
mailto:dest@wellsnerrcec.lib.me.us




http://www.nsf.gov/sbe/srs/seind00/frames.htm
http://www.nsf.gov/sbe/srs/seind00/frames.htm
http://www.yahooligans.com


http://www.savelawetlands.org/site/psa.html
http://www.cleanwaterhonolulu.com


http://www.state.me.us/dep/blwq/docwatershed/npscamp.htm
http://www.state.me.us/dep/blwq/docwatershed/npscamp.htm
http://www.westglen.com/pr_news/psabooklet.pdf
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Print materials

$ESIGN�AND�PRODUCTION
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#LIP�ART�ON�THE�7EB

WWW�BARRYSCLIPART�COM
WWW�GRAPHICS�COM
WWW�CLIP
ART�COM
WWW�CLIPARTCONNECTION�COM
WWW�FREE
CLIP
ART�COM

http://www.barrysclipart.com
http://www.graphics.com
http://www.clip-art.com
http://www.clipartconnection.com
http://www.free-clip-art.com
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NPS outreach materials 
available

As part of the Year of Clean Water 
activities, EPA celebrated Nonpoint 
Source Pollution Awareness Month 
in March 2003. Several outreach 
materials were developed, including 
a poster (shown here), a bookmark, 
a pop-up sponge, two fact sheets, 
and a brochure. Adobe Acrobat files 
of these documents are available for 
download at www.epa.gov/nps/
outreach.html.

Flyers 

http://www.epa.gov/nps/outreach.html
http://www.epa.gov/nps/outreach.html
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$ISPLAYS

"ILLBOARDS�

Tips for better 
displays

s����-AKE�SURE�YOU�CAN�READ�THE�
TEXT�FROM�A�COMFORTABLE�
DISTANCE

s���� )NTERACTIVE�DISPLAYS�ARE�IDEAL��
DOING�IS�ALWAYS�BETTER�THAN�
JUST�SEEING�OR�READING

s���� )NTEREST�KIDS�WITH�SOMETHING�
FUN��AND�THEIR�PARENTS�WILL�
FOLLOW

s����2EFRAIN�FROM�USING�YOUR�
EXHIBIT�AS�A�LITERATURE�DUMP�
OR�THAT�S�WHERE�IT�WILL�END�UP

s����"E�CREATIVE�WITH�DESIGN�AND�
LAYOUT��AND�DO�THINGS�ON�A�
BIG�SCALE

s����5SE�FABRIC�AND�MATERIALS�
TO�MAKE�THE�DISPLAY�
�
DIMENSIONAL



http://www.tnrcc.state.tx.us/exec/sbea/nps/nps.html
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s����#OLOR�CHOICES��)N�GENERAL��IF�YOU�ARE�SHOWING�YOUR�
SLIDES�IN�A�VERY�DARK�ROOM��A�DARK�BACKGROUND�LIKE�
BLACK�OR�ROYAL�BLUE�WITH�LIGHT�TEXT�IS�BEST��)F�THE�ROOM�
HAS�SOME�AMBIENT�LIGHT��A�LIGHT�BACKGROUND�WITH�BLACK�
TEXT�IS�BEST�

s����#OLOR�SCHEME��0OWER0OINT�HAS�A�VARIETY�OF�TEMPLATES�
AND�COLOR�SCHEMES�THAT�HELP�TO�MAKE�A�UNIlED�
PRESENTATION��$O�NOT�INTRODUCE�MORE�THAN�THREE�COLORS��
AND�KEEP�THE�BACKGROUND�COLOR�THE�SAME�THROUGHOUT�

s���� 3OUND�EFFECTS��!TTACHING�SOUND�EFFECTS�TO�YOUR�TEXT�
AS�IT�mIES�ONTO�THE�SCREEN�CAN�BE�AMUSING�FOR�THE�lRST�
FEW�SLIDES��BUT�IT�WILL�GROW�ANNOYING��5SE�SOUND�EFFECTS�
SPARINGLY�TO�EMPHASIZE�KEY�POINTS�

s����-ONOTONY�BUSTERS��"REAK�UP�THE�TEXT�SLIDES�WITH�
FULL
COLOR�PHOTOGRAPHS�OR�CARTOONS�TO�AVOID�THE�
APPEARANCE�OF�THE�SAME�SLIDE�BEING�REPEATED�

锹镏р镅s┹镏щюt y镏щюtes╓锬щыE�IѴ�Oт�NOф��9镏р镅s┹镏щюt�Iѳ�THE�PREPEs╒ET�METIѵM�FOт�sLщфE�PREsEюtAtI镏юѳ��锡镖镏щф�THEsEЀY镉ѴFALьs�镳镕啕啕啕锡NIMAtI镏юЎ镕唩юtROфuCEЀSOэEЀ镍O镖镅ME^t�TO销Y镏ѕт�sLщфE�酈厁䁼�　Eр镅酈匁ܰ֙咕Ёܲ唅饔倉夔蔸ᜄ倉夔耄偀�饔遇䀄萀



http://www.groundwater.org
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Facility/location.

Types of activities.

Staffing the event.
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Tips for better 
T-shirts

s���� ,��8,��AND�88,�ARE�
THE�MOST�POPULAR�
SIZES

s���� 3ELECT������COTTON�OR�A�
BLEND�OF�RECYCLED�COTTON�AND�
OTHER�POST
CONSUMER�RECYCLED�
MATERIALS��&OR�INSTANCE��
&ORTREL�%CO3PUN�IS�MADE�FROM�
RECYCLED�PLASTIC�BOTTLES�AND�IS�
JUST�AS�COMFORTABLE��DURABLE��
AND�ATTRACTIVE�AS�COTTON

s����$ON�T�FORGET�THE�POPULARITY�OF�
LONG
SLEEVED�VARIETIES�IN�COOL�
CLIMATES

s���� %XPLORE�OPTIONS�IN�SHIRT�AND�
INK�COLORS�FOR�VARIETY

s����'ET�QUOTES�FROM�SEVERAL�
SUPPLIERS�AND�ESTIMATE�
QUANTITIES�CAREFULLY�TO�AVOID�
OVERSTOCKS

s����5SE�YOUR�LOGO�AND�WATERSHED�
NAME

s���� 4RY�TO�GET�A�PICTURE�OF�A�LOCAL�
CELEBRITY�WEARING�YOUR�SHIRT

s����#AUTION��$ATED�MATERIALS�ARE�
HARDER�TO�SELL�AFTER�THE�EVENT



http://www.csu.org/community/kids/page1880.html
http://www.csu.org/community/kids/page1880.html
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http://bobby.watchfire.com
http://www.riversmart.org


72

Step 4: Package the Message   Part 1

73

Part 1 Step 4: Package the Message

http://www.geocities.com
http://www.orgsites.com
http://www.hostapalooza.com
http://www.registernames.com
http://h2ouse.org
http://www.ecy.wa.gov/programs/wq/nonpoint
http://www.ecy.wa.gov/programs/wq/nonpoint
http://www.sdbaykeeper.org
http://www.lcbp.org
http://wow.nrri.umn.edu/wow
http://www.ourwater.org
http://www.dnr.state.md.us
http://www.fc3p2e.com


http://www.submit-it.com
http://www.submit-it.com
http://www.epa.gov/surf
http://www.ctic.purdue.edu
http://govinfo.library.unt.edu/npr/library/papers/bkgrd/communicators.html
http://govinfo.library.unt.edu/npr/library/papers/bkgrd/communicators.html
http://govinfo.library.unt.edu/npr/library/papers/bkgrd/communicators.html
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5SING�LISTSERVERS

http://www.linuxwebmasterfree.com/majordomo.html
http://www.topica.com
http://www.epa.gov/epahome/listserv.htm
http://www.epa.gov/epahome/listserv.htm








http://www.usps.gov
http://www.globalactionplan.org
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!NOTHER�OPTION�FOR�MAILING�LARGER�ITEMS��E�G���POSTERS��LARGE�NEWS

LETTERS	�IS�TO�FOLD�THEM�INTO�LETTER
SIZE�PIECES��&OLDED�PIECES�CAN�SAVE�
TIME�AND�MONEY�BECAUSE�YOU�RE�NOT�PAYING�FOR�OR�STUFlNG�ENVELOPES��
!�GOOD�WAY�TO�CLOSE�THE�DOCUMENTS�IS�TO�USE�WAFER�SEALS�OR�TAB�STICK

ERS��$ON�T�USE�STAPLES�BECAUSE�THEY�CAN�CATCH�IN�POSTAL�EQUIPMENT�

Large envelopes and newsletters

4HE�5303�USES�THE�WORDS�flats AND�non-letters�TO�REFER�TO�LARGE�EN

VELOPES��NEWSLETTERS��AND�MAGAZINES��7HATEVER�YOU�CALL�THEM��mATS�
MUST�HAVE�ONE�DIMENSION�GREATER�THAN���INCHES�HIGH�OR�����INCHES�
LONG�OR���INCH�THICK�AND�BE�NO�MORE�THAN����INCHES�HIGH�BY����
INCHES�LONG�BY���INCH�THICK�

4HE�MAXIMUM�SIZE�FOR�A�mAT�GIVES�YOU�PLENTY�OF�ROOM�TO�PUT�LOTS�OF�
MATERIAL�IN�THE�ENVELOPE��"UT�KEEP�IN�MIND�THAT�THE�MORE�YOU�PUT�INTO�
AN�ENVELOPE��THE�MORE�IT�WEIGHS��!ND�THE�MORE�IT�WEIGHS��THE�MORE�
POSTAGE�YOU�PAY��ESPECIALLY�FOR�&IRST
#LASS�-AIL��)S�IT�POSSIBLE�TO�FOLD�
YOUR�mAT
SIZE�PIECE�TO�LETTER
SIZE��)F�SO��YOU�CAN�SAVE�LOTS�OF�MONEY�
BECAUSE�YOU�LL�PAY�THE�LOWER�LETTER�RATE�

.OW�THAT�YOU�VE�SET�UP�YOUR�BULK�MAIL�ACCOUNT��TO�WHOM�SHOULD�YOU�
SEND�YOUR�PACKAGE�OR�YOUR�COMMUNITY�SURVEY��-AKE�YOUR�lRST�STOP�
YOUR�ORGANIZATION�S�MAILING�LIST��IF�YOU�HAVE�ONE�THAT�IS�UPDATED�FRE

QUENTLY��$IRECT�MAIL�SOFTWARE�CAN�HELP�YOU�TARGET�MAILINGS�TO�SPECIlC�
:)0�CODES��)NFORMATION�ON�SUCH�SOFTWARE�IS�AVAILABLE�ON�THE�)NTERNET��
3EARCH�FOR�hDIRECT�MAIL�SOFTWARE�v

E-mail

!�CHEAPER�AND�FASTER�WAY�TO�SPREAD�THE�MESSAGE�IS�THROUGH�E
MAIL��
.EWSLETTERS��mYERS��CALENDARS��AND�MORE�CAN�BE�SENT�WITH�THE�CLICK�OF�
A�FEW�BUTTONS��!�POPULAR�SOFTWARE�PROGRAM�FOR�CREATING�E
MAILABLE�

http://www.adobe.com
http://www.usps.com/businessmail101/misc/nonprofitApplication.htm
http://www.usps.com/businessmail101/misc/nonprofitApplication.htm
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CALENDARS��YOU�NEED�TO�HAVE�THEM�DISTRIBUTED�IN�.OVEMBER��WHEN�
PEOPLE�START�SHOPPING�FOR�THE�NEXT�YEARgS�CALENDAR��)F�YOU�ARE�PROMOT

ING�FALL�FERTILIZATION��RESIDENTS�NEED�TO�RECEIVE�THE�mYERS�AT�THE�BEGIN

NING�OF�SPRING�BEFORE�THEY�CONSIDER�PURCHASING�ADDITIONAL�FERTILIZER��
AND�POSSIBLY�AGAIN�IN�EARLY�FALL�

/NCE�YOUR�MESSAGE�HAS�BEEN�DISTRIBUTED��IT�S�VERY�LIKELY�THAT�YOUR�
ORGANIZATION�WILL�BE�DELUGED�WITH�QUESTIONS�FROM�THE�MEDIA��LOCAL�
BUSINESSES��SCHOOLS��AND�MEMBERS�OF�THE�PUBLIC��"E�PREPARED�FOR�BOTH�
POSITIVE�AND�NEGATIVE�COMMENTS��/NCE�YOU�GET�AN�IDEA�OF�WHAT�THEY�
WANT�TO�KNOW��PREPARE�A�LIST�OF�&REQUENTLY�!SKED�1UESTIONS�FOR�YOUR�
STAFF�MEMBERS�OR�VOLUNTEERS�TO�HAVE�ON�HAND�

Staffing the effort

.OW�THAT�YOUR�ORGANIZATION�HAS�CREATED�A�MESSAGE�AND�CHOSEN�ITS�
FORMAT�AND�MEANS�OF�DISTRIBUTION��THE�QUESTION�OF�RESOURCE�NEEDS�IS�
LIKELY�TO�COME�UP��4HINK�ABOUT�FORMING�PARTNERSHIPS�WITH�LOCAL�AND�
REGIONAL�ORGANIZATIONS�THAT�WORK�ON�RELATED�ISSUES��!LSO�LOOK�TO�BUSI

NESSES�AND�SCHOOLS�THAT�WOULD�BE�INTERESTED�IN�PROVIDING�FUNDING�OR�
STAFF�TIME��4HINK�ABOUT�TYING�YOUR�MESSAGE�INTO�A�BUSINESS�OR�ORGANI

ZATION�ACTIVITY�ALREADY�IN�PLACE�TO�SAVE�TIME��MONEY��AND�EFFORT�

"UILDING�"LOCKS�

Distribution
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Recruit volunteers

http://watershed.interactive-environment.com/main
http://watershed.interactive-environment.com/main
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the event organizers to see how you might be able to piggyback your 
event or message. Offering staff time and other in-kind services will 
make your request more appealing to the event organizers.

Using selected businesses to deliver your message can increase the 
likelihood of reaching the target audience and save money on post-
age. For example, if you develop a brochure on oil recycling, ask to 
display the brochure at auto parts supply outlets. Keep in mind that 
businesses will be more likely to distribute your materials if there is 
an added benefit to them. So if you ask septic tank pumpers to dis-
tribute refrigerator magnets containing information on what should 
and should not go into a septic system, include a space on the mag-
net for the customer to write down the hauler’s name, phone number, 
and next service date.  

PROCESS CHECKLIST

    
 Do I have the resources necessary to distribute the message?
 Will I have enough time to distribute the message?
 Will I be able to distribute messages in this format effectively?
 Have I chosen the appropriate marketing method for my 

message?
 Am I distributing my outreach materials effectively?
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Evaluate the outreach 
campaign

Evaluation provides a feedback mechanism for ongoing improve-
ment of your outreach effort. Many people don’t think about how 

they’ll evaluate the success of their outreach program until after the 
program has been implemented. Building an evaluation component 
into the plan from the beginning, however, will ensure that at least 
some accurate feedback on outreach program impact is generated. 
Ideally, feedback generated during the early stages of the project will 
be used immediately in making preliminary determinations about 
program effectiveness. Adapting elements of the outreach effort 
continually as new information is received ensures that ineffective 
components are adjusted or scrapped, while pieces of the program 
that are working are supported and enhanced.

Why evaluate?

Outreach programs often involve a tremendous amount of effort 
and resources, and evaluation will help you build support for on-
going funding and save you time and money. Justifying the pro-
gram—showing how it supports achievement of the overall goals and 
objectives—means identifying what worked, fixing what didn’t, and 
ensuring that outreach continues to enhance the watershed program. 
You need to know what worked and why so you can build on it or 
make adjustments in the future. Perhaps you used foundation or 
other funds that require a demonstration that water quality actually 
improved or other measurable progress was made. Whether solicit-
ing funds from private or public sources, you’ll be in a much stronger 
position if you can show that your program worked.

The success of outreach programs depends on how well they’re 
conceived, planned, implemented, and adapted. Evaluating success 
is not difficult if you initially develop concrete, measurable objec-
tives against which your achievements can be compared. In addition, 
focusing the outreach effort on discrete target audiences provides a 
manageable approach for both implementing the outreach program 
and measuring its success. 

When to evaluate

Although evaluation is the final step in a multistep process, it starts at 
the beginning of the project. As explained in Step 1, evaluation tools 
must be built into your outreach campaign at the beginning and along 
every step of the way to ensure that accurate feedback is generated. 
This method is commonly called adaptive management. Adaptive 
management is a process for continually improving your goals and ob-
jectives, messages, formats, and distribution mechanisms by learning 
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from the tasks you’ve implemented. Adaptive management keeps you 
from charging ahead blindly and being paralyzed by indecision later. It 
helps you learn from your mistakes and build on your successes. 

Because you’re selling ideas, attitudes, beliefs, and behaviors with your 
outreach campaign, not products and services, you won’t have product 
sales goals to help you evaluate your success. Therefore, you need to 
be in tune with your campaign so you can set measurable benchmarks 
along the way.  Be on the lookout for evaluation opportunities when 
creating formats or deciding on a distribution method. For example, 
when you’re building a Web site for your campaign, make sure you 
add a hit counter or are otherwise able to monitor Web traffic so that 
you can see how many people visit the Web site after PSAs are run on 
television or after a community event. Don’t leave evaluation until the 
end of the project because you might be out of money by that point.

Types of evaluations

Outreach programs typically have interrelated sets of objectives and 
tasks linked to a specific goal, such as improving water quality. The 
goal of the program—improving water quality or, more specifically, 
reducing phosphorus loadings by half over the next 5 years (for 
example)—is typically supported by a number of objectives, which 
might or might not have specific outreach components. An outreach 
program evaluation reviews the following three sets of indicators:

• 0ROCESS�INDICATORS��Indicators related to the execution of the out-
reach program itself (activity indicators). (e.g., What effect did 
the effort have on the process? Did people attend the meetings? 
Did the message get to the media?)

• )MPACT�INDICATORS��Indicators related to achievement of the goals/
objectives of the program. (e.g., What effect did the effort have 
on behavior or water quality?)

• 
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PROCESS CHECKLIST
Step 6: Evaluate the outreach campaign 

 Do I have a baseline on the target audience’s behaviors, beliefs, 
and attitudes?

 How will I know whether the target audience has received the 
message?

 What tools will be used to assess the impact of the outreach 
campaign?

 Can those tools be used if the campaign changes?

 What will be done with the results of the evaluation?

 Who will be responsible for tracking budgets and schedules?

 Do I have the resources to conduct pre/post survey or evaluation 
techniques?

 Is the outreach campaign accountable to the public, government 
agencies, another organization, or other funding sources?

Where do I go from here?

Congratulations!  You’ve just completed all the steps necessary to 
develop an effective, executable outreach plan. Use the worksheets 
in Appendix A to help organize your plan and identify possible gaps. 
In “Part 2: Implementing the Campaign” you’ll learn how to put your 
plan into action.
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Scheduling

Your day-to-day activities can be translated into a working calendar. 
Update it frequently and provide it to your workgroup. You can show 
when items need to be mailed, who needs to be called, when press 
releases have to be e-mailed, and so forth. 

Determ䀀9our�蜀
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Informal partnerships can accomplish a lot even though they’re 
more loosely organized than formal partnerships. Some partnerships 
might form as logical outgrowths of your objectives. For example, if 
one of your objectives is to create door hangers with tips for home-
owners, the local Girl Scout council would be a logical partner to help 
strengthen the message and distribute the flyers. Although informal 

http://www.lcbp.org
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TRAVEL�EXPENSES��SUPPLIES��AND�VENDOR�SERVICES��IN�ADDITION�TO�DIRECT�
LABOR��!LSO�NOTE�THE�IN
KIND�SERVICES�YOUR�PROJECT�PARTNERS�HAVE�OFFERED��
/NCE�YOU�KNOW�WHAT�YOU�HAVE�AND�WHAT�YOU�NEED��YOU�CAN�SET�OUT�TO�
SECURE�FUNDING�TO�TAKE�UP�THE�SLACK�

7HETHER�YOU�DECIDE�TO�APPLY�FOR�GRANTS��SOLICIT�DONATIONS��OR�TAP�INTO�
IN
KIND�SERVICES�FROM�POTENTIAL�PROJECT�PARTNERS��FUNDING�SOURCES�CAN�BE�
FOUND�IN�ALL�SECTORS��4HE�MORE�SOURCES�YOU�IDENTIFY��THE�BETTER�YOUR�CHANC


http://fdncenter.org
http://fdncenter.org
http://www.philanthropy.com
http://www.cfda.gov
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specialized groups; and individuals. You can use a variety of search 
mechanisms to find funding sources for your campaign. The site pro-
vides eligibility requirements, information on application and award 
processes, and proposal criteria for each funding source. The catalog 
can also be obtained in print by calling 1-866-512-1800. 

EPA’s online Federal Funding Database for Watershed Protection 
(www.epa.gov/watershedfunding) is also useful. The Web site gives 
users access to a database of approximately 100 programs offering 
financial assistance (grants, loans, cost-sharing) specially geared 
toward watershed-related projects.

Keep in mind that applying for grants can sometimes be costly and 
time-consuming. Grant writing requires trained staff to determine 
grant opportunities and submit detailed grant applications. The 
awarding organizations often take months to process applications and 
award grants. Even then, because of the intense competition for the 
limited pool of grant funds, state and local governments and other 
potential recipients might find it increasingly difficult to acquire fund-
ing for projects. 

State funding sources

Most state environmental, wildlife, or parks agencies offer grant or 
loan programs (or both) to protect and enhance state environmental 
resources. For example, the Michigan Department of Environmental 
Quality’s Community Pollution Prevention Grant Program provides 
$500,000 in grants to local governments and planning agencies to 
establish innovative, sustainable pollution prevention practices. In 
addition, all states provide grants for the control and prevention of 
nonpoint source pollution through EPA’s Clean Water Act Section 319 
Grant Program (www.epa.gov/owow/nps/funding.html). These grants 
can fund local field days, demonstrations, tours, workshops, and other 
educational events and activities that promote the implementation of 
best management practices to protect water quality. State education 
agencies also offer grants that can be use  ctivpreemental education 

http://www.epa.gov/watershedfunding
http://www.epa.gov/owow/nps/funding.html
http://www.epa.gov/owow/nps/Section319III
http://www.epa.gov/owow/nps/Section319III
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Poor coordination and planning

Many times failure of a campaign is the result of starting off on the 
wrong foot. Most often that means stepping forward with no clear 
strategy or plan on paper for how to conduct a watershed outreach 
campaign. Your efforts will be in vain if you don’t sit down with all 
of the key players in the beginning and define your goals, identify 
your target audience, determine your messages, decide on the formats 
and distribution mechanisms for those messages, and figure out how 
you intend to measure your success. And it’s not enough to just talk 
about it. Write it down. Whether it’s 3 pages or 300 pages, a well-
defined written strategy will ensure that everyone involved agrees on 
how the project will be conducted and who is responsible for doing 
what. 

The very nature of working at a watershed level requires that you 
coordinate with all the counties, cities, organizations, and stake
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political wrangling and contentious public debate by working quietly 
and individually with stakeholder groups to address disagreements in 
a satisfactory manner. For example, who pays for cleaner water is at 
the crux of many discussions, but nearly all studies on public willing-
ness to pay for better water quality show overwhelming support for 
higher fees, taxes, and water/sewer bills if it means cleaner water. 
Identification of key public values, alliances with likely supporters, 
and aggressive outreach and education programs targeted at impor-
tant stakeholder groups and the public can help generate support for 
watershed initiatives and ease resistance among those who will share 
the financial costs—usually, the public.

Regulatory changes also require close communication among stake-
holder groups, the regulated community, and elected officials. 
Changes in local zoning ordinances, permit requirements, or other 
regulations might affect your campaign. Watershed groups can help 
regulators stay abreast of the changing regulatory scene by meet-
ing periodically with agency staff, discussing upcoming issues, and 
offering support for educating key players in the regulatory field and 
among the regulated community. Stay on top of local politics—who 
talks to whom and who supports what. 

Fear of the unknown 

The fear of failing at the daunting task of watershed education and 
behavior change can cause delays in getting the job done. Likewise, 
“paralysis by analysis” has ossified many well-intentioned people 
who aren’t comfortable making a decision until the data overwhelm-
ingly confirm the chosen actions. In the real world, we make lots of 
decisions (buying a vehicle, selecting a college, etc.) with far less data 
than optimally preferred. There will always be unknowns: people 
might resign from your staff to accept other jobs, a tanker spill could 
occur in your watershed, funding could dry up, and so on.

Collecting data and using them to plot a course are important. How-
ever, don’t be so distracted by your research or fear of the unknown 
that you fail to pursue your objectives aggressively. Remember Admi-
ral David Farragut at the battle of Mobile Bay: despite facing the new 
torpedo technology, he went on to win the battle.

Letting money drive the process 

Although your budget might be limited, developing a plan that fits your 
budget can be a nearsighted approach. Don't skimp on your goals, 
but try to match your group's resources to their role in attaining those 
goals. If you include those goals in the original plan, you’ll be prepared 
once these resources are obtained down the road. Also, along the way 
you might develop partnerships that provide funding for planned ac-
tivities you thought you could not afford.

Working together

For tips on working with stake-
holders, reaching consensus, 
and resolving conflict, read 

. It’s available on the 
Internet at www.epa.gov/
owow/watershed/outreach/
documents.

http://www.epa.gov/owow/watershed/outreach/documents
http://www.epa.gov/owow/watershed/outreach/documents
http://www.epa.gov/owow/watershed/outreach/documents
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Funding for watershed projects is usually limited. Groups often find 
themselves chasing limited dollars. The funding “tail” might wag 
the project “dog” if you don’t take precautions. Successful projects 
identify the types of actions needed to protect or restore watershed 
health and then pursue funding or other support for those actions. 
When opportunities come along for low-priority activities, careful 
consideration is required to determine whether chasing this funding 
and executing the associated nonessential tasks will detract from pre-
viously identified—and important—activities. Passing on funding that 
would reorient your entire project or distract your group from key 
actions identified to protect or restore the watershed might be tough, 

http://www.epa.gov/owow/nps/outreach.html
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• Piggyback onto an existing activity to 
lower the effort required.

• Provide physical or monetary assistance to 
promote the behavior.

• Provide monetary rewards or recognition 
to encourage the behavior.

• Highlight others in the target audience 
engaging in the behavior to show that it's 
not as difficult as perceived. 

• ____________________________________

____________________________________

• ____________________________________

____________________________________

• ____________________________________

____________________________________

Barrier Breakers
$OES�IT�TAKE�MORE�
PHYSICAL�EFFORT�
TO�PERFORM�THE�
RECOMMENDED�
BEHAVIOR�THAN�THE�
OPPOSING�BEHAVIOR�

7HY�

Because planting 
trees along streamside 

property is both time-
consuming and expensive 
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Appendix C:  
Behavior Selection Matrix

Before you complete the Behavior Selection Matrix, take a few minutes to review 
the following questions. Remember: There are no right or wrong answers to the 
questions in the matrix. The answers are mostly subjective and will depend on 
the circumstances surrounding your locality's issues and concerns. 

Which behavior will result in the highest reduction in pollution?

Based on information you have regarding current water quality or environmental 
conditions in the project area, try to determine which of the behaviors you listed 
will result in the greatest reduction in pollution if a large majority of the target 
audience adopts the behavior.

Which behavior will be the most affordable to promote to my audience?

Consider both the short-term and long-term costs that your organization might 
incur while trying to promote the adoption of this behavior. Think about the costs 
of outreach materials and formats, how the materials will be distributed, and who 
will help you distribute them. Consider whether you’ll be able to defray some of 
the costs by piggybacking onto existing efforts. For example, if you’re promot-
ing the use of alternative landscaping designs to conserve water resources in a 
particular community, is there an existing community newsletter you can use to 
distribute your message? If so, you will be able to save yourself the expense of 
printing and distributing your own materials.

Which behavior will be the most affordable for my audience to adopt?

Estimate all the costs that an average member of the target audience will incur 
when adopting the recommended behavior. Think about expenses related to gas, 
wear-and-tear on vehicles, the cost of taking time off from work to get to the 
recycling facility before it closes, expenses associated with alternative or green 
products (which are usually more expensive than conventional products), and so 
forth.

Which behavior is the most attractive to the people in my community?

Think about which behavior most resembles current community norms and at-
titudes. Which one will make people seem like smart, savvy neighbors?

For which behavior will it be easiest to show a link to the problem?

Because most people don’t fully understand the link between what they do at 
home and the quality of our environment, being able to show a clear cause-and-
effect relationship between behaviors and their effects on the environment is very 
important. Agricultural demonstration projects have been a successful in helping 
people make connections between behavioral changes and environmental results. 
For example, by planting trees and other vegetation along stream banks, farmers 
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Appendix D:  
Outreach Campaign Evaluation 
Questions

Process Evaluation

!RE�THE�PLANNED�ACTIVITIES�BEING�IMPLEMENTED�ACCORDING�TO�SCHEDULE�

)S�ADDITIONAL�SUPPORT�NEEDED�

!RE�ADDITIONAL�ACTIVITIES�NEEDED�

$O�SOME�ACTIVITIES�NEED�TO�BE�MODIlED�OR�ELIMINATED�

!RE�THE�RESOURCES�ALLOCATED�SUFlCIENT�TO�CARRY�OUT�THE�TASK�

$ID�THE�TARGET�AUDIENCE�RECEIVE�THE�MATERIALS�DISTRIBUTED�

7HAT�FEEDBACK�HAS�BEEN�RECEIVED��AND�HOW�DOES�IT�AFFECT�THE�REMAINING�OUTREACH�CAMPAIGN�OBJECTIVES�AND�ACTIVITIES�

(OW�DO�THE�TECHNICAL�ACTIVITIES�RELATED�TO�THE�CAMPAIGN�ISSUES�AFFECT�THE�CAMPAIGN�
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Impact Evaluation

7ERE�THE�CAMPAIGN�OBJECTIVES�ACHIEVED�

$ID�THE�CAMPAIGN�CHANGE�THE�BEHAVIOR�OF�THE�TARGET�AUDIENCE�MEMBERS�

!RE�THERE�MEASURABLE�IMPROVEMENTS�IN�WATER�QUALITY�

Context Evaluation

7AS�THE�CAMPAIGN�RIGHT�FOR�THE�TARGET�AUDIENCE�

$ID�IT�EFFECTIVELY�ADDRESS�WATERSHED�ISSUES�FOR�THE�TARGET�AREA�

$ID�THE�CAMPAIGN�COMPETE�WITH�OTHER�SOCIAL�OR�ECONOMIC�ISSUES�

7ERE�THE�FORMATS�AND�MESSAGES�APPROPRIATE�

7AS�THE�CAMPAIGN�CONTROVERSIAL�
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Appendix E:
Want To Know More?
This appendix provides information on additional sources of outreach materials, 
watershed management planning, media relations, and other tools that might be 

http://www.ctic.purdue.edu
mailto:ncepimal@one.net
http://www.rivernetwork.org
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This guide introduces partnerships and explains what makes them successful and 
how to make them grow. It’s available from the Management Institute for Environ-
ment and Business at (202) 833-6556, or call The Dryden Press at (800) 782-4479.

This guide provides the tools needed to effectively engage stakeholders to restore 
and maintain healthy watersheds through community support and cooperative ac-
tion. Available online at www.epa.gov/owow/watershed/outreach/documents.

This book includes hundreds of practical and proven examples of how to effec-

http://www.epa.gov/owow/watershed/outreach/documents
http://www.rivernetwork.org
http://www.ctic.purdue.edu/Catalog/WatershedManagement.html
http://www.ctic.purdue.edu/Catalog/WatershedManagement.html
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This publication is a great help in providing direction and ideas for organizing 
your own festival. Use Making Waves to plan an event in your school, county, 
or state. The water festival concept has been an enormously successful way to 
educate children and adults about water and water-related resources. This new 
version includes updated samples of fundraising letters, forms, news releases, and 
more. Also check out Making More Waves: Ideas from Across the U.S. and Canada 
for Organizing Your Festival and Making a Bigger Splash: A Collection of Water 
Education and Festival Activities. All are available through the Groundwater Foun-
dation at (800) 858-4844. (Cost: $12 each)

Community participation, enhancing the public’s trust, managing conflict that 
might arise, and developing and carrying out a public involvement program are 
some of the subjects in this handbook. Also included is a section of ideas and 
techniques that can be applied to a variety of situations. Developed in 1995, the 
handbook is available through the Pennsylvania Department of Transportation, 
Harrisburg, PA. For more information, visit www.mccormicktaylor.com/training_
proj_PIH.htm.

River Talk! is a hands-on guide for people who want to be more efficient and ef-
fective in encouraging key sectors of their communities to become involved in de-
signing river messages that resonate with target audiences. Contact River Network 
at (800) 423-6747 or www.rivernetwork.org.

This guide provides information for groups on how to get organized, includ-
ing funding and procedural advice. Contact River Network at (800) 423-6747 or 
www.rivernetwork.org. (Cost: $40)

Some of the best science and technical tools available to citizens involved in 
coastal watershed management are available in this guide. Although it was devel-
oped for California, this well-constructed guide might spark ideas for use in other 
watersheds. Published in December 1995, it can be obtained by contacting the 
U.S. Department of Commerce, National Oceanic and Atmospheric Administra-
tion, Coastal Oceans Office, 1315 East West Highway, Silver Spring, MD 20910. 
Phone: (301) 713-3338; Fax: (301) 713-4044. 

The Ohio Watershed Network, a statewide information and education network 
in support of local watershed protection efforts, maintains an online Watershed 
Toolshed which includes the module “Planning a Watershed Education Program.”  
The module provides guidance to anyone interested in developing a watershed 
education program targeting specific audiences to help them make informed deci-
sions to protect water quality. The Network also provides a listing of watershed 
groups in Ohio, the Ohio Watershed Academy, and other resources and references.  
Available online at http://ohiowatersheds.osu.edu/index.html.
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http://www.mccormicktaylor.com/Training_Services_PI_Handbook.htm
http://www.mccormicktaylor.com/Training_Services_PI_Handbook.htm
http://www.rivernetwork.org
http://www.rivernetwork.org
http://ohiowatersheds.osu.edu/index.html
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Existing outreach programs

4SOS is a regional organization operating in Washington, Oregon, and California 
whose mission is “to restore salmon to levels which ensure healthy, sustainable nat-
ural populations and support productive fisheries.” 4SOS supports multi-stakeholder 
efforts to raise awareness and build consensus. Resources for communication, 
working with the media, and outreach can be found at www.4sos.org/wssupport/
group_support/message.asp.

Maine’s Nonpoint Source Awareness Campaign started in 1995 as a collaborative 
effort between the Maine Department of Environmental Protection (DEP) and 
the State Planning Office to raise awareness about nonpoint source pollution 
prevention. Together these agencies produced the “8 Simple Steps” campaign and 
a series of radio and print messages. In 2000 the agencies began to develop more 
tailored materials and campaigns for their specific program needs. For more in-
formation, contact Kathy M. Hoppe, Maine DEP, 1235 Central Drive, Presque Isle, 
ME 04769. Phone: (207) 764-0477; e-mail: kathy.m.hoppe@state.me.us; Internet: 
www.state.me.us/dep/blwq/docwatershed/npscamp.htm.

NEMO uses geographic information system (GIS) technology to educate landown-
ers and municipal officials about nonpoint source pollution and watershed protec-
tion. Contact Chester Arnold, University of Connecticut Cooperative Extension, 
Haddam, CT. Phone: (860) 345-4511; Internet: nemo.uconn.edu.

RiverSmart is a national public education campaign designed to show people how 
simple changes in their everyday activities can protect America’s water resources. 
RiverSmart is a project of River Network, the nation’s leader in supporting more 
than 4,000 local river and watershed groups nationwide that are working to save 
rivers. River Network Partner groups are placing RiverSmart television, radio, and 
newspaper ads in media outlets across the country. For more information, visit 
www.riversmart.com.

The City of San Diego believes the key to cleaner ocean waters is public educa-
tion. That’s why they created the “Think Blue” educational campaign. “Think 
Blue” educates residents, businesses, and industries about the causes of storm-
water pollution and the pollution prevention behaviors everyone can adopt. For 
more information, visit www.thinkbluesd.org.
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http://www.4sos.org/wssupport/group_support/message.asp
http://www.4sos.org/wssupport/group_support/message.asp
mailto:kathy.m.hoppe@state.me.us
http://www.state.me.us/dep/blwq/doceducation/nps/outreach.htm
http://nemo.uconn.edu
http://www.riversmart.com
http://www.thinkbluesd.org


http://www.cbsm.com
mailto:order@sagepub.com
http://www.socialmarketing.com
http://vig.prenhall.com
http://www.epa.gov/nps/changes.html
http://www.epa.gov/nps/changes.html
mailto:join-npsinfo@lists.epa.gov
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programs. You’ll receive news on coming conferences, workshops, special events, 
and new publications. This site is also a discussion forum and networking tool 
that volunteer monitors of all types use to ask and respond to questions about 
volunteer monitoring methods, data quality, data management issues, and more. 
Whether your group monitors wetlands, streams, or lakes, sign up and get into 
the loop. To subscribe, send an e-mail to join-volmonitor@lists.epa.gov. Leave the 
subject line and message body blank.

Outreach materials

This 32-page publication is full of useful tips on pesticides, household chemicals, ero-
sion, water conservation, and more. The guide is intended to educate people about 
their role in the Chesapeake Bay ecosystem, but it’s also useful beyond the coast. 
Copies are available from Alliance for the Chesapeake Bay, 6600 York Road, Suite 
100, Baltimore, MD 21212. Phone: (410) 377-6270; Internet: www.acb-online.org.

This guide includes information on storm drain stenciling, stream cleanups, re-
forestation and tree care, and more. Contact Metropolitan Washington Council of 
Governments at (202) 962-3256 or visit www.mwcog.org.

EPA developed this guide to familiarize citizens and grassroots groups with the 
history and chemistry of coal mine drainage (CMD) from abandoned mines. It 
provides an overview of the step-by-step process of contaminated CMD cleanup 
and the role that citizens and grassroots groups can play in that process. Ask for 
publication number EPA 903-K-97-003. EPA documents are available from the 
National Service Center for Environmental Publications, P.O. Box 42419, Cincin-
nati, OH 45242-0419. Phone: (800) 490-9198; e-mail: ncepimal@one.net; Internet: 
www.epa.gov/ncepihom.

This small booklet explains crucial sections of the Clean Water Act, points out 
how to get involved in regulatory decisions, and tells the stories of others who 
have done so. Contact River Network at (800) 423-6747 or www.rivernetwork.org. 

Using Enviroscape watershed education models, children and adults learn by 
applying chemicals (drink mix) and loose soil (cocoa) throughout a typical com-
munity and then making it “rain” to immediately see the water pollution these 
activities could cause. Contact Enviroscape, c/o JT&A, Inc., 14524-F Lee Road, 
Chantilly, VA 20151. Phone: (703) 631-8810; e-mail: learn@enviroscapes.com.

The National Watershed Library lists many education and outreach tools 
for specific audiences like farmers, homeowners, and teachers. Visit 
www.ctic.purdue.edu for more information.
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mailto:join-volmonitor@lists.epa.gov
http://www.acb-online.org
http://www.mwcog.org
mailto:ncepimal@one.net
http://www.epa.gov/ncepihom
http://www.rivernetwork.org
mailto:learn@enviroscapes.com
http://www.ctic.purdue.edu


http://www.epa.gov/owow/info/NewsNotes
http://www.epa.gov/surf
http://www.epa.gov/owow/monitoring/volunteer/vm_index.html
http://www.epa.gov/owow/monitoring/volunteer/vm_index.html
http://www.wef.org/WaterNews
http://www.epa.gov/watertrain
http://ohiowatersheds.osu.edu/index.html
http://www.epa.gov/watershedfunding/
http://www.epa.gov/watershedfunding/
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http://www.northcoast.com/~fishhelp
http://www.mde.k12.ms.us/extrel/network/nettip.htm
http://www.mde.k12.ms.us/extrel/network/nettip.htm
http://www.greenmediatoolshed.org/
http://www.rab.com
http://www.press-release-writing.com
http://www.psaresearch.com
http://www.rab.com
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