Strategic Outreach

Planning Workshop

the magic of getting others to carry
and fund your messages

Jill Hoffmann& Mary Hayes
White River Alliance



Presenter
Presentation Notes
New title? The Magic of a Matrix!


Why are we here!

® MCMs | & 2 — ahhhh, yes!
® New Permit Changes...
Strategic Communication Plan!?

Who cares, let’s have some fun!


Presenter
Presentation Notes
Why are we here? Being strategic in our communications is always relevant, but especially now with new permit regulations.  


Shared Water Protection Challenges

® How do we get people to care & respond!
® How do we change the social landscape!?

® How do we measure our outreach impact?



Presenter
Presentation Notes
These are the questions that drive our work… 


+ Message? Components of a
e Barriers? . . .
Communications Matrix

L

* What are their
demographics?

* Where might they
congregate?

* What partners have
access to these
people?

* What’s in it for them?

* What
outreach
materials
make sense!?

* Who pays for
them?


Presenter
Presentation Notes
(Intro to communications matrix strategy) To help answer/implement these questions, communications folks often use a communications matrix. Explain the flow. 


A

Audience

o
>

Venues and Partners with Venues

Tools & Materials

Specific Messages (aside from the basics -
what, when, where)

Priority

General public

Government websites

Podcasts, sidebar links/short videos,/program logo and links

Places where people gather — libraries, community

Rack cards, posters, evening program

County Fair

Booth activity, rackcards, training program/rodeo event, safety

City/County Facebook, Twitter, other social media

Posts and 'canned' posts, short video spots, infographics

MNews media

Press releases, personal interest stories/editorials, series pitch
for morning shows

Cities' enewsletters

short stories, E-sign up promo/link, utilize LAF email alert for
clasure or updates

Parks/MNature centers/McCallister Center

Program presentations, coloring sheets, rack cards, hands-on

Utilities bill stuffers

Postcard style messages about various topics, LAF has B.5x11, 2-
sided, full color inserts for content

On Held City phone messages

Scripts and taped messages, LAF may have access

United Way

Presentations, personal visits, leave-behinds/rack cards; connect
to social media, regular e-news to membership

Employers: Welln

ess Programming

Regular column/featuref/update in company
electronic newsletter

Snippets w/ links and photo; topical blurbs links to health and
ecamanic benefits

Health benefits of bike/walk

New employees orientation training

Presentation (lunch and learns), rack card

Employee manuals

ncentive program idea/materials, Bike-friendly business
certification materials

School corporations

E-news outreach, emai

Business: Economic Development

Chamber of Commerce

Presentations, personal visits, leave-behinds/rack cards; connect
to social media, regular e-news to membership

Alternative transport of employees,
courting millennial workforce

Personal visits with top 10 businesses

Presentations, leave-behinds/rack cards and FAQs/list of
available resources and programs

Bike friendly business certification,
incentive programs,/value



Presenter
Presentation Notes
Show sample (we need to try to find one that includes messages and partners?)


Building A Communication Matrix

Target Audience

Barriers

Key Messages,/Training Needs

Venues

Restaurants

language barriers, info not getting to the right
person who can take action, cost too expensive,
don't know what's wrong and illegal, high turnover,
don'tcare

How to eliminate/prevent leaky dumpsters, who owns/is responsible for
dumpster, leaks are not water, don't put liguid waste in dumpster, keep
dumpster away from drain, train employees on proper dumpster disposal; if
there's 8 mess, clean it up; appropriate cleaning methods, what the rules
are, breakdown of actual cost, encourage training of staff regardless of
turnowver, find emoticnal or ethical connection to get them to care, focus on

Pre-treatment inspectors, Health Dept, interns that visit
restaurants to teach via photos. *will rely heavily on partners

Auto Repair shops, especially
‘mom and pop' establishments

have slways done it this way, less expensive to
viglate than do the right thing, don't know the what
they did wrong or the damage caused, lack of
maoney to do it the right way, lack of training
|manager not passing info on to employees, don't
care)

doall repairs inzide, properly dispose of waste oils, knowledze of where
drains go, good housekeeping practices (addressing spills, using second
containment), convenient disposal sites, how to mitigate leaking vehicle

Pre-treatment inspectors, interns that visit restaurants to
teach via photos. *will rely heavily on partners

Residents doing vehicle
maintenance

lack of knowledge about dangers of even few drops
of oil, lack knowledge about what is wrong and the
damage they can cause, cost, inconvenient to
dispose of, don't care

use drip pan, few drops of oil' are indeed contaminants, what can/can't go
down 3 stormdrain, do all repairs inside, properly dispose of waste oils;
where to take old oil, [make it convenient), how to mitigate leaking vehicle

posters 8t auto parts stores, auto shows, places that zell
maotor oil (Walmart, etc. ), booth at auto shows?

Carpet Cleaners

has always been done this way, no one told them
not to; out of sight, out of mind, inconvenient to
dispose properly, cheaper to put in the drain, lack
of knowledge about discharge location, lack of
knowledge sbout 'bicdegrable is ok’

Where to dispose of water properly (create alternate plan with homeowner
or take to shop), drain without fish marker still drains to stream, the waste
water iz draining to stream, info about clean-up, fines, and court costs

workshop/short info session for lecal chapter of national
association (does this exist)? Meet with key contacts at local
corporate offices

Golf courses

using what is purchased for them, lack of
information/incorrect information, lack
understanding about product info, perception of
where water should be (aesthetic issues), think
maore iz better and results in greener grass, public
wants thiz sesthetic [will lose members if it doesn't
look a certain way), lack of knowledge about P and

bmane Littlo e —etsem e mood oo

Go P free, connect presence of dead fish to fertilizer overuse, less fert does
not=dead grass, explain package labeling ['environmentally friendly/zafe’),
address perception of good/bad aesthetics

presentations/workshops at meetings of association of golf

course managers, individual courses



Presenter
Presentation Notes
Show sample (we need to try to find one that includes messages and partners?)


Building A Communication Matrix

MY COMMUNICATION MATRIX - Look! [ did something today!

Message

Barriers

Where do you find
your target
audience
(demographics,
places they
congregate)?

What partners
have access to
them?

What materials
makes sense?



Presenter
Presentation Notes
Show sample (we need to try to find one that includes messages and partners?)


Sometimes it helps to survey your

audience before you reach out...

Do you live in an area that drains to the White River?

During the last calendar year, how have you used the water
resources in and around your community?

How do you like to receive information about activities you can do
to improve water quality?

What activities are you willing to do and what keeps you from doing
them!?


Presenter
Presentation Notes
One way to begin a comms process is to survey constituents. Short overview of our process. 


Let’s Make a Matrix!



v YOUR TURN!

e Barriers!?

* What are their
demographics!?

* Where might they
congregate!

* What partners
have access to
these people!?

* What’s in it for
them?

* What
outreach
materials
make sense!?

* Who pays
for them?


Presenter
Presentation Notes
First step: ID messages. Have the full audience brainstorm possible messages. Write on flip chart up front (2-3 minutes)


A campaign about the choices
we make and their impacts on
water quality


Presenter
Presentation Notes
For today’s purposes, because we have a lot of experience with these messages, we’ll use one of the campaigns from Clear Choices Clean Water. The CCCW program was created by a core group of municipalities working together through the  Upper White River Watershed Alliance.  The aim was to share common education messages about water and to leverage each other’s efforts for a common collective impact.  This program is now available throughout all of Indiana and nationally. 
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l KNOWLEDGE

(understanding)

o _ o \//
- Cognitive Steps to

Personal Behavior
Change

ATTITUDE
(values &

SOLUTIONS
TO WATER
RESOURCE
PARTICIPATION PROBLEMS
(acquire
experience and
(identify
problems)

AWARENESS
(appreciation)



Presenter
Presentation Notes
These are the principles CCCW is built on… and all education programs should be built on. Explain the concept of barriers. Looking at this diagram, have the group share where there might be barriers on this continuum relative to whatever message/action we’re focusing on today. 


LET’S TALK!

e Barriers!?

* What are their
demographics!?

* Where might they
congregate!

* What partners
have access to
these people!?

* What’s in it for
them?

* What
outreach
materials
make sense!?

* Who pays
for them?



wse YOUR TURN!

e Barriers!?

* What are their
demographics!?

* Where might they
congregate!

* What partners
have access to
these people!?

* What’s in it for
them?

* What
outreach
materials
make sense!?

* Who pays
for them?


Presenter
Presentation Notes
Moving on to the next part of the matrix… break up into small groups with flip charts to ID who and where the target audience is. 5 minutes to brainstorm, 5 minutes to recap. 



YOUR TURN!

* Barriers?

* What are their
demographics?

* Where might they
congregate?

* What partners have
access to these
people!?

* What’s in it for them?

* What
outreach
materials
make sense!?

* Who pays for
them?


Presenter
Presentation Notes
Back into small groups to brainstorm partners. 5 minutes to brainstorm, 5 minutes to recap. Won’t do a separate slide on “What’s in it for them?” but instead encourage them to think in those terms when identifying partners.



OUR TURN!

* Barriers?

* What are their
demographics?

* Where might they
congregate?

* What partners have
access to these
people?

* What’s in it for them?

* What
outreach
materials
make sense!?

* Who pays for
them?



e YOURTURN!

* Barriers?

* What are their
demographics?

* Where might they
congregate?

* What partners have
access to these
people?

* What’s in it for them?

* What
outreach
materials
make sense!?

* Who can help
pays for them?


Presenter
Presentation Notes
Last but not least… what materials will be the most effective? After they brainstorm, show for illustration purposes CCCW sample materials. 5 minutes to brainstorm, 5 minutes to recap. 


— GET CREATIVE!

* Barriers? .
there’s magic to be had!

* What are their
demographics?

* Where might they
congregate?

Le

* What partners have
access to these
people?

* What’s in it for them?

* What
outreach
materials
make sense!?

* Who pays for
them?
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