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A Making the case for a
more intentional Pl
program

A Tailoring your approach
for different objectives

A Increasing effectiveness
of outreach

Objectives




@ Benefits of Pl planning

Control
Consistency
Compliance

Improvement

Do Po o Do o

Staying power



Familiar management
framework

Credit: Christoph Roser at AllAboutLean.com



http://www.allaboutlean.com/

@ PI management framework

Define
outreach
objective
S
Evaluate Develo?]
orogress outreac
approach
Implement

plan (pilot)



a What Is your objective?

U Education and information
U Regulatory or policy change

U Behavior change



Pl planning lenses

Regulatory/policy

change Behavior change
f . .
Nature o Political Social
problem
Outcome . . .
Accepting decisions Conversion

focus

. . Long-term,
Timefram| Short-term, periodic, or . .

. continuous, pilot

e project based

phase




@ PI planning frameworks

Regulatory/policy

C Target Key Strategies
Pl goals . and
audiences messages techniques

Behavior change




@ Planning for regulatory/policy
change

Where this 1 s applicabl
A Establishing new code, code updates

A Significant changes to existing practices
and policies, e.g., inspection protocols

A Permit and management plan updates

A Rate updates



Planning framework for

regulatory/policy change

Target Key Strztr?gles
audiences messages techniques

What can the project owner promise the
public in terms of meaningful participation?

A Who has a stake in the outcomes of the
process?

A What key information needs to be shared?

A What materials and activities tie this
together?



Public participation goals

IAP2 Best Practice Standards for Public Participation

Inform Consult Involve Collaborate Empower
N & @)
.W. o .\ v O
Inform - < Involve P G EMpoOWwer
Low level of Mid level of High level of
public engagement public engagement public engagement

Target Key Stritﬁg =
audiences messages techniques




Audiences:

orbits of participation

A Who will be
Impacted/interested?

A Whatis their
expectation for
Involvement?

A How will your proces
engage them?

Target Key ) Stregcr(]egles
audiences messages techniques



a Messaging:
key points to share

Purpose and need

Scope and schedule

Decision-making process

o To o Ix

Opportunities for input or influence of
outcomes

e & Strz;tr(lagles
audiences messages techniques



Message mapping
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Tactics:

process design
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Tactics:

traditional elements

Print and electronic materials
Briefings
In-person and virtual public meetings

Convening groups

e s Stre;tr?dgles
audiences messages techniques



Tactics:

Inclusive outreach

A Limited English
A Low income
A

Cultural norms for public participation or
government

Target Key
audiences messages



community/attributes
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WITHIN SELECTED AREA
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mexico 26% [N 1y <n 770 I
Philippines 189 spanish 7% |
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xorea 1% I Other Indic 3%
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Native Amer 0%
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Reaching limited English

speaking populations

and translators at meetings You can stay safe by paying heed to the signs and directions below:
Ban co thé gilf an toan bing cach tudn theo nhiing chi dan va bién bao dudi day:
PtEE Fol BRI % CHS2l TIA AVEH =218 21E 0 = A2 BHLICEH

A Use graphics, infographics, LTRSS « WA

No correra peligro si presta atencion a las siguientes senales e indicaciones:
symbols

= Obey the direcfions of signs and flaggers.

= Tusn thil chi dan clia cde tin hidu va o hudng dan.

« B8 W DERE#HCE A GELNE.
¢SSP .

= Siga las instrucciones de los carteles y los senalizadores.

A Partner with community e ————

Cross the street at signalized intersections only.

- Ehﬂ'uennndmrlmuact'mgcachmhlaqdarhdlnrumﬂ'huﬁimdl
leaders who know the faj . et

A Provide translated materials &mcfﬁom*‘e*oﬂp.*

LHEHAL AT HHLAL.
B AT - Rﬂ]s&ﬂﬁﬁ)&ﬂiﬁcﬂnﬂﬂﬂ

communities language and e

* Do not enter or apprpach the contractor in designated work zones.
nee S +  Khéng di wac hodc fiép cin vii nha thau trong cac khu wure thi cding &3 duore chi dinh.
o TIBE BY Fud BoiojHUL BTN 28T DhAAIS.
- FERAREHELFEMATRERE . )
= Mo ingrese a las zonas de trabajo o ni s& TUE 3 UN o que

se encuentre en ellas.

Watch for tuming vehicles before crossing,

Quan s3t ki cac phiromg tién dang quay d3u v khi gua drdng.
w HiE AU Foll 3| HYE 2@l FARLAS.
ﬁm e

P -
«  Assguress de que ne doblen vehiculos antes de cruzar.

= Call the 24-hour hotline to report unsafe conditions: {208) B01-2485

«  (Goi dién 10i duwdng diy nong hoat ddng sudt 24h dé thing bao cac déu kisn mat
an foan: (208) 801-2485

- 24AzH WE EH (208 301-24850 02 KRB A AR HENE FEE +
gL

= IRET 24 RNE - TR S AR ¢ (208) 801-2485

= Llame a la linea direcia dispenible las 24 horas para nformar sobre condiciones
de riesgo: (206) 501-2435.

24-hour hotine (206) B01-2485 | g | a.gavia 014




i Pew Internet

Reaching diverse
audiences

Social media usage by race/ethnicity
(% of internet users)

100%
80%
60%
40%

20%

0%

Social networking sites Online video Twitter Location services

® White Black m Latino

Technology and People of Color



Reaching diverse
audiences

lent outreach

Attitudes towards gov't outreach via online social networks

(% of all adults)

100%

80%

i 53%*

o/ *
44% a%e .
40% o
30%
20%
"Very important” for gov'tto do  Helps people be more informed - Makes gov't more accessible -
this "strongly agree” "strongly agree"

B White Black = Latino

i Pew Imernet Technology and People of Color



Planning framework for

behavior change

Desired Target Key Strz;tr?cglues
behaviors audiences messages e

at behaviors are we trying to influence?

A Who o

0 we need to reach?

A What is known about values, perceptions,
barriers?

A What are key messages?

A Hows

hould messages be communicated?



@ Planning for
behavior change

Where this 1 s applicabl

A Commercial sources of FOG
A Residential sources of FOG

A Other non-point sources of contamination



o \ Fogg Behavior Model
g

A
Motivation )}‘ E:m a-‘l" Behavior Change Elements
3 motivation, ability, trigger
- \.\ Core Motivators
= \ pleasure/pain, hope/fear,
= 3 friggers social acceptance/rejection
= \\ L/ Simplicity Factors
= \ : time, money, physical effort,
-, % brain cycles, social deviance,
\\ non-routine
triggers o
Low fail here \\ Triggers
Motivation

facilitator, spark, signal

Hard to Do ability Easy to Do



Time/resources

CBSM: getting to

behavior change

Change

Shift behavior

attitudes

Raise
awareness

potential environmental result



@ Results-oriented
approach

Community-based
soclal marketing

A  Commitments

Prompts

A
A Norms
A

Incentives




Planning tools: behaviors
and barriers

Contaminant

Activity to adopt

Barriers to behavior change

Temperature
Lack of
streamside
shade

M Leave a buffer of establishq q

native vegetation intact

M Plant native trees, shrubs

and groundcover

1 Remove invasive species
that threaten native ripariar

vegetation

Desired

behaviors audiences

|l

=4 =4 =2 =4 =4 =2

=4 =4 =4 =4

Target

Lack of understanding of value/benefits of riparian buffers
Lack of understanding link between water temperature and
water quality

Lack of understanding of changes in stream location over ti
Existing structures in close proximity to streams

Value access to streams

Value views of stream/property

Value managed, groomed landscaping such as lawn

Lack of knowledge of native plants and how to successfully,
maintain them

Lack of available native plants

Lack of understanding of threat that invasive species pose
Inability to distinguish native and nemative species

Past failure to manage persistemvasivessuch as Himalayan
blackberry and English ivy; overwhelming unable to remove
(physical, personal issue)

Strategies

M

Key

and

messages techniques



Audience and program
assessment

First identify target audiences, then
consider:

A Interviews
A Focus groups

A Surveys

Desir_ed Ta_lrget Key Strz;’tﬁgles
behaviors audiences messages S




Getting at public
motivations

What information is known?

What are trusted information sources?

A

A

A What does your audience value?
A How ready are they to change?
A

What barriers prevent adoption of

C h C Desired Target Key Strztr?dgles
behaviors audiences messages techniques




a Planning

tools: awareness

and perceptions

A Households
Versus
Industry as
sources

Behaviors and
barriers vary
by topic

Government

sbruary
O regon Associat f Cl
FROM: esearch
Bl: Research summary a bo

perspective on the issue.
and inform and/or validate existing
Association of Clean Water Agencie|

Water Pollution jn
e View from th

Puget Soung:
e Back Yarg

Much of the information is develop
members, related work by DHM

account. However, although wa

QQQQQ

Any observations and recom
Oregon; while much of the a

to conduct independent




@ Look critically at your
program




