Tuesday, October 18, 2016 at 9:00 AM
Southwest Florida Water Management District (SWFWMD) Headquarters, Board Room
2379 Broad Street, Brooksville, FL 34604

Attendees
Springs Coast Basin Joint Basin Management Action Plan (BMAP)
Meeting Summary – Weeki Wachee and Aripeka Springs and Crystal River/Kings Bay
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Gene Altman, SWFWMD
Juanita Bernal, Pasco County
Clay Black, Hernando County
Alys Brockway, Hernando County
Debra Burden, Citrus County
John Burnett, Hernando County
Tiffany Busby, Wildwood Consulting
Robyn Felix, SWFWMD
Cathy Foerster, Wildwood Consulting
Xueqing Gao, FDOH-Tallahassee
Alan Garri, Kimley Horn
Robin Grantham, SWFWMD
Mark Green, SWFWMD
Melissa Gulvin, SWFWMD
Terry Hansen, DEP 
Jeff Harris, Pasco County
Janet Hearn, ATM
Anne Holbrook, Save the Manatee Club
BJ Jarvis, UF-IFAS
Greg Lang, Mittauer & Associates
Jamie Letendre, DEP Aquatic Preserve
Christine Lynch, Pasco County
Michael Mulligan, SWFWMD
Troy Nanke, PTI
Anita Nash, DEP
Nanette O'Hara, TBEP
Cynthia Oswald, Citrus County
Honey Rand, Kings Bay
Curt Reilly, Paddling Adventures
Chris Rowe, PTI
Mark Schroder, Citrus County
Johna Smith, DEP
Elke Ursin, FDOH-Tallahassee
John Walkinshaw, GPI


Introduction
Tiffany Busby opened the meeting at 9:15 AM by welcoming everyone. She stated that this is the first joint BMAP meeting for the Springs Coast area for Weeki Wachee and Aripeka Springs (WW) and Crystal River/Kings Bay (CR/KB). She reminded attendees that recent legislation requires springs-related BMAPs that are to include an onsite sewage treatment and disposal system (OSTDS) remediation plan which is comprised of a public education plan. The purpose of this meeting was to receive input from experts on how to prepare a public education plan with a focus on social marketing. At the November meeting we will discuss and apply what we learn today in preparation of the Springs Coast public education plans.

She introduced Terry Hansen who is the Florida Department of Environmental Protection (DEP) basin coordinator for the Springs Coast area. She stated that a meeting will be held at 9:00 AM tomorrow in which the Nitrogen Source Inventory and Loading Tool (NSILT) updates for WW and CR/KB will be discussed as well as draft NSILT reports for Homosassa and Chassahowitzka Springs and Aripeka Springs. Also, the WW priority focus area will be presented for comments. She thanked SWFWMD for arranging the meeting room. She reminded attendees to sign in and to provide their email information should they desire to be on the DEP contact list to receive meeting notices. She then requested that each person in the room introduce them self.

Presentation #1 – Community-based Social Marketing
Robin Grantham of the SWFWMD Communications Section provided a broad overview of community-based social marketing which included a comparison of traditional marketing techniques to a well thought out, community-based campaign.

She stated that the traditional approach, which is information intensive and motivated by economic self-interest (rebates, incentives), is no longer effective. An alternative approach, community-based social marketing, is successful in changing attitudes and behaviors. This approach has five steps:
1. Select behavior that is to be changed (determine this through a pop-up survey and further identify sub-behaviors).
2. Uncover barriers and benefits (through literature review, observations, focus groups, and/or surveys).
3. Develop strategy (want barriers to go down; benefits to go up).
4. Pilot strategy (test it through a random selection of a strategy group and control group; conduct pre-test and post-test surveys).
5. Implement broadly and evaluate (change with the audience).

Robin then walked the attendees through an example community-based campaign.

Questions/comments by attendees
1. Terry Hansen: Your example campaign involved a captive audience. How do you suggest we design a campaign for the Springs Coast area that has a diverse audience? Robin: I suggest you hire a professional research consultant. Also, spread out control groups during the pilot phase. Further, anticipate that it will take approximately five years to implement a full community-based campaign. The first two years are spent on research to select the behavior that is to be changed, uncovering the barriers and benefits, and developing the strategy. Year three is implementation of the pilot strategy; year four is analysis of the pilot strategy; year five is broad implementation of the campaign.
2. Terry Hansen: Based on your experience in the Springs Coast area, do you believe the audiences are similar among the three counties? Will one-size-fits-all messaging work? Robin: You could develop a campaign that is fluid in Citrus and Hernando counties since our research has not indicated major differences in pre- and post-campaign results. Citrus and Hernando counties should be okay as one pilot project, but design the campaign for broad implementation.
3. Michael Mulligan: Research will show if there are variations in your audience.
4. Debra Burden: The demographics are very different between the counties.
5. Jeff Harris: Are your previous survey results broken down by county? Robin: I can request that our public perception research consultant break down the results by county.
6. Clay Black: Major advertisers do not split their messaging between Citrus and Hernando counties.
7. John Burnett: Where can we review the SWFWMD social research? Robin: The social research information can be accessed at this web link: https://www.swfwmd.state.fl.us/projects/social_research/ 
8. Anita Nash: Did you pilot test the questions before conducting the pre-test survey? Robin: Yes, we conducted test surveys and tweaked the final survey based on feedback from the test surveys.
9. Tiffany Busby: How did you select your research consultant? Robin: The consultant was selected through a request for qualifications process.

Presentation #2 – Be Floridian Fertilizer Campaign
Nanette O' Hara of the Tampa Bay Estuary Program (TBEP) presented on the successful TBEP “Be Floridian” social marketing campaign. The campaign was designed to support the locally adopted fertilizer ordinances that restrict sales and use of fertilizer in Tampa, Hillsborough County, Pinellas County, and Manatee County. The goals of the campaign are to link compliance to protecting recreational water activities ("Protect our Fun"; "Less Lawn, More Fun") and to create a new norm for protecting water health.

She stated that a successful social marketing campaign emphasizes behavior change, relies on research, is conducted at the community level, and follows a methodical process. The public health sector is a pioneer in successful social marketing campaigns (anti-smoking, wear your seat belt, wash your hands, etc.). The process involves the following steps: determine behavior; determine benefits and barriers; develop test strategy; implement strategy; evaluate; and adjust. 

The “Be Floridian” campaign was developed over the course of several years:
	2009:		Focus groups.
	2009:		Secret shopper surveys.
	2010:		Review existing research.
	2010:		Audience characterization.
	2011:		Test message.
	2012−2015:	Evaluate and adjust.	

The cost of the campaign for five years was $405,000, not including Nanette's time or social research services. A breakdown of the costs:
	$225,000	Billboards and bus wraps.
	$65,000		Print media.
	$65,000		Digital media.
	$50,000		Radio spots on National Public Radio (NPR).

The campaign began with a new website (BeFloridian.org), then outdoor advertising, retail stores (rack cards, notepads, reference cards, banners, buttons), digital advertising (search engine marketing on Google, Bing, Yahoo, and, Facebook; banners/side bar ads on various websites such as Tampa Bay Times and Bay News 9), community outreach, and traveling exhibit.

What worked the best were search engine marketing on Google and Facebook (ads as well as "organic outreach"/postings).

Lessons learned include the following:
· Do your homework (know your audience and focus your message).
· Engage people (mobile devices and social media).
· Fun is better than fear (in terms of messaging).
· Homeowner associations and landscape professionals remain major barriers.
· Go beyond your comfort zone; do not be afraid to fail.
· Do not assume! We are not our audience.

Questions/comments by attendees
1. Jeff Harris: What would a septic to sewer campaign look like in which we try to tell the audience that it is okay to receive a monthly bill for wastewater services? Nanette: You need to conduct focus groups to determine how to proceed with a campaign.
2. Jeff Harris: County staff need the support of the county commission which needs the support of citizens. How do we gain the needed support? Nanette: For the “Be Floridian” campaign, we calculated nutrient removal costs and conveyed to elected officials that it is much less expensive to prevent pollution than clean it up. It was eye-opening for the elected officials. I can provide our research paper on the calculations.
3. Tiffany Busby: We may need to focus messaging on one component, such as "septic systems are part of the problem."
4. Alys Brockway: A message could be "we will help reclaim your yard" if it is a septic to sewer conversion.
5. Nanette O'Hara: Do not assume you cannot do it. Do not assume the opinions of your constituents.
6. Honey Rand: Sarasota County went through a multi-year process that resulted in a very good campaign through its utility department.
7. Robin Grantham: Septic systems are the hardest topic for social marketing, since it is complicated. You need a professional consultant for the campaign.

Presentation #3 – Restoring our Springs! Campaign
Robyn Felix, SWFWMD Communications Manager, provided an overview of the SWFWMD “Restoring Our Springs!” campaign that has been active for three months each of the last three years in Hernando, Citrus, and Marion counties. This is not a behavior change campaign; it is a public perception campaign. The goal is to gain the support of the community and awareness of  SWFWMD as science experts on the springs.

As part of the campaign, SWFWMD established a springs team (technical experts) in 2013 to be the face of SWFWMD in the community. After a year of research and preparation, the campaign launched with a new website, a springs team video (to humanize SWFWMD and display science-based experts), advertising (billboards, radio ads, movie theater ads, and Google ads), a Newspaper-in-Education circular that was provided to sixth, seventh, and eighth graders in the three counties, community events, and an Instagram photo contest. SWFWMD has received 19 various awards for this campaign. SWFWMD annually budgets $60,000 for the campaign, not including staff time or social research consulting services.

Moving forward, SWFWMD is preparing a social campaign to connect people to the springs as well as establish a positive connection between SWFWMD and the springs. The current springs campaign logo (manatee) will be replaced in the new campaign.

Questions/comments by attendees
1. Terry Hansen: Did your research include input from residents in the eastern portions of the counties and their connection to the springs in the western portion of the counties? Robyn: The survey was random; therefore, it could have included eastern residents.
2. Jeff Harris: How much would a respondent pay for increased water quality? Robyn: We asked if they are willing to pay taxes for springs protection; 80 %−90 % responded favorably.
3. [bookmark: _GoBack]Greg Lang: The local governments tend to be the weak links in that they do not trust other government agencies. Robyn: SWFWMD is committed and dedicated to serving the communities and local governments within its jurisdiction.
4. Greg Lang: Citizens do not trust experts, councils, etc., unless there is personal connection. Robyn: You just described our Withlacoochee Watershed Initiative in which we completed a 10-year study that was led by a scientist that grew up and resides in Citrus County. He walked every single mile of the river. We made a video of him that resonated with the community when explaining the study.
5. Greg Lang: Funding of videos should be a priority since they achieve community buy-in. Terry: The videos will be a component of the public education plan.
6. Tiffany Busby: Are the videos produced in-house? Robyn: The springs team video was outsourced and produced by an experienced videographer. We have two people on staff that produce our project videos. The videos get the most views on Facebook, more than static posts.
7. Anne Holbrook: Why are you moving away from use of the manatee logo? Robyn: Citrus County uses the manatee a lot in its initiatives. Our message is getting lost.
8. Nanette O'Hara: It is smart to have the new logo emphasize a human connection with the springs.
9. Clay Black: Hernando County is using a mermaid in its stormwater messaging.

Closing Remarks
Tiffany reminded attendees that their feedback is needed on messaging and the overall public education strategy. Anne Holbrook asked what is needed from the group now. Tiffany responded that any suggestions are welcome in terms of scale, costs, etc. In the meantime, we will build upon the feedback previously provided by stakeholders on available education resources and focus areas.

Terry explained the handout that was distributed to attendees. The handout summarizes post-survey feedback on septic systems and fertilizer from two different SWFWMD campaigns. It provides a clue about public perception in the Springs Coast area. He said that the recent legislation does not specify required components of the public education plan; therefore, we need to determine our own opportunities for public outreach. The handout may be a start on the solution by understanding perceptions. He anticipates that an education campaign will take five years from concept to implementation and evaluation. 

Next Meeting
The next BMAP meeting date was not mentioned (it is currently scheduled for November 16, 2016). Tiffany reminded attendees of the NSILT meeting scheduled for the following morning.

Adjournment
The meeting adjourned at 12:15 PM.

Action Items
Below are action items from the meeting. 
1. Terry Hansen – Post all presentations, handout, and meeting summary to the DEP Springs Coast web page.
2. Cathy Foerster – Send a save-the-date notice to stakeholders for the November meeting.
3. Terry Hansen – Prepare FAR notice and post November agenda to DEP BMAP web page and Springs Coast web page.
4. Cathy Foerster – Prepare outlines for education pilot projects on OSTDS and fertilizer.
5. Robin Grantham – Request from the SWFWMD public perception research consultant to provide survey results by county (Hernando, Citrus, and Pasco).
6. Nanette O'Hara – Provide research paper on the nutrient reduction calculations used in the “Be Floridian” campaign.
7. Terry Hansen– Distribute Robin and Nanette's research to the Springs Coast stakeholders.
8. Tiffany Busby – Send follow-up request to stakeholders for thoughts on education strategies, costs, scale, etc.

