BURNETT COUNTY, WISCONSIN (CBSM)

COMMUNITY BASED SOCIAL MARKETING

CAMPAIGN TO PROMOTE NATURAL LAKESHORES
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By John Haack, Basin Educator,
UWe-Extension and Bret Shaw, Ph.D.,
Environmental Communication Specialist,
UW-Extension

WHY TARGET LAKESHORE
OWNERS WITH A CBSM
CAMPAIGN?

Over the years, more and more of us are
living and building along lakes. One lot at
time, we are changing the natural features
of shoreland areas to accommodate our
landscaping and recreational preferences.
Bk The rate of development has increased tremendously during
it the past 30 years. Current patterns of shoreland development
include bigger homes, larger lawns and more impervious
surfaces —all of which continue to grow in number and scale
as more of us move to lake shores. Well documented adverse
impacts associated with these changes include loss of fish and
wildlife habitat and gradually declining water quality. These
development patterns, lot features and landscape choices along
lake edges negatively change lakes in ways that older, smaller,
less intensely developed cabins did not. Traditional educational
measures, while necessary and valuable for raising awareness
about what is needed to protect the health of our lakes, are not
creating significant behavior changes among lakeshore property
owners. Conservation groups, citizens and agencies are look-
ing for better ways to encourage residents to take better care of
lakes and lakeshore habitats. Interest in CBSM within Wisconsin’s lake professionals” community has
grown in recent years. This pilot project capitalized on that growing interest to implement and evalu-
ate CBSM principles in the context of protecting lakes in northwest Wisconsin.

WHAT RECOMMENDATIONS FROM THE CBSM
LITERATURE WERE USED TO DESIGN THE BURNETT
COUNTY PROJECT?

The list below summarizes various aspects of the community-based social
marketing process used in the project so far.

* BEHAVIOR SELECTION: Regarding the design of the project, we
worked with local fisheries, wildlife, and lake management experts
during a pontoon boat tour to select specific desired behaviors that
are achievable for lake owners and offer the potential to substantially
improve their lakes. While touring the lakes, each resource expert




expressed a range of best management practices for protect-
ing lakes based on habitat, water quality and various other
concerns. In the end, everyone agreed that protecting or
restoring near shore vegetation was the single most beneficial ,
management practice.

e UNDERSTAND THE AUDIENCE: We worked to understand
our audience’s perceptions of barriers and benefits to pro-
tecting or restoring near shore vegetation with focus groups,
surveys and phone interviews. In forming our questions, we
targeted a wide range of factors that might affect a person’s
intention to protect or restore vegetation.

* REVIEW PAST RESEARCH: We conducted a literature review looking for results and sugges-
tions from similar projects.

e EMPLOY SOCIAL NORMS: We decided to focus some of our outreach effort on building
community support for restoring near shore vegetation. A property is targeted for shoreland
demonstration. We plan to revegetate the shoreland sites later this summer and schedule tour
in conjunction with the annual ice cream social held on Long Lake that is attended by a flotilla
of boats from both lakes to increase the social desirability among neighbors of Long and Des
Moines lakes for adopting natural shorelines. To increase a growing sense of momentum
about the social desirability of adopting natural shorelines, we also plan to develop property
signage that is more subtle and appealing to property owners to address concerns heard dur-
ing the focus groups that lakefront signage currently placed along properties enrolled in the
County’s Shoreland Incentives Program are unattractive.

HOw DO WE USE CBSM PRINCIPLES IN
NEW OUTREACH MATERIALS FOR THIS
PROJECT?

A Prior to developing the topics or

For Clean Water & Lakeshore Habitat ~ Messages in our publications and
other outreach efforts, we asked and

listened to what our audience had to say, specifically paying attention to
what were our target audiences’ barriers and incentives to adopting More  team 1 crene
natural shorelines, as well as their perception of the benefits of restoration. — 2.Natral shoreline
We focused on our target behavior, reintroducing buffers on lakeshore
property, and developed specific messages to address what we heard.
Also, the messages we developed are clear, specific and produced with
vivid images and design formats.

HOW IS THE PROJECT EMPLOYING CBSM TOOLS
NOW OR IN THE FUTURE?

Tools of CBSM campaigns are listed below with a brief description of
how this project uses each of them.

e  COMMUNICATION — Campaign messages focus on re-vegetating shoreline areas while address-
ing barriers and benefits identified from survey and interview responses. The messages are being
distributed in a source appraised as most credible by survey respondents - the County Lakes



newsletter, “Lake Lines.” A Youth Journal
will also focus on what we learned about
the importance of kids and grandchildren
while using targeted messages for youth
and adults in an activity-focused campaign
publication. The Journal will be distrib-
uted at lake events and through members
of the county-wide lake and river asso-
ciation. Our studies indicated that some
adults might be non-receptive to agency
or government messages about shoreland
management, but they may be likely to
Youth Field Guide adopt more lake-friendly landscaping with
encouragement from their children or

grandchildren. One additional component of our communication materials is the “Share Your
Shore” logo and color scheme we developed to brand the campaign and provide visual unity
across the various campaign materials.

ANIMAL TRACKS
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COMMITMENT - The existing Shoreland Incentive program is
an example of encouraging public commitment, and we are
working to improve the way this strategy is currently executed.
Attempting to help the county rethink their shoreland incentive
program signs and address the negative things we heard about
the current signs being used on the shore and consider other
options is one way we plan to encourage people to
make a public commitment to the program without
the perceived negative aspects of sign clutter on the
shore. Gaining commitment to a “no strings at-
tached” shoreland site visit by our restoration spe-
cialist will be one approach used at lake association
meetings and the lake ice cream social through the
use of on site visit request cards during the summer
of 2010. We also plan to include a “no strings at-
tached” shoreland site visit request card in the Spring
2010 edition of the county lake newsletter.

PROMPTS — We are devel-
oping appealing prompts that
provide cabin owners with

Finished Products

A “no strings o

attached” visit can help -~ e tangible and durable prod-

residents plan a more i e uFts that have both a recog-

natural shoreline nizable brand and a web link
Burnett County CBSM Project for additional information

Natural Resource Marketing to Encourage Lakes Protection

that we believe residents will
keep for years to come. A
o LT SR laminated water proof lake
map encouraging use of
the county web site is one
element we plan to pursue.
S —— e e e e | [ FlOAting key chains, wooden
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http://basineducation.uwex.edu/stcroix/Links/CBSM/CBSMHome.htm



bookmarks or fishing bobbers are possible additional items that would include the project logo
and county web site. Point of purchase in-store signs at local nurseries are also being used to
direct attention to native plans that were promoted in the newsletters along with a coupon. The
Burnett County Top Ten Shoreland Plants brochure encourages property owners to plant native
plants along shorelines.

e NORMS COMMUNICATION - We planned a restored shoreland demonstration as part of an
annual lake ice cream social event on Long Lake. Forty one percent of current lake properties
are mostly natural or moderately natural, and focus group respondents say they want to keep
their shorelands natural. We will em-
phasize the many properties that do have Top TeN NATVE
lake-friendly landscaping and the many s 5 OFF
residents who are planning on making the Ao s
change toward more natural shorelines.

SHORELINE PLANTS
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e INCENTIVES — We developed a point-of-
sale promotion and coupon to accompany '
the new Burnett County Top Ten Shoreland & 0 =
Plants brochures. Additionally, we pro- = @ TOP TEN
moted native plants in lake association B e
newsletters as a way to accomplish ben-
efits they told us about such as maintaining
clean water, improving habitat and discour-
aging pesky, poopy Canada Geese.

Top Ten Native Plants brochure and coupon

e  CONVENIENCE - 1) We coordinated the Top Ten plant sales and coupon redemption program
with local nurseries and grocery stores. 2) We also simplified the existing county shoreland plant
list to the simple, more visually appealing “Top Ten Shoreland Plants” and included simple tips
on planting and explained the direct benefits of these plants such as more butterflies and other
wildlife. 3) We developed a “no strings attached” shoreland site visit campaign to address prop-
erty owner concerns about potential regulatory consequences of a person visiting their property
and to provide property owners with easy access to expert natural landscape advice.

WHY SHARE CBSM STUDY FINDINGS NOW, PRIOR TO COMPLETING
THE PROJECT?

As a component of the grant, we committed to keep our sponsors and others informed about the
status and results of this project. Like other formative research, we believe it is important to let others
know what we're learning during the process of conducting this initiative.

DOES THE CBSM CAMPAIGN INVOLVE ANY PARTNERS?

From the initiation of the CBSM project, the following local partners have been involved. We con-
tinue to discuss and plan project activities during regular meetings with these primary partners.
e Burnett County UW Extension’s Community Economic and Natural Resource Development
Agent, Mike Kornmann,
e Burnett County Land and Water Resource Department Conservationist, Dave Ferris ,
e Harmony Environmental Consultant, Cheryl Clemens,
e Department of Natural Resources Lakes Specialist, Pamela Toshner
* The project also works with Long and Des Moines Lake Associations and the Burnett County
Lakes and Rivers Association.



