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FY 08-09 Watershed Watch Campaign Work Plan

BACKGROUND

The primary goals of the Watershed Watch Campaign are to:

Change behaviors that negatively impact the watershed.

Encourage behaviors that protect, preserve and restore the watershed.
Inform audiences about activities that impact the watershed.

Build awareness of watershed issues in general.

PwnhPE

In fiscal year FY 07-08, AdManor, Inc. was contracted to:
e Implement the FY 07-08 work plan developed in FY 06-07
e Maintain and develop partnership relationships that benefit the Program
¢ Maximize campaign resources through value-added development and effective
media implementation
o Coordinate campaign activities in consultation with the WEO AHTG
e Develop new outreach collateral

FY 07-08 media focused on community newspapers and South Bay radio stations.
Messages from FY 06-07 were continued with minor modification for more direct call to
action in IPM print ads.

FY 08-09 Watershed Watch Campaign Work Plan

The FY 08-09 Work Plan is based on a campaign budget of $138,000. If additional funds
become available, they will be allocated according to the prioritized needs of the
campaign.

Whenever possible, Watershed Watch Campaign activities will be coordinated with
activities of other local and regional outreach programs (e.g., the BASMAA Regional Ad
Campaign and the BASMAA/BACWAA Media Relations Campaign). Campaign activities
will be evaluated on an ongoing basis, and changes made as required.

The following tasks will be implemented by AdManor Inc. (“consultant”) in FY 08-09 to
achieve the Campaign goals and requirements of the new Municipal Regional Permit:

TASK 1: Campaign Evaluation

To date, the campaign effectiveness has been measured through
e Preliminary focus group evaluation of creative

Hits on the www.MyWatershedWatch.org website

Inquiries on the phone hotline

Hits on the www.HHW.org website

Requests for information

Actual measurement of fluorescent bulbs dropped off at participating hardware

stores

Media gross impressions

e Spot surveys conducted at community events
Attendance at Watershed Watch promotional events
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e A "mini-survey” regarding awareness of campaign messages, conducted via
email early in FY 07-08

To supplement these effectiveness measurements methods, a detailed, traditional
phone-survey will be conducted in the latter half of FY 08-09, as envisioned by the
Watershed Education and Outreach Strategy. A market research firm will be retained
(under separate contract with EOA):

¢ Develop and conduct a random dial survey within the Santa Clara County
market area in English and Spanish;

o Compile, evaluate and report results; and
e Develop recommendations based on results.

The questions will be formulated consistent with the 2003 telephone survey for
maximum comparative value, and to be consistent with the Strategy in determining the
cumulative effectiveness of the Campaign in achieving its goals.

The consultant will assist in the development and review of the survey questions,
methodology, results, and evaluation of the results and recommendations.

TASK 1 DELIVERABLES:
Consultant deliverables shall include:

¢ Review of survey questions, methodology, results and recommendations;

e Other market research / phone survey support as determined by the WEO AHTG.
TASK 1 BUDGET: $2,000

TASK 2: Creative Development

This task includes minor revisions to existing messages or the development of an
additional message (e.g. anti-litter or automotive related message), as needed by the
Campaign, up to the available budget.

TASK 2 DELIVERABLES:

Final deliverables are contingent upon media plans and WEO AHTG agreement about
the message focus for each campaign flight. Deliverables may include creative materials
for:

¢ Print media (newspaper ads)

e Transit media (bus board posters)

¢ Radio (recorded messages, public service announcements)

o Collateral (point-of-purchase displays/prompts, materials for distribution)
TASK 2 BUDGET: $5,000

TASK 3: Media Advertising
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The consultant will develop media partnerships, schedules / flight plans and budget
allocations in a comprehensive media plan. In developing these plans, the consultant will
work with the WEO AHTG to clearly identify and define their media goals and
preferences, and obtain their approval.

Requests for proposals will be developed to educate the media regarding the goals of
the campaign, the prospective media schedule(s)/plan, budget, and the criteria on which
proposals will be judged. RFPs will be distributed to media in the geographic target area,
defined as Santa Clara County geographic area, also known as the area of dominant
influence (ADI). San Francisco media may also be included with the instruction that
comparative data is based on coverage of Santa Clara County audiences.

“New media” or online and mobile phone advertising messaging will be explored in
addition to traditional media.

Media Allocation

The consultant will allocate the media budget proportionate to language/population of
the target audiences, and the media’s effectiveness in delivering reach, frequency and
added-value to the campaign. The consultant will create an appropriate balance based
on the goals, budget for the campaign, and any timely circumstances.

Media Selection

Media will be evaluated for its: effective reach in the ADI (ratings); efficiency based on
cost per point, reach & frequency to target audience(s), added value, and partnership
opportunities.

Media selection will be based on creating a desirable balance of reach and frequency;
limited duplication in programming and formats for maximum reach; maximum impact
weighing rating points and impressions; and adequate frequency to create impact.
Selection will also consider the proportion of media in English and Spanish relative to the
population, effectiveness in delivery of the message, the messages the Campaign wants
to deliver, partnerships and value-added media and promotions.

Media Schedule

The FY 08-09 media schedule began in January 2008, focusing radio and web media
on mercury pollution prevention messages to balance the County of Santa Clara’s
universal waste campaign in print and television through mid-March. This allowed the
Campaign to condense the print media schedule for a higher level of frequency through
the balance of the fiscal year.

To maintain the momentum of this higher-frequency media schedule, the media for FY
08-09 will be focused in the summer and fall of 2008, and winter 2009 as budget allows.
Schedules may be impacted by Presidential political campaigns as they affect media
costs and availability, and by the seasonality of the message(s).

Schedules may also be influenced by partnership activities and relevant event
considerations. To maximize partnership opportunities, a campaign message may be
tagged with a relevant partner/partnership event announcement. This added-media
value could be offered in trade for in-kind Program promotion at the events, and in event
marketing (co-sponsorship). A partnership and event calendar will be developed to aid in
the media planning (see Task 7).

! The FY 07-08 media plan delayed implementation, pending the outcome of the “mini-survey” and the WEO
AHTG’s recommendation to continue the community-based “top of mind awareness” (TOMA) approach.

FY 08-09 Watershed Watch Campaign Work Plan 3



The consultant will present the recommended detailed media plan to the WEO AHTG for
approval. The media plan will be revised as needed based on comments received.

Upon approval of the media plan, the consultant will confirm schedules with the media
and secure contracts, including written commitments of added value and promotions. All
creative materials and traffic instructions/insertion orders will be distributed to the media.

Task 3 DELIVERABLES:

RFP to Media (Media Negotiation)

Media Recommendations

Media Plan

Traffic (creative and scheduling instructions) / Distribution to Media
Billing / Reconciliation / Documentation

Media Campaign Summary (Report)

Task 3 BUDGET: $49,000

Task 4: Partner Development and Coordination

Developing partners has proven successful in augmenting campaign resources.
Partners have published newsletter articles, distributed Watershed Watch Kits through
educational and promotional activities and events, offered web site links and shared
other resources. The consultant will continue to work with past and existing partners so
that the list of partners continues to grow each year.

The consultant will explore development of additional partnerships, such as:

Additional or alternate media partners - VietUSA, Cinemas, Pennysaver, ValPak
(direct mail media), movie theaters, etc.

Water-related / outdoor activity businesses or sporting retailers — Fishing,
boating, rafting, kayaking

Hardware/garden/home improvement — OSH (currently through BASMAA), Ace
Hardware.

Automotive — dealers, oil change / service centers, auto parts / targeting do-it-
yourself oil changes

The consultant will distribute a partnership kit to all partners and potential partners,
which presents partnership benefits and opportunities and tools for displaying their
support of WW, and thanks them for their partnership. In pursuing new partners, when
appropriate the consultant will develop customized proposals with specific benefits and
creative partnering opportunities, developing mutually beneficial relationships and
activities.

The support of these relationships includes coordinating outreach materials or
messages, promoting the partner’s interests that are shared with the Program,
participating in key activities and events, and suggesting or developing win-win
opportunities. A calendar of events will be maintained to keep all partnership activities
“on the same page.”

Changes and developments in media from the previous year may impact the availability
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