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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?



A campaign about the choices 
we make and their impacts on 

water quality



Social marketing seeks to influence social 
behaviors not to benefit the marketer, 

but to benefit the target audience and the 
general society.



Two Biggest Keys to Social Marketing

 My actions matter (make a difference)
 My actions are socially acceptable
 It’s fun – the brand is fun
 Barriers are reduced
 It’s tied to other things I care about 

and people I trust



Key Questions (surveys) 
that Informed Our Approach
 Do you live in a watershed?
 Do you live in an area that drains to the White River?
 How much of a problem are the following water impairments in your 

area (bacteria, nutrients, sediment, pesticides, grease, trash, etc,)
 During the last calendar year, how have you used the water 

resources in and around your community? 
 Who do you trust for information about the environment?
 How do you like to receive information about activities you can do 

to improve water quality?
 My actions have an impact on water quality?
 What activities are you willing to do and what keeps you from doing 

them?



www.Indiana.ClearChoicesCleanWater.org

Focuses on getting 
people to 

PLEDGE ACTION



Started with one campaign, 
and then added three more…



Then added four more…

Service Pledge includes 
several opportunities

Cross-over 
Urban/Ag Topics 

and outreach 
partners

Diverse 
pledge topics 
provide for 
many ‘points 

of entry’



And in 2017-2018…



Technical resources and FAQs 
for each pledge

Indiana.ClearChoicesCleanWater.org



Acknowledging barriers



Breaking barriers, 
acknowledging benefits, 

setting expectations



Public Commitment and 
Acknowledgement

Pledge Map = Peer Pressure and Proof 
of Social Acceptance



Taking a Pledge – Measuring Impacts
Always measuring behavior change.

Always allowing room for ‘early adopters’

Personalized pollution reductions 
and relatable outcomes resulting 
from each person’s ‘choice’/action



1468 lawns - 810 acres
• 26,441 lbs Phosphorus saved/yr
• 6.5 million lbs Algae prevented

733 pet owners – 1036 dogs
• 6.1 trillion Bacteria/year

580 native planting pledges
• 1.2 million lbs Phosphorus saved/yr
• 610 million lbs Algae prevented

218 septic pledges
• each save 76,650 gallons waste

57 conservation pledges
• 7.4 million gallons water  saved/yr

‘Accidentally’ teaching about watershed 
boundaries

Impact of 
~3000 Pledges



Built-in Evaluation Mechanisms for 
Outreach Strategies and Partners



Goal 1 – Pledge #s and Tangible, 
Measurable Behavior Change

Goal 2 – Issue Awareness at a Broader 
Scale; Messages Simply Being Seen



Current Multimedia Resources 
Available to Sponsors
 Facebook ‘canned’ posts
 Print Advertisements
 Postcards/Handouts
 Posters
 Billboards
 Banners
 Radio Advertisements
 TV Advertisements
 Kids packet items

*  Bulk Buys & Logo-ing available

INSERT YOUR LOGO 
HERE!

Lots of pre-designed 
materials that can be 

customized



Postcards & Posters



8 ft Standing Banners



Specialized Seed Packets & Stickers



Bookmarks & Stickers
Overall Pollinators



Kid’s Activity GuideFold-Out Youth Activity Guide

Correlated to State Education 
Standards (4th grade)

Access to infographics



Youth Activity Guide

Customized Watershed Map
& Customizable Text



Social media 
packets with info 
graphics, photos, 

factoids, and 
‘pledge of the 

month’



Where are we going from here?



National Affiliate Program Growing!

ClearChoicesCleanWater.org
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