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California Integrated Waste Management Board

Education and Public Outreach Committee

A Message from Committee Chair Cheryl Peace

The California Integrated Waste Management Board’s (Board) education and outreach programs must be simple, straightforward and, to the extent possible within limited budget capabilities, measurable.  This plan seeks to coordinate all media and outreach efforts into one coherent and cohesive plan of action.  While public outreach and education require different means for tackling problems, they should incorporate the same message.

Purpose

The objective of this Communication Plan is to create a cost-effective campaign that will serve to strengthen the identity of the programs under the Board’s authority, unify outreach efforts, continue to educate California residents and businesses, and showcase California’s waste prevention and diversion efforts and successes.

Branding

“Branding” was the hot advertising buzzword of the early to mid ‘90s.  While it has fallen into disfavor as a core strategy, branding is still a critical component of contemporary marketing plans.  The purpose of an effective branding component is to expand the breadth and reach of individual messages.  Major American corporations learned the hard way how “branding” can undermine product marketing when it is allowed to become the goal rather than a tool.

This is particularly important for a public agency.

First, the purpose of a public agency is not to promote the agency or its leaders.  The Board’s primary message should be about its programs not its identity.

Second, public agencies seldom have the resources to effectively execute a branding strategy.  Branding campaigns are particularly capital intensive and require a consistent repetition of message over a sustained period of time.

Branding has its value as a tool.  An effective brandling effort utilizes the “Brand” as a repository or clearing-house through which to focus messages and maximize the impression of repetition.

This should not be made to sound more complex than it is.  “The California Integrated Waste Management Board – Zero Waste, You Make it Happen!”  Now repeat.  Repeat again.  And, again.  Viola, you’re branded!

Paid vs. Free Media

The Board should pursue paid media only under rare and specifically targeted event oriented circumstances.  As a public agency the Board can drive messages through public service announcements, bill inserts, co-op promotions with local governments and vendors and by encouraging or requiring regulated entities to communicate core recycling messages as part of their everyday advertising and promotional programs.

The Board has already invested in significant in-house communication resources that can be put to use by minimizing the production cost of materials.  However, the Board should be careful not to pursue potentially costly, unmeasured media campaigns.  It is natural to want to put these in-house resources to work.  However, effective paid media campaigns require a reach and breadth that the Board simply cannot finance.

The exception to this may be certain event-oriented opportunities in which the Board   can participate with other private and/or public parties interested in conveying the same message.

The Message

The Board can be most effective by conveying its message on a wholesale level to potential retail message carriers.  “Retail” message carriers include both local governments and private operators who are in regular contact with our intended audience and share an interest in conveying our message.

In addition, the Board can be effective over time by developing and executing a sustained program consisting of “behavior” messages to the public in general and to students in particular.  The action statement of a behavior message encourages or asks for a change in behavior.

The Board should ask that individuals “integrate” resource friendly actions into their everyday lifestyle.  To be effective, the message must explain why the request is being made and what the benefit to the recipient will be complying.  “Zero Waste, You Make It Happen!”
Ironically, given all of the concern expressed about the Board’s name, the words “Integrated” “Waste” and “Management” are really the only three terms we need to sell.  We should exploit the terminology through all of its meanings and implications.

“Integrating” resource-friendly habits into our lifestyle is a simple way to “manage” our lives so that we do not “waste” our resources, our time and our money.  “Zero Waste, You Make It Happen!”
The Board should not run away from the term “integrated”.  It is too critical to our program responsibilities.  Instead we should lead with it.  Define it.  Sell it.  It is “the beef” of our message.  Ironically, the purpose of “branding” is to “integrate” an organization’s otherwise disparate messages.  This integration improves efficiency by allowing messages to piggyback on each other’s repetitions.  “Zero Message Waste, We Make It Happen!”
Summary – Keeping It Simple

The biggest enemy of effective communications is complexity.  Our priority should be on execution.  When time, energy and dialogue are wasted internally, time, energy and dialogue are stolen from external communications.  We do no benefit to our programs by preaching to the choir and even less by arguing over the shape of our logo and color palates.

The Board’s education and outreach program should define and promote the value of pursuing “integrated waste management”.

The Board should, of course, do so in an integrated, non-wasteful and efficiently managed way.  This means being realistic about our capabilities and maximizing our opportunities to partner with other messengers.

Finally, and most importantly, it means constantly reminding each other that our public charge is to promote the goals of our programs, not the agency itself.  Hence our message;  “Zero Waste, You Make It Happen!”
Postscript

All organizations, public and private, are subject to second-guessing and criticism from both within and without.  Good work often goes un-rewarded.  Credit and blame often lands in the wrong place.  No education or outreach program can change this.  Nor should it.  However, an effective education and outreach program focused on moving the Board’s agenda forward will inevitably reflect positively upon the Board and the Agency.

We should not expect the California Integrated Waste Management Board to become a household word.  And, that really doesn’t matter.  However, every time we convince a company, a group or an individual to integrate sound waste management into their daily routine we score a success.  And, that matters.
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