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Executive Summary

The two goals of the ongoing BACWA and BASMAA medgations campaign are to 1) firmly
establish the agencies as media contacts on wadditygand pollution prevention issues, and 2)
generate media coverage that encourages indivitmaldopt behavior changes to prevent water
pollution. In FY 07-08, the campaign continued thiave these goals.

This year wagxceptionalin terms of the sheer number of breaking newsoresgs including an
op-ed in response to the oil spill, a letter to #ditor in response to an Associated Press
pharmaceutical story, a letter to the editor ipogse to growing amounts of litter in the Bay,
and a letter to the editor to address the stategitofocused on water recycling. Additionally,
two reporters (at KGO-TV and KPIX-TV) were pursuedjarding pursuing stories on proper
pharmaceutical disposal. Placement highlighttugle an oil spill op-ed published in all of the
Bay Area Newsgroup publications (including t®akland Tribung and an in-depth interview
with Michele Pla on KBLX-FM. The Campaign also dieyed op-ed pieces on biosolids and
the proposed renaming of the Oceanside Treatmamitt-Pboth of which will be submitted to
newspapers in FY 08-09.

Media coverage was pursued on the following pitchhesycled water workshop, pest control
operators (EcoWise Certified), Top 5 Things You Qanfor the Bay, and the “Our Water Our
World” campaign. The number of media and publicvieer announcement (PSA) placements
was plentiful this year, in part due to the outditag coverage resulted from an op-ed submitted
in response to the Cosco Busahspill, which garnered coverage in November.

This year O’'Rorke and CH2M HILL also provided exds@ behind-the-scenes counsel, crucial

message development, and proactive media strategig® agencies in response to the many
breaking news stories that needed to be addreEledwas particularly the case with the sewage
spills of January and February, where O’Rorke wae & encourage the agencies to speak up
on this critical water quality issues for the Bay.

Maintaining and building upon good media relatiagpshwas key to the success of this year’'s
campaign, and was highlighted by the launch of yl@ar's program. With the intent of new
outreach and growing past relationships we developad sent an email to all media
highlighting the campaign’s four main spokespeapid their areas of expertise. Spokespeople
bios and photos were placed on both agency welestegell, allowing reporters to easily find
the most appropriate person to interview.

O’'Rorke and CH2M HILL also developed and facilithte conference call media training to
offer basic media tips to local programs as wekk@screte information on how to use regionally
developed materials at the local level. The trgnincluded a PowerPoint presentation so
attendees could print out materials for future nexiiee. 26 people participated.



Overall there werel6 media placementsn FY 07-08 including one print article, eight rad
stories, eight letters to the editor and op-edgitaents, and 10 web hits. PSAs were pursued for
the first time? as well this year and resulted9rplacements overall (15 radio; four on the web).
(See Appendix A, Press Report.)

O'Rorke estimates the value of the coverage actigvé&Y07-08 to be $65,500, if placements
are viewed in comparison to the cost of advertisuity these media outlets. The total estimated
value of this year’s coverage represents a decrigase last year, but the actual number of
placements is comparable. (See Appendix E, Figire Phe decrease in value is directly
attributable to significant PSA placements whicim ¢eave a lower value than other kinds of
media placements, and also to the significant tiame resources spent helping the agencies work
on message development and news responses andtpategy that was not “green-lighted” for
actual pitching. These services are valuable afichepefully aid in future decision-making by
the agencies, but they do not always result in @aanedia placements.

As Appendix E, Figure 3 illustrates, the agenciest tcontributed funding to the campaign
received a tremendous return on their investm&he seven BASMAA members contributed an
average of $3,500 and the five BACWA principal ages contributed an average of $5,000.
Given the total value of coverage received in F087was $65,500, each BASMAA member
received approximately $18.00 worth of coverageefeery dollar invested in the campaign and
each BACWA principal received $13.00 worth of cage for every dollar invested. The return
was even greater for BACWA’'s associate members wivested fewer resources to the
campaign than BACWA principals.

What follows are recommendations for FY08-09 arabmplete report on the accomplishments
for the major tasks as outlined in the FY07-08 sco work. Appendices include: Press
Reports (Appendix A), Budget by Project (Appendi®, BPrint Articles (Appendix C),
Circulation Information for Media Outlets (AppendX), Comparison of FY05-06, FY06-07,
and FY07-08 Media Placements (Appendix E, FigureCbmparison of Estimated Media Value
(Appendix E, Figure 2), Comparison of Agency Cdnitions to Value of Media Coverage
(Appendix E, Figure 3).



Recommendations for FY 2008-09

Recommendations for FY08-09 include the following:
Continue to strategize with the executive direcar8ACWA and BASMAA to find ways
to highlight the agencies’ image as environmentalffgssionals by including themes and
messages in pitches that highlight the agenciesiraplishments in protecting water quality

Maintain a strong presence with key reporters aediapersonnel in response to breaking
news stories

Hold a workshop with executive directors and/or rdsaof both agencies to determine
campaign direction

Strategize new approach for the media relationgpeagn

Develop messaging that can be utilized proactivelyesponse to possible breaking news
stories

Task A Accomplishments

Generate long-term relationships with regional medi a outlets and establish
BASMAA/BACWA representatives as information sources on water quality and pollution
prevention issues.

Building and maintaining relationships with the n@edontinued in FY07-08, and media
relationships were enhanced through the consisteigiing presence of the agencies and as a
result of persistently pursuing the media.

In part, media success is a numbers game. A basichblds true: the more pitches conducted

over time increases the likelihood of more quatitgdia coverage. Media success is also based
on the variety of stories pitched. Going to the sdmeat reporters with great frequency can

sometimes hurt a campaign, so the goal for thigeptdias been to conduct a variety of pitches

aimed at different media professionals—some torenwmental reporters, others to home section

editors or consumer reporters, to name a few.

To further enhance media relationships, the Cammpsygcifically sought out other avenues for
pitching, including pursuing green and busines®nteps. These sectors of the media have not
traditionally been contacted and new relationshipee sought out.

Additionally, as appropriate, thank-you emails werepared and/or reporters were called or
emailed when stories were placed to promote goad)-term relationships on behalf of
BASMAA/BACWA.



Task A Recommendations

Insert the agencies’ overall message of their eimegly positive work regarding
pollution prevention into all media materials, uding emails and press releases, as
appropriate

Continue to utilize the BACWA and BAYWISE websitas places to post background
and contact information on the agencies’ key megiakespeople for easy access by
media personnel as needed

Keep interested media personnel updated on progressecycled water issues and
projects as appropriate to further likelihood diie coverage

Task B Accomplishments

Generate balanced regional media coverage aimed at promoting individual behavior
changes leading to water pollution prevention.

In FY07-08, six media pitches (including PSAs) wenasued for coverage: recycled water

workshop, Our Water Our World branding campaign, pest control operators (EcoWise
Certified), Top 5 Things You Can Do for the Bay/IBon Prevention Week PSAs, car washing

PSAs, and the lawn PSAs distributed in the workpjaar 06-07 garnered coverage in the

workplan year 07-08. A summary of the coveragaratthafollows below.

Because this is a regional campaign, one goaleénsore that the coverage garnered is truly Bay
Area-wide. This goal was attained, as the campeegrived coverage in th@akland Tribune
San Francisco Chronicleon KLIV-FM, KSRO-AM, KCBS-AM, KBLX-FM and also on
numerous websites.

Lawn PSAs

This pitch was scaled down to focus on lawn casaas exclusively after it was determined that
“read labels” messages would be too complicatedP®As. The revised strategy was to craft
lawn PSAs encouraging listeners to access morenaioon regarding less toxic lawn care. The
pitch resulted in 10 placements.

Pollution Prevention PSAs

This pitch was in conjunction with Pollution Pretien Week. PSA copy developed by BAPPG
was distributed to all Bay Area radio stations witHow-up conducted by O’Rorke. The pitch
resulted in seven placements.

Our Water Our Worldbranding campaign

A press release was created primarily aimed at prgdia, to call attention to the long-running
OWOW campaign by specifically highlighting the itoie materials; the press release included
photo of these materials. The pitch resulted in @cements including th&an Francisco
Chronicleand an interview with Geoff Brosseau that ran ssuénes on KCBS-AM.



Recycled Water

The Campaign conducted a pitch leading up to théolee 29 recycled water workshop.
O’Rorke and CH2M HILL wrote a media advisory andtdbuted it to the media, resulting in a
radio interview with Michele Pla that aired on KL-AW. An op-ed was also written and ran in
theMarin Independent JournalThe pitch resulted in five placements.

Top 5 Tips for the Bay

A press release was created in time for the New Webday focused on getting people to make
resolutions tied to the health of the Bay. The meéa@@l spill was also addressed and that angle
was pursued- “do what you can--every little bitdsel This pitch resulted in one placement—
KSRO-AM interviewed Phil Bobel.

Car Washing PSAs

PSAs were developed to encourage residents taeutthr washing facilities or wash their cars
on dirt, grass or gravel instead of driveways arggaroads. These PSAs were distributed in late
June and were aired by KCBS-AM. In FY 07-08, tpisch resulted in two placements.
Coverage from this pitch continued in FY 08-09.

EcoWise Certified Pest Control Operators

O’Rorke and CH2M HILL worked closely with EcoWisefified to develop message points
and press materials featuring two angles on they:stme as a green business trend piece; the
other aimed at resident consumers. Extensiveipdctvas done with business editors, green
beat reporters, consumer reporters and home ami@ryaection editors. Although there was
some scant interest in the story, no placementg wehieved. There were several obstacles
during the pitch process, including Orkin’s (a et contractor) unwillingness to provide a
spokesperson for an interview opportunity in SarteddaCounty and a considerable amount time
spent waiting for contractors to be officially ¢ketd before this pitch could be pursued.

Breaking News Response

This year there were many opportunities for bregkirews responses and as a result this
emerged as a major area of concentration for thgpaggn. With so many newsworthy events
impacting Bay Area waters—Cosco Busan oil spil &ssociated Press pharmaceutical report,
recycled water, drought, wastewater spills—O’Romkas on alert to provide counsel on
responses, develop op-eds, speaking points, aedsléd the editor as necessary. The response
that garnered the most coverage was the lettdret@ditor in response to the Cosco Busan oil
spill, submitted to papers under both Michele P&isl Geoff Brosseau’s signatures. This news
response garnered 14 placements (print and onlir@jher materials crafted and submitted
were—litter letter to the editor authored by GeBfbsseau, recycled water op-ed authored by
Michele Pla, pharmaceuticals letter to the editathared by Michele Pla, and drought letter
(focused on recycled water) authored by Michele RGaustomized pitches were made to two
television stations (KPIX-TV and KGO-TV) to do aoper pharmaceutical disposal story based
on leads provided to us. Both contacts were intedesn doing a story and O’Rorke will
continue to follow up as appropriate.



The Campaign also developed op-eds on biosolids andhe proposed renaming of the
Oceanside Sewage Treatment Plant in June. Bothesktpieces came as a result of breaking
news coverage and both op-eds will be submittegriot placement in FY 08-09.

A significant amount of time was spent providingiosel to the executive directors and boards
as appropriate on these breaking news storiescplarly the sewage spills. Often, these efforts
did not result in an actual pitch but we do belighe process of message development,
determining whether to respond and what role reajiagencies should have on these issues, has
been beneficial to the agencies in the long terch may help to guide this campaign in the
coming year.

The following pitches from the workplan were cancedd for various reasons:

Joint pitch with BASMAA Regional Advertising Campaign—The RAC campaign
will not launch until spring 2009.

Fats, Oils and Grease (FOG )-Because this story had been pitched in consecutive
years and because of the launch of San Francise@aseCycle campaign, O’'Rorke
advised the committee to not pursue the FOG pitdhyi 2007-08.

Pet Waste—This lighthearted pitch, originally planned forllf&2007, was initially
delayed because of the Cosco Busan oil spill. @Raounseled the MR committee to
hold off on this pitch while such a serious newsystabout the bay was unfolding. The
pitch was considered for late spring but becausaritBssage was so tied to wet weather
issues, O’'Rorke and the project manager agreetbrmitrsue it in this FY07-08.

Cigarette Butts— Most of the data on cigarette butts and attentanthis pollutant
comes during Coastal Clean up Day. Rather than etenpith this major event without
our own data, O’'Rorke recommended not pursuinggitcs.

Value of PSAs Placed in FY 07-08
Significant PSA coverage was pursued in FY07-08esEhefforts resulted in 19 placements
valued at $11,650.

Value of Media Placements in FY 07-08

Although there is no clear-cut way to assign manyetalue to media coverage, the value of
print articles and broadcast stories (collectivelierred to as media placements) garnered can be
derived by reviewing all media placements and a#sgga fair market value cost to them if they
had been purchased as advertising time or spaseexample, Eeak drive-time rates on KCBS-
AM are about $1,000, and these can go up duringbtisy 4' quarter of the year or when
inventory is tight. The typical news story will @n KCBS-AM at least 12 times in one day, with
most of those placements falling during peak dtigee hours. Thirty-second ads in evening
news programs can cost as much as $2,000 eachyéowe foreign language stations, prices
can be as low as $300. Additionally, O’'Rorke soumhttestimates on the value of tie-in internet
coverage from media salespeople and those wengdiedtlin the valuation. For calendar listings,
typical classified rates were useédote: wire service stories and letters to the editoremeot
factored into this value estimate because therenaradvertising comparisons to be made for



these venues. However, these placements arevalilbble to the campaign. Based on this
methodology, the value of the media garnered bycdrapaign in FY 06-07 is estimated at
$53,850 (not including the PSA coverage descrilieyea).

While media relations does not offer the guarantgletements that advertising does, press
coverage brings a special value to an effort thatard to quantify. The credibility provided by a
media outlet, a specific reporter or anchorperson story really elevates the quality of media
coverage. People often naturally trust somethirey see on the evening news or read on page
one of theSan Francisco Chronicler San Jose Mercury New$oday's consumers are also
savvy to advertising and marketing practices aimedetting them to buy products. For this
reason, consumers increasingly view paid ads wiépticism. Media coverage helps to avoid
this kind of negativity.

An analysis of the past three years of the campamgalso conducted in order to take a critical
look at media placements achieved and estimateerage value over time. Although FY07-08

showed a slight decrease over the previous yeamline of placements, number of overall

placements was comparable to FY 05-06. This caexXpdained by the fact that this year’s

placements included letters to the editor (for Wwhio comparable advertising value can be
determined) but did include ample radio coverage.

Total Value of Media Placements and PSAs in FY 0780 $65,500.

Task B Recommendations

Work closely with the executive directors to detgrenthe direction of the campaign in
FY 08-09

Assist the agencies in determining the major isstidhe coming year in order to focus
efforts where they are most needed

In light of recent discussions with the Executiveebtors, we are going to spend some
time looking at the media relations program as ala/lthis year, making sure we have a
focus and approach that brings maximum value to BARCand BASMAA. Our
program has been very successful in getting coeeoagr the last few years, particularly
on pollution prevention issues under Task B. Wedgaize, though, that wastewater and
stormwater issues change and that the media |gpelsdaanges, and therefore we may
not want to use the same tactics every year. \Weharefore going to work with the
BACWA and BASMAA leadership over the next few masitb make sure that our focus
and strategies really focus on the agencies’ highesrities and position BACWA and
BASMAA as the go-to resources for the media on watelity issues. We may end up
with a combination of strategies that includes saheur traditional pitches and some
other approaches.



APPENDIX A: Press Reports

Pitch Print Radio Web Overall
(on line) Placement
Lawn PSAs KIQI-AM (Spanish) KCBS-AM (Still on website as on | 10
Late June 2007 ALICE (KLLC-FM) 9/11/2007)
and July 2007 Live 105-FM
KCBS-AM KBLX-FM (Sitill up as of 6.24.08)
KYOU-FM
Movin'99.7-FM
KFRC-FM
KBLX-FM
BACWA KBLX-FM 1
General Interview (Michele
Messages Pla)
water 7122/07
management,
the threat of “Bayview” (half hour
drought, what interview)
people can do
on a personal
level to ensure
we have clean
water, etc
Pollution KALW-FM ALICE (KLLC-FM) 7
Prevention KIQI-AM (Spanish) Movin'99.7-FM
PSAs KATD-FM (Spanish)
KPOO-FM
ALICE (KLLC-FM)
Our Water Our SF Chronicle KCBS-AM KCBS-AM 6
World Website (w/direct link to Our Water
9/2/2007 Our World)
(3 versions multiple SFGATE
runs) Website (w/direct link to Our Watey
Our World)
Recycled Marin Independent KLIV-AM Marin Independent Journal” 5
Water op-ed by Journal”
Michele Pla 10/29/07 “More recycled water is needéd
“More recycled water is
needed” (ran 3 times)
10/4/2007
op-ed in East County Times East County Times 14
response to the Valley Times Valley Times
Cosco Busan San Ramon Valley Times San Ramon Valley Times
Qil Spill by Contra Costa Times Contra Costa Times
Michele Pla West County Times West County Times
and Geoff Oakland TribungLetter) Oakland TribungLetter)
Brosseau Alameda Times-Star Alameda Times-Stdt etter)
(Letter)
November 2007 All ran online 11/24/2007
All ran on 11/24/2007
Top 5 Tips for KSRO-FM Interview 1
the Bay with Phil Bobel aired
on 12/24/2007
Car Washing KCBS-AM KCBS-AM 2

PSAs




APPENDIX B: Budget by Project TO BE UPDATED

Tasks Amount Spent

ORPR Services
General Tasks, Mtg. Attendance, Assist with Projégt.

Recruitment, Reports, Work Plan Development, HReport $

ORPR Services

Designated Pitches $

ORPR Services

Responses to Breaking News $

Total Amount Spent $ (June 30)
Total Budget $ 37,000

Total Remaining $



APPENDIX C: Print Articles

Water wise

eave it to the water conserva-
tionists to create an oasis in
the desert of environmental-
ly responsible shopping. Bay Area
Clean Water Agencies have plant-
ed a cute little seal — “Our Water,
Our World” — onshelves contain-
ing gardening and pest control
products that are less toxic and
more friendly for our waterways.
These are the productsthat typ-
ically run off into storm drains
once the rains start, meaning they
end up in creeks and rivers and ul-
timately the bay and the ocean.
Not everyone has the time to re-
search products and study labels,
so the seal makes it easy to choose

Nearly 200 Bay Area stores are
participating, including Sloat
Centers, Cole Hardware, Orchard
Supply Hardware and Home De-
pot. Displays near the productsin-
clude fact sheets on attacking
pests with minimal risk to enwi-
ronment, pets and people. www.
ourwaterourworld.org.









Radio

Average daily audience sizes for the following Baga radio stations:

ALICE = 10,100

KALW = 150,000 weekly
KATD/KIQI = 250,000 weekly
KBLX = 400,000 weekly
KCBS-AM  =29,100

KFRC = 8,800

KLIV-AM =1,900

KPOO = left a msg with Operations Manager (Catiede)
KSRO-AM = 34,300, weekly
KYOU =500

Live 105 =9,800

Movin'99.7 =9,600

Print

Average circulation for the following Bay Area neyapers:

Alameda Times Star =7,158
Contra Costa Times = 183,086
East County Times = 31,895
Marin Independent Journal = 99,000
Oakland Tribune = 49,546

San Francisco Chronicle 512,129
San Ramon Valley Times =43, 123
Valley Times =43,123
West County Times = 25,000

Internet

Average page views per month for the following wisss

Alameda Times-Star =507,020
Contra Costa Times =561,392
KCBS-AM = 45,532
Marin Independent Journal = 200,000
Oakland Tribune = 39,624

San Francisco Chronicle =4,127,922



Number of Media Placements

Figure 1: Comparison of Media Placements
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*Regional Monitoring Program

Figure 2: Estimated Dollar Value of Media Coverage
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Figure 3: Comparison of Agency Contributions
to Value of Media Coverage
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* BASMAA members received approximately $18.00 oferage for every dollar invested
* BACWA members received approximately $13.00 oferage for every dollar invested



