California Integrated Waste Management Board

Board Meeting
October 15-16, 2003
AGENDA ITEM 1
ITEM

Consideration of the Communication Strategy and Outreach Plan 2003-2004

I.
ISSUE/PROBLEM STATEMENT

After more than a decade of progress, most California jurisdictions have reached, or are well on their way to reaching, the 50 percent diversion goal mandated by the Integrated Waste Management Act of 1989. The state’s vigorous diversion infrastructure is testament to the success of the Board’s past concentrated outreach efforts to cities and counties over the past several years. Now that the Board has completed its review of year 2000 compliance efforts by 445 jurisdictions, some are asking: What’s next?

II.
ITEM HISTORY

On February 26, 2003, Board members, their staff, and the executive team met in a publicly noticed workshop for a focused discussion on Board communication issues and branding concepts. The workshop’s outcomes were incorporated into a draft communication strategy that was dicussed by the Board’s Education and Public Outreach Committee on August 6, 2003. The Office of Public Affairs incorporated comments and suggestions received from Committee and Board members into a revised draft, which was discussed and approved at the Education and Public Outreach Committee meeting on August 6, 2003.

III.
OPTIONS FOR THE BOARD

1. Approve the Communication Strategy and Outreach Plan and adopt Resolution Number 2003-461.

2. Approve the Communication Strategy and Outreach Plan and adopt Resolution Number 2003-461 with specific revisions.

3. Disapprove the Communication Strategy and Outreach Plan and provide further direction to staff.

IV.
STAFF RECOMMENDATION

Staff recommends Board approval of Option 1 and adoption of Resolution Number 2003‑461.

V.
ANALYSIS

A.
Key Issues and Findings

The objective of the communication strategy is get the maximum benefit from the Board’s limited outreach dollars through a coordinated, aggressive plan that will serve to strengthen the Board’s identity, unify its outreach efforts, effectively educate California residents and businesses, and showcase California’s waste prevention and diversion efforts and successes.  
Program staff has done outstanding work to individually brand the Board’s services and programs and achieve the resulting name recognition among the Board’s many stakeholder populations. Focus on individual program identity was essential when introducing these programs to local jurisdictions and the public. However, continued individual branding of these programs has contributed to a diffused Board public image. The Board has an opportunity to unify its brand identities, strengthening the Board’s overall market position and increasing public awareness. Recognizing that it will take a concerted effort to coordinate and unify this direction, the Executive Staff has formed a Marketing Advisory Committee to take on this role. The Marketing Adivsory Committee, which is now meeting monthly, includes Executive Staff members whose staff are involved in all manner of external outreach. 

Public outreach and advertising expenditures—in dollars and human resources—are allocated by the Board on a program-specific basis, resulting in the expenditure of significant resources annually without the benefit of a coordinated analysis of how these resources could be most effectively used. A systematic review and coordination of all Board outreach programs could identify opportunities for internal cooperative marketing activities and efficiencies, and ensure consistent and uniform branding of these efforts across all programs. Proposed outreach expenditures—in the current fiscal year (2003-2004) as well as in the future—will be presented as contract concepts to the Board via the Education and Public Outreach Committee, as resources are identified.

The Board’s Office of Public Affairs (OPA) handles media inquiries, oversees the design and printing of Board publications, produces video projects, and manages content of the Board’s Web site. These are all areas where OPA’s role has been clearly established. In other outreach areas, where consistency remains equally important—such as the design and production of advertising and promotional materials, and advanced planning of public outreach activities—program staff has not uniformly sought OPA’s involvement. There is a need and an opportunity to promote increased internal coordination and access to OPA’s consulting services to maximize the benefits realized from the Board’s resources. OPA is working closely with the Executive Staff and program divisions to improve internal coordination. 

B.
Environmental Issues

Staff is not aware of any environmental issues related to this discussion.

C.
Program/Long Term Impacts

The potential long-term impacts of the communication strategy include improved coordination of the various advertising and outreach efforts administered by the Board’s programs, consistent messaging and branding of these efforts, and improved public awareness of the Board, its goals, and its accomplishments.

D.
Stakeholder Impacts

All of the Board’s stakeholders are impacted by its outreach efforts.

E.
Fiscal Impacts

The communication strategy has no immediate fiscal impacts; however, its implementation would result in a more cohesive approach to allocating limited resources for advertising and outreach across all Board programs. The Office of Public Affairs will work with all Board programs to present future proposed outreach expenditures as contract concepts for consideration by the Education and Public Outreach Committee and by the Board.

F.
Legal Issues

Public Resources Code (PRC) section 42601 requires the Board to measure public information program effectiveness through research that establishes program benchmarks and tracks results, and to use the results of that measurement as the basis for program modification.

PRC 42602 expressly permits the Board to conduct paid advertising campaigns and to solicit joint sponsorship of advertising campaigns by private industry. 

Questions have been raised about the signage recommendations in the Communications Strategy. The Board’s Legal Office is reviewing this issue to determine what changes in administrative procedures or regulations will be required to implement this recommendation at solid waste facilities, waste tire facilities, and certified oil recycling centers. In addition, the Legal Office and the Office of Public Affairs will work closely with the Grants Executive Oversight Committee (GEOC) and grant program staff to develop effective and efficient procedures, as well as any necessary revisions to grant/contract language, to ensure the placement of the Board’s logo and Zero Waste message in all printed publications and electronic messages produced by others with funding from the Board.

G.
Environmental Justice

The communication strategy recommends that future Board marketing efforts include distribution to the state’s new media outlets in order to reach the state’s multicultural population. This will facilitate the Board’s overall goals for environmental justice, reaching new Californians as well as established ethnic communities that may not be receiving the integrated waste management message clearly. Outcomes from current work being done under contract by the Center for Justice, Tolerance & Community at UC Santa Cruz and the Los Angeles County Sanitation Districts should be used to guide this effort.

H.
2001 Strategic Plan

The communication strategy was prepared to help the Board achieve all of its Strategic Plan objectives.

VI.
FUNDING INFORMATION

No specific funding is proposed in the Communication Strategy and Outreach Plan.

VII.
ATTACHMENTS

1. A Message from Education and Public Outreach Committee Chair Cheryl Peace 

2. Communication Strategy and Outreach Plan 2003-2004

3. Resolution 2003-461

VIII.
STAFF RESPONSIBLE FOR ITEM PREPARATION

A.
Program Staff:  Chris Peck
Phone:  (916) 341 6298

B.
Legal Staff:  Elliot Block
Phone:  (916) 341-6080

C.
Administration Staff:  N/A
Phone:  

IX.
WRITTEN SUPPORT AND/OR OPPOSITION 

A.
Support

Staff did not receive any written support for this agenda item prior to its being submitted for publication.

B.
Opposition

Staff did not receive any written opposition to this agenda item prior to its being submitted for publication.
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