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EXECUTIVE SUMMARY

The following report is a supplemental document in support of REBNational Water
Quiality Initiative Watershed gsessment contgied for the Tenmile Watersh@d/CD, 2017)
which can bedund online ahttp://www.whatcomcd.org/tenmileThewatershed assessment
wasan exerage incharacterizinghe physical and land use characteristics of the Tenmile
Watershedandidentifying the areashat have the greatest potential for nutrient (nitrogen and
phosphorous), sediment, and/or pathogen impacister qualitypotentialcritical source
areas)

Thefollowing outreach plamlocuments specific actisthat have occurred {date to develop

and Outreach and Implementation Strategy in the Tenmile Watershed, including a
comprehensive social indicator survey of land users iw#tershed, landowner focus groups,
stakeholder collaboration meetings, and inventories of partner organizations, programs, and
resources within the Tenmile Watershed and Whatcom Colhiy.outreach plamdentifies
strategies and techniques to encou@geservation management practitdestreduce the
potential impacts to water quality identified in the watershed assessment.

The watershed assessment and outrpkaifollow the NRCS 9 Steps of Planning:

Identifying the pollutants of concern in the watezd

Determining the water quality objectives of the watershed

Inventory resources by collecting watershed data

Analyze the data via modeling to identify critical source areas
Formulate alternatives by suggesting various conservation practices
Evaluate/nodel the impact of different conservation practices on water quality pollutants
Work with partners on decision on plans of action for the watershed

Implement the Outreach and Implementation plan in the watershed

Evaluate the effectiveness of the plan addp as necessary to achieve water quality
goals

©CoNoh,rwNE

Thewatershedissessment addres$Stsps 15. This outreach plaphase othe projeciaddresses
Steps 78, with Steps 5 and9 being longterm objectives of the project to be conducted by local
partners indébly.

For more detail on thgeneral process for development of a watershed assessment plan, see the

NRCS National Planning Procedures Handbook (NPPH), Subpart FwAseaConservation
Planning (NPPH Part 600.50 B. (2)).

For more informatiorabout this reportplease contact author:
Aneka Sweeney, M.EdEducation and Outreach Coordinator

Whatcom Conservation District
6975 Hannegan Rd,

Lynden WA 98264

P:(360) 5262381
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A. BACKGROUND

1. Watershed Planning for the Tenmile Watershed

In 2017, a NWQMWatershedAssessment was developed as a collaboration between Whatcom
Conservation DistricfWWCD) and WashingtoistateNatural Resource Conservation Service

(NRCS to identify potentialcritical source areas (or CSAS) for strategic impletawgon of land
conservatiorpractices for water qualifyvVCD, 2017) Prior to thewatershed assessment, WCD

and NRCS conservation practice and plan implementation had been based on landowner
engagement, opportunity, and/or regulatory response. A watershed level evaluation had not been
performed to create a targeted and strategic atitreffiort to focus omothhigh risk land uses

for water qualityand the landowners with highest potential of practice adoption.

This 2017 watershed assessment provided a means to identify all land uses in the Tenmile
Watershed (HU€EL2 watershed level) agell as potential pollution from nitrogen, phosphorous,
sediment, and pathogens to surface waters, and the relative effectiveness of different
conservation practices to affect water quality improvement. The results of the watershed
assessment have beerdi$o develop the outreach plan described in this report. The NRCS
National Water Quality Initiative Watershed Assessment completed for the Tenmile Watershed,
can be found online &ttp://www.whatcomcd.or¢gnmile

2. Principles of Community Outreach

The key to increasing participation in water quality improvement efforts is to gain an
understanding ahe community,their association with water quality, how they value that
resource and the barriers to adogtirehavors that benefit water qualityAdditionally,
characterizing the communication channelso influences adoption of practices, and how
information is bestlisseminated are sorpemaryelements that should be understood for
success odwatersheglan.(McKenzieMohr, 2011). Yet, this research alone cannot build an
effective outreach stragy, involving thecommunity inall aspects of this procebslpsto

inform and develop plaekasedsolutionsto meet conservation goals.

Conservation is about behavior change. Often the goal is for landowners to change behaviors or
adopt new ones in order to manage resources more sustamahlyety of perceived barriers

such as limited time, mey, or expertisedeter landowners froomgaging in desired

conservation behaviors.

Research shows that, on their own, mass information campaigns have minimal success in

fostering longterm, sustainable behaviofRogers2003). According to the Diffusion of

Innovation ModelFigure 1), only abut 16% of people change or adopt new behaviors based on
information alone. The majority of people (68
provided with some assistance (e.g. incentives, labor) that thelpsovercome specifizarriers.

Communitybased outreach campaigns are an effective method to reach and engage that 68% of
people who are willing to change or adopt new behaviors when their needs are addressed.
Campaign practitioners work within a targeted geographic area to identify and address

|l andownersdé barriers to behavior change.
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Diffusion of
Innovation Model

Early adopters
13.5%

Innovators 2.5%
\ /
Likely to change behavior based
on provision of information only

\

T

Early majority
34%

Late majority
34%

Likely to change behavior
when provided with assistance
overcoming barriers (e.g.
incentives, technical help)

Laggards 16%

I
Will change
behavior when
regulations / laws
enforced

Figure 1. Diffusion of Innovation Mdel. Adapted from Rogers, 2003 by Laura Johnson,
Washington Conservation Commission.

3. Why Social Indicatorsand Social Marketing?

Decisiorrmakers rely on best available science to inform conservation policies. Conservation
practitioners also must rely on best availadweial science to engage landowners with putting

those policies into practice on the ground. Aroun%h®® land in Wahington is privately
owned, and the state population will top eight million in the next five years (Office of Financial

Management, 2017). Private landowners who are actively managing their land, adopting

conservation behaviors, and implementing scimatiify-proven land management practices will
play a critical role in helping Washington State meet its natural resource objectives.

Using best available social science related to behavior change, the combaseitl/social
marketing method has helped grgners around the world make measureable progress toward

natural resource objectives. As the name implies, commbaggd social marketing must be run
by a local, communitpased entity. It can often be challenging to find or establish an entity that

has knowledge of local people, local natural resource issues, and combasety social

marketingprinciples. The Laurel Watershed Improvement District (WID) and the Tenmile Clean

Water Project (TCWP) are locally led, community based groups that with dii i
implementation of these strategies. Since tses@al marketingrinciples follow a rigorous,

sciencebased strategy, it also can be challenging for local entities to build capacity to follow this

method, despite its high return on investment (Ma{&@Mohr, 2011).

TheMarketing Ruleof 7s't at es

t hat a

cust omer

needs

least7 times before they'll take action to buy that product or servicesociaimarketers,
similar rules applywhile thee might not be an imediate return on investment from broad radio
advertising or an article in the local newspaper, {@1g) investment in normalizing

conversation around water quality will lead to watershed stewardship.
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B. OUTREACH STRATEGY OVERVIEW

1. Outreach Goals and Straegy

The Tenmile Watershed Pla&ias beemleveloped following the best available social science for
encouraging sustainable behavior chadde primarygoalsof this outreach plaare to

1. Generate broad awareness of water quality issues throughauatirshedand

2. Enroll land managers with the highest likelihood of participatiodevelop social
norm around conservation behavicasad

3. Inspire land stewardship and implementation@fservation management practices by
landowners located in crital source areas

This tieredoutreach approach follows trustednciples of Community Based Social Marketing
(McKenzieMohr, 2011) and Social Indicator Planning and Evaluation SysBamgkow and
Prdkopy, 2011). Thesteps involved arshownbelowin Figure2.

Determine Identify Social Outreach Implementation
Target Preferred F%::;eglfg#p Indicator Strategy and
Audience BMPs Survey Workgroups Assessment

Figure 2. Flow diagramof Social Indicator Planning and Evaluation process.

During the pilot watershed assessment phase of thisqldrence and behavior selection was
conductedhrough the Land Cover and Use survey work and identificatipotatialcritical
sources areas (CSA Thecharacterization of theiversity of land use illustrates the complex
social context wittn which an outreach plan must be developed includingedchagriculture,
rural commercial, and rural residential. Agriculture in the watershed includes dairies, beef cattle,
berry(caneberry and blueberrgjops, potatoes, corgrasshay and silaggyastureand a small
number of orchards, tree nurseries, aaedetable crops. The top four agricultural audésnfor
targeted outreach have been identified-Himse owners, Be&Eattleproducers, Dairy producers,
and Blueberry and Raspberry growers.

Preliminary barrier and benefit research was accomplishedghr series of focus groups
designed for the primary agricultural land users inthershed(Table 1) This information
informedthe Social Indicator Survey implementggringthe fall of 2017.Additionally, the
demographicef those land users withemCSA, andassociatedecommendedgricultural best
management practiceBNIPs), inform thewillingness to participate in theariousprograms by
the differeniand usegroups.

There is no defined cultural center for residents of the Tenmile watershextiver water

guality related information or share land management strategies. Therefore, a structured and
comprehensive outreach strategy is needed to support the diversity of cultural worldview, socio
economic distribution, and communication differencesorder to understand how this diverse
audience receives informatiathe Social Indicator Surveyas built toevaluate the trusted

sources of information regarding land management and the preferred methods of communication.




Table 1. Generalization of Social Indicatofgalues, awareness, barriers, motivatbesed on
preliminary focus group@Beef/Cattle, Horse, Berry, Dairy

Land Use Awareness of Water , :
Values o Barriers Motivators
Type quality issues
Eamilv Legac High awareness of
Amily Legacy regulations Time Make me
Beef/Cattle] Pride in feeding Dondt think Mone Pav me
the world impaired y y
Property Water quality is overall Physical
: okay to good o Pay me
Horse Aesthetics Ability .
: Other ag sources are the : Do it for me
Animal Health . . Time
cause of impairment
Newer industry Water quality is overall Marketability
S . okay to good Need proof
Berry Pride in feeding . : of product
Development is the cause ( that it works
the world . : Food safety
impairment
High awareness of Money Regulation
Dair Family Traditions gre ulations Willingness Other
y Family Legacy g Lo to work industries
Know that water quality is . .
. . with also taking
impaired !
governmenh action

2. Stakeholder Engagement

There are a variety of organizations that are already workingatershed improvement in some
capacitywithin the Tenmile WatershedrheWhatcom Conservation District (WCD) $ia

worked closely with the Tenmile Clean Water Project (TCWP) and the Laurel Watershed
Improvement DistricfWID) to ensure local stakeholdeaseinvolved inthe processand

invested in the outcome®&oththe TCWP and the Laurel WIBgrea to partnemwith the WCD

on the Social Indicator Survey, including addihgirlogos and signaturee the surveycover

letter (Appendix A) Additionally, thee groyps helped to organiZecusgroups for a pilot of
survey questions and initial assessment of values, awareness, constrains and mothators. T
TCWP and laurelWID have agreed to support efforts associated with the outcomes of this
research and ke funding to offer formplementatiorassistance.

Focus groupso pilot the surveyvere formed for four of the primary land use categories
identified in the watershed assessméntse (n=8), cattle/beef (n=9), berry (raspberry,
blueberry) (n=5), and dairn=4). The information gained from these foqreups (Table 1)
helpedto develop thesurvey questions fahe Social Indicator survegnd providecearly
feedback on outreach messaging and strategies




C. SOCIAL INDICATOR SUR VEY

1. Goals of theSocial Indicator Survey

Duringfall of 2017, he WCD implemen¢da robust Social Indicator Survey of farmers amelr
landowners in the Tenmile &%ershedThe goal of the surveyas toevaluate perceptions of

and attitudes towardsater quality in the watershedi@erierce with conservation practices and
willingness to implement practices; and sowté&used information and expectations of these
sources to provide information or other resourpasticularly in the context akater quality and
natural resourceonservatioh

In order b build a robust and successful outreach campaign the following characterestcs
the focus of th Social Indicator Survey:

1 values and attitudes associated with water quality
1 barriers orconstraints to behavior change

1 motivators to overcome these barriers

i trusted sources or messengers of information

1 preferred mechanism of communication

The results of thisurvey serve as a baseline measurement against which future survegndata
becompaed, enabling an evaluation of perceptual and attitudinal change over time. Survey
design and implementatidallowed the guidelines described by The Social Indicator Planning
& Evaluation System (SIPES) for Nonpoint Souktanagement (GenskoandProkopy 2011)

2. Survey Methods

A cover letterpaper surveyand seHaddressed stamped envelopgssentto 733landowners
engaging in agricultural practicestime Tenmile watershehereinafter referred to as
AAgriculturald). One weekollowing the initial mailing a follow-up postcard was sent, with a
printed link to an online version of the sunapecific to Agricultural respondentadditionally,
letters were mailed t®11rural residential landowners, managing an acre or moendf |
(hereinafter referredto @SR u r a | R e with al peinted link tb &n online survepecific to
Rural Residential respondentghis group also received a reminder postcard one week after the
initial mailing. The overall timeline of survey deliweand analysis is shown in Figure 3.

Return envelopes for paper surveys were coded in order to differentiate survey respondents by
agricultural type while maintaining anonymity of survey resporsgscultural types were

assigned a letter-& (A=CaneberryB=Blueberry C=BeefCattle D=Dairy, E=Horse F= Rural
Residential, noragricultureG=Uncategorized agriculture, including mixed use small farms
Presence within a CSA was assigned a number (01 for vatGiBA, 02 for not withira CSA,

and 03 unknown)The letternumber combination (e.g.-81, G02) was printed on the survey
return envelope.

Applied Research Northwesh partnership with WCDdeveloped the survey materials and
online version®f the survey After surveys were returned, WGaff entered surveyesponses
electronically andApplied Research Northwegerformed the statisticainalysis.

There were many survey administrative elements adapted from best practices for increasing
survey response raéGenskow andProkopy 2011). Thesurveydesignwas respondent
friendly, with attractive graphics on envelope, plenty of white spadeappropriate length (less

9




than20 minsurvey response timeReturn envelopes received a real {folstss stamp instead of
machinegenerated postagr bulk mail. All communication was personalized and signed by the
president of the Laurel WID anifCD to use trusted messengers for increased response rate.

Surveymaterialsare included in this documeas Appendix A, B, C and D.

Social Survey Timeline
11/1/2018 11/10/2018 11/20/2018 11/29/2018 12/9/2018

Paper surveys mailed
Survey Responses accepted
Reminder portcard mailed

Survey Deadline B

Survey responses analyzeﬂi

Figure 3. SociallndicatorSurvey timeline, Novembddecember 2018

3. Social Indicator SurveyResults

One hundred and eightyx (186)respondents submitted a survey with at least a quarter of the
guestions completed. Partial surveysevecluded in thenalysisandwithin thefollowing
results summary

Survey aalysis includd comparisons betweekgricultural respondents (who have some form
of agricultural land usage on their property) &uwtal Residential respondents (no agriculture).
1. Agricultural (n=112)
1 Berries (n=8)
1 Cattle (n=5)
1 Dairy (n=2)
1 Horse (n=10)
1 Uncategorized agriculture (n=87)
2. RuralResidential (no known agricultural activities) (n=74)

Results Summary by Question

The following pagesummaize the most useful resulfsom select questiorfsom the survey
analysisorganized byjuestiommnumber Referto Appendix D forthe survey questions in their
entirety To receive a full report of thurveyfindings, contact theeportauthor.

10



Question 1: In your opinion, which of these, if any, pose the greatest threat for water
quality in your area?

Respondents were presented with ten different potential threats to water quality and asked to
identify whichactivity or sourcgoses the greatest thre& water qualityinthe e spondent 6 s
area Thetop ranked threatash e x cessi ve use of fertilizers fo

closely by di mproperly maintained septic syst
fexcessse of resident i al (Fijueew)l6%okresponderitéar8r s or |
respondents) identified fAinone of thesed as th

Excessive use of fertilizers for cro
production

Improperly maintained septic syste

Highway, road or bridge runo

Excessive use of residential lawn fertilize
or pesticides

Land development or redevelopme

Manure from farm animal

Droppings from waterfowl and/or othe
wildlife

Erosion from stream banks or ditch
Soil erosion from farm fields

m Rural Residential
m Agricultural

Pet waste

None of these

0 10 20 30 40 50
Percent of respondents

Figure 4. Responses by Rural ResidentiakT8) and Agricultural (n=1Q@) audiences to the

Soci al | ndi c at layourS8piniow, whych af theses if anyg poseiihe greatest threat
for water quality in your area?

11



Question2: In your opinion, how important is clean water for each of thesareas?

Respondents werekaed to rate the importance of clean water for a variety of purposes. bigure

shows that roughly 70% of respondents thought clean wategxtr@snely importanfor
shellfish and fishing, followed closely by swimmiagd animal healthThe fewest numberfo

respondents felt that clean water was important t@mtiBgactivities

Shellfish “ 24 [5]
Fishing - | R 27 3]
swimming | 28 [ 6]
Animal health 35 [5]
Agric. and Irrigation [N 43 [ 10 ]
Boating n 44 | 36 |
d% 26% 46% 66% 86% 106%
B Extremely important O Somewhat important O Not very important

Figure 5. Responses by all audiences1@d t o t he Soci al
opinion, how important is clean water for each of these?

| Imgourc at or

12

S



Question 4: Which of the following organizations and agencies do you most trust to provide
you with accurate information?

Respondents identifiearganizations andgencies that they most trust to provide accurate
information. When taken together, Departihef Health was ranked first, followed by Whatcom
Family Farmers and WCDINote: there was no clarification between Washington State
Department of Heath verses Whatcom County Health Department in the survey question, they
may have led to some confusiar Survey respondents.

Table 2showsthe trust rating$or information message providgreessengerd)y Agricultural
and Rural Residentiarespondentswith thegreenest cells indicating the highest ratings ost
trusted). Theagencies andrganizations arsorted by the ratingsom Agriculturalrespondents
(left column).Values in the table are the % of respondents by audience who ranked the
organization as trustworthy.

Agricultural respondentsated the Laurel Watshed Improvement Distii as he most
trustworthy (37%of the Agricultural respondents identifying that onggation as one that they
trust), ranked slightly highehanthe Tenmile Clean Water Project, Whatcom Family Farmers,
and WSU ExtensionThe top third of organizationsagf each audienceyereassigned green
light, andthe bottom third of organizations (for each audienaere assigned red light.

Table 2. Responsefy % of audience responses) Rural Residential (n=70) and Agricultural
(n=107) audiences to the Social Indicator Survey questighich of the following organizations
and agencies do you most trust to provide you with accurate information?

Agency or Organization Agricultural (n=107) Rural Residential (n=70

Laurel Watershed Improvement District ~ |{ ) 37 21
Tenmile Clean Water Project O 36 | 21
Whatcom Family Farmers O 36 ! 29

WSU University Extension O 36 | 23
Whatcom Conservation District O 34 29
Department of Health O 28/ ) 43
Whatcom Farm Bureau O 27| 29

Other local landowners, friends, etc. () 250 29
WA State Department of Agriculture () 24 17
Farm Service Agency ® 19 11

WA State Department of Ecology @) 19 24
Natural Resources Conservation Service || 18& 13
A local farm and garden center ® 15/ 14
Local livestock group O 15/@ 10|

U.S. Environmental Protection Agency | 8@ 13
Some other agency or organization @ 8@ 4
Whatcom County @ 5@ 10|

Fertilizer or seed sales people @ 3@ 0

13



Table 3. Top trusted messengers fBural Residential andAgricultural respondents

Rural Residential Agricultural
Department of Health Laurel Watershed Improvement District
Whatcom Family Farmers Whatcom Family Farmers

Whatcom Conservation District Tenmile Clean Water Project
Whatcom Farm Bureau WSU University Extension
Other local landowners, friends, etc. Whatcom Conservation District

Rural Residential respondents said they trust the Department of Health the most, with a fairly
large gap before the second tier ratings. Department of Health also fell in the top third for the
agricultural residents, though ciygo the middle of the packeor simplicity,the top 5 ranked
messengers of information for Rural Residential and Agricultesgdondents alummarized in
Table3 in order ofranking. See Tabl2 forthe percenbf respondentthatrankedeach
messengeas trustworthy

14



Question5: Familiarity with three land management recommended practices

Respondents were asked about three recommended practices: maintaining a setback, applying
fertilizer at recommended rates, and collecting and coveramgune. Figur® shows that 41%

said they currently maintain a setback, and a similar proportion (40%) said that they follow
recommended fertilizer application timing. A smaller proportion (27%) said they currently

collect, cover and contain manure, thbuga si zabl e portion also said
their property (41%).

100% -
90% - Itds not rel ey
27 - property
80% 1 41 ml 6ve never hez
70% - A
° - Il &m somewhat f
2a
60% -
17 18 "4 | | know how to
50% - not currently using it
14 .
7 m | currently use it on my
40% 6 property
13
30% -
20% -
10% -
0% -
Maintain a setback Follow Collecting/
recommended covering/ containing
fertilizer application manure
timing

Figure 6. Responses to the Social Indicator Survey question asking awoliafity with three
land management recommended practiocesntaining asetbackn=176) applying fertilizer at
recommended rat€a=171) and collecting and covering manire=171).

15



Questions 6, 9 and 12 Willingness to participate in the three land management
recommended practices

Respondents were asked abihir willingness to participate tiiree recommended practices:
maintaining a setback, applying fertilizer at recommended rates, and collecting and covering
manure Figure 7shows the willingness among respondents who indicated that a practice was
relevant to their propertyg0% of respondentsaid they currentlynaintain a setbacland
another29% are willing to try omaybewilling to try. 47% of respondentsaid they currethy
collect, cover and contain manurand anotheB5% are willing to try omaybewilling to try.

62% of respondentaid they currently follow theecommended fertilizer application timing

and anotheR7% are willing to try omaybewilling to try.

AnalysiscomparingAgricultural and Rural Residential respondéiotsnd thatAgricultural
respondentsvere more likely to say they are already engaged in the practicainfaining a
setback(49%) tharRural Residential responderi&l%). The other two land management
practices received similaesponsefrom Agricultural andRural Residentialespondents

Not willing
Maintain a setback to try Not willing
from waterways 11% to try
18%
Maybe
willing to try
19%
Maybe
willing to try
23%
Yes. willing
to
10?/3( Yes. willing
to try

12%

Not willing to try
11%

Collect, cover and
maintain manure

Maybe willing to try_—
15%

Yes. willing to try

12% ™~

Follow reccomended
fertilizer application timing

Figure 7. Responses by all audiences to the Social Indicator Survey question asking about
willingness to participate in the thremcommendethnd management practicesaintaining a
setbackn=122, applying fertilizer at recommended rafes110) and collecting and covering
manure(n=100)
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Quess i oD 1:Qderdifred bartie3s for practice implementation
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Time required

My own physical abilities
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Not having access to the equipment that I n containing manure
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Hard to use with my land management syst fertilizer timing
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0 10 20 30 40 50 60
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Figure 8. Responses by all audiences to the Social Inolicatirvey question asking about
identified barriers compared across three practa#kecting and covering manu(e=47),
following recommendetertilizer timing (n=37),andmaintaining a setbadr agricultural
activities (n=46).
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Question15: Sources of information

Respondents were asked what types of media they ugatf@ringnformation about managing
their land. As shown in Figu& 43% of Rural Residential respondents ant4® Agricultural
respondentsaid theyreceive information fsimlocal newspaper3here were some differences
between Rral Residential and Agricultural respondents in sources of information asgd (
othertypes of medig but generally trends were simildmcal newspapers, local radio station and
websites werehe preferred sources of information

Local newspaper

Web sites

Local radio stations

Trade publications/
magazines

Social Media . .
m Rural Residential

m Agricultural

0 10 20 30 40 50
Percent of Respondents

Figure 9. Responses (%) by Rural Residentialftand Agricultural (n¥2) audiences to the
Social Indicator Survey question abougferred sources of information for managing land

This surveyquestion allowed for open ended responses to provide more detail of information
source by media typ&elow is a summary of theperrendedresponsewith the number of
respondentthatidentified a preference fahe mediasource noteth parernheses.

T Local n e wBsepl a pi elegsha@ il y(n dieinb uf e (1

T Welsi tWGD (7), WSU Extension (

T Radi o SKG@GN({ERPn:

T Soci al FMackipao® pediofdiadam | gygr 0 @6 ¥

T Ot heCrHSlor t hwe st / Wh atoccfpo 25 aFramemelr {a2tayo mi | e

Clean Wa{(eWwhatroawum Business Alliance Busi nes
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4, Recommendatiors Based on Social IndicatoiSurvey Results

Based on the results of the Social Indicator Survey the following recommendations astesligge
for outreachactivities inthe Tenmile Watershday any organization working on water quality
improvement

Partner with trusted sources of informatemmdunify messaging acrosisesesources

Cite sources of informatiofor credibility and trustbuilding.

Connectlandownetbehavior withenvironmentabr communityimpact

Create multmediaoutreach campaigribat can be picked up bgcal newspapers, social

media €.9.Facebook, farm related groupsnd trusteamessengersf informaion.

1 Conduct adio adsandinterviewsto tell landowner success stories on local KGidio
While radio itself was not the most preferred media source, KGMI specifically was
mentioned more than any other specific source.

1 Excessive use of fertilizers fboth farm and lawn ranked highest for water quality
concerns.Timing and rate of fertilizer application was a target BMPs where lack of
information on how to access fertilizer rate and timing was the biggest barrier
Recommend providintandownerdreesoil testing and interpretatidn encourage the
adoption of recommendeditrient application rate artoming.

1 Plan for multiplestrategies for continued engagement and reinforcetaeahieve
results

1 Use messaging to build upoesidentécurrentunderstandinghat upstream water

quality is connected to coastal/marine hediticus on impacts of behavior change rather

than the value of clean watand the connectivity of watersheds.

= =4 =4 -4

D. DEVELOPMENT OF OUTREACH PLAN

As mentioned previously, this outreach plan builds on the work completed fbeningle
Watershed Assessmerithe following outreach activities and materials were conducted as part
of the Tenmile Watershed Assessment project deljfelpwing completim of the final project
report These public presentations set the stage for the coming outreach plan by describing to
stakeholders how the watershed assessment would inform outreach and activities and how
outreach activities would be used to encouragd#mavior changes (e.g. BMP implementation)
described and evaluated within in the watershed assessment.

1. Presentation ofWatershed Assessment and SurvefResults

Presentations to agencies, partners and community members on Tenmile Watershed Assessment
Final Report:

1 Whatcom Conservation District Staff meeting, 1/8/18

1 NRCS Winter Partnership Meeting, 2/15/18

1 Tenmile Clean Water Project Member Meeting, 2/20/18

Presentations to agencies, partners and community members on Tenmile Watershed Assessment
Final Report including results from the Social Indicator Survey
1 CTIC Watershed Management Forum, 3/1/18
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Salish Sea Ecosystem Conference, 4/3/18

Whatcom Clean Water Program Core Team, 4/20/18

Tenmile Outreach Strategy Workshop, 6/8/18

Washington Association @istrict Employees Conference, 6/13/18

= =4 =4 -4

2. Strategy Development Workgroups

Watershed Management Forum(March 1, 2018)

In partnership with NRCShe Conservation Technology Information Center (CTIC),
WaterCommand PurduéJniversity, Whatcom Conservation Drstt brought together local

NRCS and state agency staff, landowners, producers and other key partners to get feedback from
local leaders regarding watershed management in thmileeWatershed oMarch 1 2018.

The Laurel WID, Tenmile Clean Water Project and Whatcom Family Farmers we given formal
invitations to join. The session was ledy Linda Prokopyfrom Purdue Universitythe

agendaand invitationis included in thidocument ag&\ppendixE and FSome ofthe gimary

factors agregupon by forum participants as to what makes a successful watershed project
included

1 A holistic approach to watershed management to include diverse groups of people and
benefit communities within the watershiedludingup- and dowrstream communities

1 Understandinghte importance for managers to seek out local knowledge and prioritize
the concernsf local stakeholders.

1 Measuably cleaner water as an outcoaral therecognition of the importance of a
watershed plan that includes a monitoring plan that shows progress of water quality
improvements over time

The gimary factors agrakupon by forum participants as to what resources are needed for a
successful watersbeorojectare illustrated in Figure 10 hese include

Community ownership and engagement
Prioritize solutions to meet needs

Funding to repair and replace septic systems
Source tracking and water monitoring
Flexible permitting

Adaptable regulatory system

Address irstream and out of stream needs
Manage water for multiple uses
Management and decision makers

Drainage improvement and maintenance

=4 =4 -0_9_9_9_°5_24_-2._-2-
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Tenmile Outreach Strategy Work Session(June 7, 2018)

TheWCD andTCWP gathered vital stakeholders and outreach professiomalevelop outreach

and engagement strategies to reduce fecal bacteria pollutionTienihele Watershedhe

wor kshop elicited att endamdedeloping goald andstratediesf i ni n
for the campaign and messaging. Aneka Sweeney, Eoine@nd Outreach Coordinator from

the WCD worked with the 13 participants June %, 2018 the work sessiongendais included

in thisdocument ag&ppendixG.
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Attendeesby organization (number of participants in parenthese$. TCWP (3, WCD (4),
Laurel WID (3), Whatcom Countiyublic Works(2), WashingtorStateDepatmentof
Agriculture (1), ReSources (nd NRCS (1).

Goals of the Tenmil®utreach Strategy Workgroupcluded
A Build off of existing efforts
A Determine primary audiences and behaviors
A Inventory resources availatie overcome barriers
A Develop strategies for each audience

The workshop began with a review of the key learnings fteeifenmile Watershedssessment
(WCD, 2017)and theTenmile Social Indicator Surveyhe graipwas then divided into three

teamgto identify four primary audiences and two target behaviors for each audience. Each group
presented their findings and discussed justificatiomany messengers of information were then
added following discussionThe primary audiences and associated target behaviors suggested

by the workshop attendees atenmarized iTable 4 Where teams overlapped in their

suggestions, primary audiences hagerbgrouped together, meanthgre may be more than

two target behaviors that were suggested for a primary audlénder each primary audience
category there is a secondary audience which would be a subset of the primary if prioritization is
necessarydr outreach delivery.

Table 4. Target Audiencg Behaviors and Messengemiggested during the Tenmile Outreach
Strategy Workgroup

Audience and Behavior Selection

Primary: Horse Owners
Secondary: CSA
Behavior 1: Fence animals away from water ways

Behavior 2: Confine animals in winter, heavy use area
Behavior 3: Manage manure collection, storage and use

Messengers: Social Media (Next Door, Facebook), WCD, 4H,
Boarding Facilities, TCWP, Laurel WID

Primary: Septic Owners
Secondary: Lower Deer Creek/CSA

Behavior 1: Inspect on regular basis
Behavior 2: Maintain/pump when needed

Messengers: Whatcom County Health Dept, Certified septic
inspectors, TCWP

Primary: Corn Growers/ Field Silage
Secondary: CSA

Behavior 1: Appropriate rate/timing of manure application
Behavior 2: Cover crop/Relay Crop
Behavior 3: Riparian Buffer establishment

Messengers: WCD Nutrient Management Training, Whatcom
Family Farmers,

Primary: Berry Growers
Secondary: CSA

Behavior 1: In-row cover crops

Behavior 2: Appropriate rate, timing, and setbacks for
application of manure solids

Behavior 3: Riparian buffer establishment/ filter strips

Messengers: WCD Nutrient Management Training, Whatcom
Family Farmers, Punjabi cultural centers
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Table 5. Resource inventory gleaned frgroject partnergluring the Tenmile Outreach Strategy
Workgroup

Resource Inventory
HOW CAN WE OVERCOME THE BARRIERS TO DESIRED BEHAVIORS?

Educational Opportunities Cost-Share/ Financial incentives
. = NRCS: $S for BMPs, livestock and berry
= WSDA/County/WCD: Water quality results map * WCD: up to $3000 cost share for BMPs
= WSDA: Story Map, with weekly updates on “the Why?” of * CREP: riparian buffer planting, 100% of cost is covered and
local water quality 5 years maintenance

* County: Septic Rebates, apply $100 for inspection, $200
maintenance pumping
= County: Low interest loan for septic

= WCD: Farm Speaker Series/ Manure nutrient management/
Small Farm expo/ Native plant sale

* WCD: monthly e-news, annual printed newsletter * WCD: non-dairy livestock, $200 to gutters and HUA footing
= TMCW: Blog, monthly e-news and gatherings
= Laurel WID: Yearly newsletter, monthly meetings Free Goods/Services

= Whatcom Family Farmers: Quarterly newsletter

WCD: free soil testing

= WCD: free tarps for covering manure piles

* WCD: free technical assistance/Farm planning
= NRCS: free technical assistance/Farm planning

Funding has been identified as a large resource need for those involved in watershed planning for
the Tenmile. Agency staff presented to the lagyeup what resources they have to offer to the
Tenmile watershed. A summary of that inventory is represenftahile 5

The workshop attendees determined that a diverse methodology that includes ayteifice
messaging and targeted outreach mustialdude the larger audience in order to garner support
and to develop social norms around protecting and valuing clean water. Plan for multiple
touches to achieve resuiadchoose tactics that will offer maximum impact with consideration
to budget angtaffing. Figure 11below identifies the broaih-reach to narrovin-scope

outreach strategy for the Tenmile Watershed.
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Figure 11. Methodology for outreach plan development from Tenmile Outreach Strategy
Workgroup

E. AUDIENCE SPECIFIC OU TREACH PLAN

The results of the focus groups, Social Indicator Survey, and other paytnerunicationn the

Tenmile Watershed will inform the method, messaging, messengers, and content of outreach.
The multitieredsocial marketingtrategy outlinedn Figure 1lincludes targeted outreach to
audiences determined by local stakeholders, encouraging the behaviors most likely to be adopted
based on motivators indicated.

1. Land Use Specific Audiences

All survey resultsare linked taassaeiated land use, so outreach can be directed to specific user
groups. Based on the survey findintige outreachelements ardesigned to specifically address
their associated values, attitudes, constraints and motivdtous.key audiences are described
on the following pagesseptic owners, horse owners, corn & field silage growers, and berry
growers
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