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Background information

Environment Problem
» Dog waste persists in environment
Contains bacteria, parasites harmful to humans
& dogs

m Swept into water bodies (creeks and ocean)

» Nitrogen, NH, = Algae Blooms - Eutrophication






Background Information

Best Practices

ldentify a good city with three key features:

1. Have a clean image

2. Have active populations that enjoy outdoor activities

3. Have natural bodies of water or sensitive ecosystems



Background Information

|dentify a successful advertising campaign, video or
Incentive program through three key features.

1. Campaign that grows from its original implementation and
has regular updates

2. Fosters and supports community events and gatherings

3. Creates a fun environment within the campaign



Background information

Central Park Paws

m Works with Central Park
Conservancy ( connected to Sy |
larger community, not just dog i (.
owners)

»m Fosters dog-friendly park
environment, as well as
defending dog-owner rights in
any park matters




—— Dog Fark 101 ———

Basics for keeping the off-leash arca fun and healthy

helpe'you find and

1. Remowve aggressive dogs immediately.
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helps - have fun in the off-leash area.

lnhmnpt:tnmny to calm your dog

*5. Talk to other owners. Make sure both
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when :nting.

*8. Leave special toys at home, Don't
create conflicts wil:i‘?:nmm'mm
guarding of toys,
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Protect Puget Sound: pick up after your pel.







Methodology

Informal Interviews

» Ecological impact
misunderstood

» Honest Answers? “The pollutant is in timed-release capsules so that

cleanup costs are passed to future generations.”

» Behavior changes based
on where a person Is



Methodology

» Participant Observation

e Locations

* Sense of Community

« Bagged Dog Waste Surveyed Locations
G (5/14/12-5/23/12)
m Survey Development S T
Sampllng (102) Santa_Bgrbara
Questions (24) Yook N iy
Locations (4) Cllingspark|
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Data analysis

Representative data
Gender

Gender in Santa Barbara

™ 50.4% female

No
Response Respondent Gender

5% @ —

Male
37%
Female
58%



Respondent Income

Data analysis =

. 20
Representative data |,
Income 10
5
O S S S S S
$20,000 $20,001 -$50,001 -$90,001 -$125,001
and  $50,000 $90,000 $125,000 or more
under
Household Income in Santa Barbara Income and Dog Ownership 1
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Data analysis

Representative data
Ethnicity

Race/Ethnicity in Santa Barbara

Asian- .
Y e Respondent Ethnicity

3% \ Declined
Mixed 9%

Ethnicity
7%

Hispanic/ _ \
Latino
8% Caucasian
73%






Off-leash dog areas

Off-trail wildlan...

Public property/p....

Where there is al...

Othe

| am unprepared a...

| don't see a tra...
I am in a hurry
| did not notice ...

My dog's waste is...

—Off-leash dog area

——QOther [14]

Beach [13]

Neighborhood [38]




Grocery bags
Pet waste bags pu...

Newspaper bags
Mutt Mitts or bag...

Other
0 12

24




Ly

roystonfobertson.co.uk

“This is progress for you, social networking
that does not involve lamp-posts.”




Social Media Proposal

Overall goal:
Encourage people to properly dispose of
their dog’ s waste

Objectives:
1. Increase knowledge about the environmental and
health impacts of dog waste

2. Establish an active online community of dog owners
as a forum for outreach, information dissemination, anc
event organization
a) Increase the activity of the Santa Barbara
Creeks Division Facebook page



Social Media Proposal

Audience

Target Audience Subgroups:

1. People who make a decision
Strategy: Community Building

2. People who improperly dispose
Strategy: Informational Campaign



% of Respondents

Social Media
Strategy: Community Building

_ Dog Community Involvement and Dog Community Involvement and Likelihood of
Likelihood of Telling Someone Else to Pick Picking-up After Another's Dog
Up After Their Dog

100% 100%
90% - l m \ery Likel £ oo l l - l
80% J y S 80% - - - . m Very Likely
g « Somewhat Likel 2 T0% - i
70 0/o y S eow L L. _._ » « Somewhat Likely
e - | S 50%
- Neutra 79) 0 Neutral
50% S 40%
40% - W SomewhatUnlikely £ 300 S
30% . O 20% Unlikely
20% Very Unlikely L 10% 1 B B |
10% 0%
0% 1 2 3 4 5
1 2 3 4 5 : .
: : Level of Involvement in Community of Dog
Level of Involvement in Community of Dog Owners (1= None, 5 = Very)

Owners (1= None, 5= Very)



Social Media
Strategy: Community Building

Level of Involvement in Community of Dog
Owners and Perceived Environmental Impact of

Dog Waste .
100% J Conclusion:
90% I Community Involvement
80% s-mox  €QUAlS better disposal
0% IA:IarmfuI h abrts

50%

% of Respondents

40% T .

1= Least E :
30% | - - - i - | - Harmful e
B

10%
—

1 2 3 4 5
Level of Dog Community Involvement

0%
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Income and Facebook usage

$20,000 $20,001 $50,001 $90,001 $125,001
and - - - or more
under $50,000 $90,000 $125,000

Income

Number of Facebook users

Age and Facebook usage

18-29 30-39

40-49

Age

50-59 60-69 70+




Community involvement and Facebook
usage
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2 3 4

Level of community involvement
1= Lowest, 5= Highest




Strategy: Community Building

Strengths:

» Organizing people, events

m Strengthening relationships that have already been
made
In person (strong links)

Weaknesses:
= Dispersing information

» Creating relationships in which the participants
have never physically met (weak links)



Strategy: Community Building

Messages:

» Your responsibility to pick up your dog’ s waste,
not anyone else’ s

mIt’ s easy

»m Keep our beaches clean and safe

“Friends don’ t let friends leave dog waste behind!”

Channels:
» Facebook page
» Local events
» Local dog-related businesses
-Boutique dog food and clothing stores
-Veterinary offices
-Dog grooming shops
-Kennels/ doggie hotels



( ﬁ Like us on
| Facebook
[\ .




Strategy: Information Campaign

Audience: those who improperly dispose
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Recommendation

Strategy: Information Campaign
Messages:

m Stress dog health over human health factor:
‘Protect your Dog, Scoop your Poop!

» TWO step process:
‘Its Easy- Bag it & Toss it ”

Channels:

»m EXisting sighage

»m Use channels developed by
community building strategy




Strategy: Community Building

Strengths:

» Organizing people, events

m Strengthening relationships that have already been
made
In person (strong links)

Weaknesses:
= Dispersing information

» Creating relationships in which the participants
have never physically met (weak links)



Conclusion

Thank you!

Liz Smith,
City of SB Creeks Division

Celia Alario
Communications Strategist

Andrea Joseph
UCSB Survey Research Center

Simone Pulver
Assistant Professor, UCSB




