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Establishing Program Need
Pollution Prevention 

Business Awareness Surveyus ess w e ess Su vey

• Water pollution was the respondents top 
environmental concern (43%)environmental concern (43%).

• 83% of the respondents wanted more education on 
water pollution problems.p p

• Most businesses had not heard of the terms best 
management practices (54%) or nonpoint source 

ll i (69%)pollution (69%).
• 78% of respondents said they would be willing to 

change business practices to protect water resourceschange business practices to protect water resources.
- FSU, Awareness Survey, 1999



Green Business 
Pilot Projects

• Use social research to target 
audience and test strategies.
T i i l h i• Test motivational theories.

• Compare two diverse 
l ti C B h dlocations, Cocoa Beach and 
Orlando.

• Distribute results and methods• Distribute results and methods 
to guide others attempting to 
reach business audiences.reach business audiences.



B i illi f hi d

Program Strategy
By instilling a sense of ownership and 
responsibility for local water resources and 

idi i ll l t d blproviding economically solvent and manageable 
ways to protect water resources, businesses will 
b lik l t d t ti th t dbe more likely to adopt practices that reduce 
nonpoint source pollution. 



CBGBCBGB

• Initiated planning in Spring 2004
• Pilot project targeting lawn care restaurants and• Pilot project targeting lawn care, restaurants, and 

home improvement contractors
• Motivate behavior change using economic social andMotivate behavior change using economic, social, and 

personal incentives instead of regulation. 
• Funded by CWA Section 319 grant administered byFunded by CWA Section 319 grant administered by 

FDEP!  

www.cityofcocoabeach.com/greenbusiness.htm



Brevard County, FL Program LocationProgram Location

Cocoa Beach StormwaterCocoa Beach Stormwater
– 42% Impervious area

Cocoa Beach – 9 Stormwater basins
– 760 Storm drains
– 23 Miles of storm lines

129 Outfalls discharging into– 129 Outfalls discharging into 
the Indian River Lagoon



Cocoa Beach DemographicCocoa Beach Demographic
• Stable population since the p p

1960s – 12,500.
• Homogenous, educated 

i l i dprofessional or retired 
population.

• Most residents (74%) have• Most residents (74%) have 
lived in Cocoa Beach or 
Brevard for over 5 years.

• Water oriented community 
culture (surfing,  boating, 
fi hi )fishing).



StrategiesStrategies
• Make program known to target businesses and areaMake program known to target businesses and area 

consumers.
• Raise awareness of the fragile land-water g

connection.
• Increase knowledge of Pollution Prevention Best g

Management Practices.
• Motivate change through commitment, consumer 

demand, and community stewardship.
• Promote business participants.



Notification MethodsNotification Methods
• Newspaper

Di ll• Direct calls
• Personal visits

Di t ili• Direct mailing
• Posters
• Flyers with occupational licenses• Flyers with occupational licenses
• City website
• Telephone hotline• Telephone hotline
• Business referral
• Community leader referralCommunity leader referral



Education & Commitment

• Read informational 
brochure, “Indian River 
Lagoon, Our Natural 
Resource”.

• Read and post BMPs in a 
i l i fprominent location for 

employee quick reference.
Si i t ti l d• Sign registration pledge 
form.

• Post CBGB logo and poster• Post CBGB logo and poster.



CBGB Participant

P iPromotion
• City website

• Advertise participants in 
local/regional newspapers

• Residential postcardResidential postcard

• CBGB Directory

• Posters listing participants

• Mayor award and promotiony p
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Stakeholder ExpectationsStakeholder Expectations

idi lSponsors ResidentsBusinesses Implementers

• Demonstrate effectiveness
• Transferability
• Cost efficiency/capacity buildingy p y g
• Increased promotion and customer satisfaction
• Business satisfaction and easy participationBusiness satisfaction and easy participation
• Test theory and methods 
• Maintain scientific integrity
• Enhance and preserve water quality/QOL

g y



CBGB Utilization Plan
Targeted business assumed to be polluting.

Does not receive program enrollment 
information. 

Receives program enrollment information 
from CBGB project coordinator, licensing 
office, newspaper, or other businesses.

Enrollment in CBGB program, which 
includes commitment to read IRL booklet Does not enroll in CBGB program.c udes co e o ead boo e
and follow Best Management Practices.

Incorporates Best Management Does not incorporates Best ManagementIncorporates Best Management 
Practices into business activities.

Does not incorporates Best Management 
Practices into business activities.

Pollutant contributions resulting from 
business activities reduced. 

Pollutant contributions resulting from 
business activities not reduced.



Outcome EvaluationOutcome Evaluation

i l ffProximal Effects Distal Effects

Cocoa
Beach

Increased Knowledge

Commitment

Businesses practice 
pollution Decreased water 

S i l iff iBeach
Green
Business Heightened Stewardship

pollution 
prevention 
methods

pollutionSocial Diffusion

Consumer Support

Assumptions that link steps to successAssumptions that link steps to success



Measures NeededMeasures Needed

• Measure utilization by target groups.Measure utilization by target groups.
• Participant (customer) satisfaction.
• Change in knowledge/awareness• Change in knowledge/awareness
• Process evaluation that compares methods 

and measures outputsand measures outputs.
• Data to support transferability and 

sustainabilitysustainability.
• Cost efficiency/resource sharing.



Collecting Evaluation DataCollecting Evaluation Data

• Pre- and Post- business awareness surveys
• Business owner interviews
• Numbers and diversity of messages
• Numbers of hotline calls• Numbers of hotline calls
• Consumer survey (Sept 2005) 
• Participant survey (Summer 2006)
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Service UtilizationService Utilization
Questions

• What is the percentage of targeted businesses 
aware of the CBGB program?  p g

• What is the percentage of resident population 
aware of CBGB program? 

What percentage of target pop lation has• What percentage of target population has 
committed to participate?



A areness IndicatorsAwareness Indicators

• 100% of target businesses contacted by either 
telephone, mailing, or license (removing those thattelephone, mailing, or license (removing those that 
went out of business after hurricane)

• 2006 Participant survey results – 38% of nonparticipants 
h d ’ h d f h ihadn’t heard of the program prior to survey. 

• 48% of Cocoa Beach residents aware of CBGB %
program and 29% of Brevard County residents. 

– (UCF, Sept 2005, Consumer Survey results)



Participation Ratesp
Restaurants (89 active)
14% No longer in business
43% have requested more information and received CBGB educational packages43% have requested more information and received CBGB educational packages

16% of active businesses pledged into program

Lawn Care (45 active)
38% No longer in business
36% h t d i f ti d i d CBGB d ti l k36% have requested more information and received CBGB educational packages

21% of active businesses pledged into program       

Home Improvement Contractors (26 active)
58% No longer in business
33% have requested more information and received CBGB educational packages33% have requested more information and received CBGB educational packages

27% of active businesses pledged into program



CBGB Business ParticipationCBGB Business Participation
What types of businesses are participating in CBGB?

28% 33%28%

11%6%6%6%
11%

Restaurant Lawn service Personal services
Church Retail Real estate
Home Improvement



Notification MethodsNotification Methods

• What are best methods to notify target 
populations?p p

• How did participating and non participating• How did participating and non-participating 
businesses compare on question “How did 
you first hear about the program?”you first hear about the program?



Notification Methods EvaluationNotification Methods Evaluation
Ranked in order of numbers of businesses that said they 

#1 Newspaper advertising

heard about the program from this source:

#1 Newspaper advertising
#2 Telephone contact
#3 P l i it#3 Personal visits
#4 Web/poster/flyers
#5 Business referral
#6 Direct mailing#6 Direct mailing

From Participant Pledge Survey 2004-2005



Where did non-participants first hear 
b h CBGB P ?about the CBGB Program?

The image cannot be displayed. Your computer may not have enough memory to open the image, or the image may have been corrupted. Restart your computer, and then open the file again. If the red x still appears, you may have to delete the image and then insert it again.

From 2006 Participant Survey, ISBS



Where did CBGB participants first hear 
b h CBGB P ?about the CBGB Program?

CBGB poster, 6%

Other, 6%

Friend,co-

Newspaper/news 

worker,family 11%
CBGB mailed flyer/ 

postcard, 6%

Website 0%
Presentation, 6%

letter, 17%

Program 
coordinator/city 

Website, 0%

First time hearing 
CBGB, 0%y

employee, 50%

From 2006 Participant Survey, ISBS



Why did participants join?  

• Environmental concern
• Belief in program missionBelief in program mission
• Encouraged by a peer

Ri h hi d f h i• Right thing to do for the community

From 2006 Participant Survey, ISBS



Ed cation Method Q estionsEducation Method Questions

• Do target groups understand and share the 
educational materials and messages?g

• Are participants more aware of pollution• Are participants more aware of pollution 
prevention terms and methods?



Have you referred other businessesHave you referred other businesses 
to the program?

• 42% of participating businesses indicated 
they had referred others to the program.y p g

• 94% of participating businesses indicated 
they will refer others to the program in thethey will refer others to the program in the 
future. 

• 40% of participants are not the targeted• 40% of participants are not the targeted 
businesses.

From 2006 Participant Survey, ISBS



Participant Pre-CBGB andParticipant Pre CBGB and 
Post-CBGB Knowledge

• Business interviews conducted prior to printing 
materials and after pledging to program.

• Pre- and Post- survey of terms among participants
– 20% increase in knowledge of BMP
– 28% increase in knowledge of NPS pollution
– 50% increase in knowledge of Pointless Personal 

Pollution



Comparing Participants and
Non-participants BeliefsNon participants Beliefs

To what extent do business activities negatively 
impact water quality?

50%

60%
impact water quality?

30%

40%

10%

20%

30%

0%

10%

Not at all Not much Somewhat A great deal

Non-Participants Participants
2006 Participant Survey, ISBS



Knowledge of Stormwater Mgmt.
Where does the majority of stormwater in CB flow to?

Indian River Lagoon

Atlantic Ocean

Sewage treatment plan

Groundwater/ in the ground/ aquifer

Stormwater treatment plant

Indian River Lagoon

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Other

Non-participant Participant

From 2006 Participant Survey, ISBS



CBGB Knowledge of Terms 
Comparison between GroupsComparison between Groups

BMP and NPS Knowledge: Non-participants vs. Participants

77% 89% 84%

59%

78%

61%70%

90%

42%

22%

58% 53%
47%

59%

41% 39%

61%

50%

70%

%
 K

no
w

n

22%

11%
16%

22%

0%
10%

30%%

0%
No Yes No Yes No Yes No Yes
Know BMPs Name BMPs* Know NPS* Name NPS*

Non-participants ParticipantsNon participants Participants

From 2006 Participant Survey, ISBS

*Significant differences found between groups; *p < .05



Knowledge of Nonpoint Sources
To what extent do you agree that the following contribute to nonpoint source 

pollution? (Strongly Disagree to Strongly Agree)

Soil/dirt

Pet waste

N
PS

Burning trash

C
on

tri
bu

te
 to

 N

Grass clippings**

Soapy waterC

0 0.5 1 1.5 2 2.5 3 3.5 4 4.5

Strongly Disagree (0)                                                                    Strongly Agree (5)

Non participants ParticipantsNon-participants Participants

*Note: Significant difference found between non-participants and participants; ** p < .01
From 2006 Participant Survey, ISBS



Promotion Methods Questions

• Are participants satisfied with the level of 
promotion they receive?p y
– 64% very satisfied with promotion
– 71% very satisfied with educational materials71% very satisfied with educational materials
– 87% very satisfied with staff responsiveness
– 73% very satisfied with program overall73% very satisfied with program overall

From 2006 Participant Survey, ISBS



Self-promotion and ConsumerSelf promotion and Consumer 
Response

• 73% display window decal
• 63% display framed certificate63% display framed certificate
• 59% post the BMP posters

77% d i i• 77% are advertising to customers
• Some indication that consumers are asking 

businesses if they participate. 

From 2006 Participant Survey, ISBS



O tcome Q estionsOutcome Questions

• Will participants practice the pollution 
prevention techniques?p q

• Will residents support participating 
businesses?businesses?

• Will successful behavior change reduce 
nonpoint source pollution loads?nonpoint source pollution loads?



Participant Self-reported Behaviors

• 100% indicated that they followed BMPs all 
or most of the time. 

• 77% are training staff on BMPs
• 42% are handing out the booklet to staff• 42% are handing out the booklet to staff
• 46% handing out air fresheners
• 46% include BMPS as part of staff 

evaluations

From 2006 Participant Survey, ISBS



Consumer Support 

• 40% of Cocoa Beach residents claim that 
they currently seek out environmentally y y y
responsible businesses

• 37% of Cocoa Beach residents said they37% of Cocoa Beach residents said they 
would seek out environmentally responsible 
businesses in the futurebusinesses in the future

2005 Consumer Survey, ISBS



Outcome EvaluationOutcome Evaluation

i l ffProximal Effects Distal Effects

Cocoa
Beach

Increased Knowledge

Commitment

Businesses practice 
pollution Decreased water 

S i l iff iBeach
Green
Business

Heightened Stewardship

pollution 
prevention 
methods

pollutionSocial Diffusion

Consumer Support

P i ti b t th t t hi tProving assumptions between the steps to reaching outcomes.
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Lessons LearnedLessons Learned

• Newspaper is important source of information for 
business community.

• Different business types prefer different methods of 
notification (Personal visits better for restaurants, 
t l h ll b tt f l d i )telephone calls better for landscaping.) 

• Response rates spike with newspaper feature stories 
about green businessesabout green businesses. 

• Appeal to greater community benefit - Doing the 
right thingright thing.



Lessons LearnedLessons Learned
• Important to attain community leadership andImportant to attain community leadership and 

municipal support. 
• Make the land-water connection to encourage g

stewardship and motivation. 
• Nonpoint source pollution is difficult term to p p

understand and remember. 
• Resident (consumer) support integral to success.
• Community diffusion happens!



ChallengesChallenges
• Business climate not receptive to calls or to 

changing business practices in general.
• Municipal disconnect can cause finger 

pointing.
• Concern for promoting businesses that may 

not be acting responsibly.
• Cultural differences and language barriers.
• Local businesses more responsive then large 

corporations at least initially.



Thank you!Thank you!
Contact Information:

Leesa Souto
Director of Public Education
Stormwater Management Academy
108 S B b k St t108 S. Babcock  Street
Melbourne, FL 32901
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