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Is Any Place Safe?



Before…



Boy Scouts at Work!



After…



Eagle Scout Project
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TV

PSA’s

87

Million

Viewers



Print
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Newspaper

34.5 

Million 

Impressions



18.5 
Million
Impressions



Billboards

• Targeting the message 
to means of delivery.

74 Million Impressions



Targeting

Lake Bound 

Traffic!



Targeting the 
Message …To the 
Problem Area!



Support from local 
Lake Associations



Dioramas
51.4

Million

People 

Annually







Tip 
Segment

PSA’s

Sportsmen

Targeted 

Outreach



Dangerous Travelers DVD







“Threat Campaign”

• 262 Million Americans
(in only two years)

• Tailored Message
• BMP’s

• Targeted Audience
• Hunters & Anglers

• 1,000 people per $1



“Threat Campaign”

$Million Dollar Question

Does the 
Threat Campaign work?



Boat 

Ramp 

Surveys



Special Initiative
- Objectives -

Special Initiative
- Objectives -

Extend along key invasion corridors   
targeting resident and non-resident    
boaters and anglers in three states*
Develop and implement a strategic multi-
media effort in collaboration with the MN, 
WI, and IA DNRs, WI Sea Grant, USFWS, 
USFS, and Wildlife Forever 
Evaluate outcomes to determine 
effectiveness

Extend along key invasion corridors   
targeting resident and non-resident    
boaters and anglers in three states*
Develop and implement a strategic multi-
media effort in collaboration with the MN, 
WI, and IA DNRs, WI Sea Grant, USFWS, 
USFS, and Wildlife Forever 
Evaluate outcomes to determine 
effectiveness

* Two year initiative funded by NOAA/Sea Grant* Two year initiative funded by NOAA/Sea Grant



2006 Results
- Most Effective Sources 
for Info -

2006 Results
- Most Effective Sources 
for Info -

MNMN IAIA WIWI
1. Signs at water 

accesses (172)
2. Watercraft inspectors 

(126)
3. Regulation booklets 

(104)
4. Television ads (102)
5. Billboards (77)
6. Radio ads (54)
7. Stickers (50)
8. Newspaper ads (39)
9. Signs along roadways 

(20)
10. Gas pump ads (17)
11. Displays at rest areas (3)
12. Invasive species ID cards 

(2)
Windshield flyers (2)

1. Signs at water 
accesses (31)

2. Billboards (9)
3. AIS ID cards (6)

Watercraft inspectors 
(6)

Radio ads (6)
6. Stickers (5)

Television ads (5)
8. Windshield flyers (3)

Newspaper ads (3)
Highway radio ads (3)

1. Signs at water 
accesses (38)

2. Watercraft inspectors 
(20)

3. Billboards (15)
4. Television ads (12)
5. Regulation booklets (10)
6. Newspaper ads (8)
7. Radio ads (7)
8. Other (6)
9. Stickers (3)

Kiosk at Cabela’s (3)
Signs along roadways 

(3)



2006 Results
- To what extent raise awareness? -

2006 Results
- To what extent raise awareness? -

Awarenes
s

MN
(n=219)

IA
(n=48)

WI
(n=47)

Over
all

(n=314)

Large 
amount

62% 
(n=136)

42%
(n=20)

28%
(n=13)

54%
(n=169)

Moderate 
amount

30%
(n=66)

40%
(n=19)

34%
(n=16)

32%
(n=101)

Sub-total: 92% 82% 82% 86%
Small 

amount
6%
(n=14)

17%
(n=8)

34%
(n=16)

12%
(n=38)

None 1%
(n=3)

2%
(n=1)

4%
(n=2)

2%
(n=6)

Add your Add your 
logo herelogo here



2006 Results
- What extent WILL SAH! influence YOU 

to take action? -

2006 Results
- What extent WILL SAH! influence YOU 

to take action? -

Level 
WILL

Influence

MN
(n=219)

IA
(n=48)

WI
(n=47)

Over
all

(n=314)

Large 
amount

90%
(n=198)

38%
(n=18)

55%
(n=26)

77%
(n=242)

Moderate 
amount

9%
(n=20)

46%
(n=22)

43%
(n=20)

20%
(n=62)

Sub-total 99% 84% 98% 99%
Small 

amount
1%
(n=1)

15%
(n=7)

2%
(n=1)

3%
(n=9)

None 0% 2% 0% 1%
Newspaper adNewspaper ad



Comparisons to Previous
MN Sea Grant Surveys 1994/2000: 

Percent Taking Precautions to Prevent Spread of AIS

Comparisons to Previous
MN Sea Grant Surveys 1994/2000: 

Percent Taking Precautions to Prevent Spread of AIS
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ConclusionsConclusions
Stop Aquatic Hitchhikers! provides an 
effective platform to convey simple consistent 
messages:

Business, industry, association, agency or NGO can extend 
prevention messages into their communities

Stop Aquatic Hitchhikers! exposure 
changed boater/angler awareness and 
behavior:

Results provide further evidence that effective public education
needs to be made a priority

Conclusions justify expending …
resources on outreach because of 
return on this investment
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Stop Aquatic Hitchhikers! exposure 
changed boater/angler awareness and 
behavior:

Results provide further evidence that effective public education
needs to be made a priority

Conclusions justify expending …
resources on outreach because of 
return on this investment



Looking Through the Glass Ceiling…
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