
You’ve learned a  lo t  of  sc ience 

about  water  qual i ty  –

how wi l l  you pu t i t  in to  act ion?

What Can You Do?



Who are we?
 Samantha Muldoon

 Anne Marie Grewal

 Cassy Ordway
 Local Orono Parents (9th, 8th, 7th Graders, & 

more)

 Residents/Neighbors

 Marketers, Writers, Moms…

 Members of Long Lake Waters Association 
(founded in 2016) 

Long Lake Waters Association:

 A group of concerned neighbors 
that focus on water quality in the 
Long Lake Creek sub-watershed.  



FIRST, LET’S 

GO FISHING… 



Electrofishing Sedation

Carp Fishing

What do we do once we’ve 
caught them?



We Implant Pit Tags

 Video, 

Sept 2019

Measuring length

Measuring weight

Aging

Population Estimates

Tracking



Carp Radio Tagging

Or Radio Tags



Radio/Signal Tracking Solar Power Pit Trackers

So We Can Track the Carp



WHY?



We Have a Problem

Blue Green Algae and E-

coli lead to beach closures

Long Lake water quality in Long Lake 

currently rated "D"1 



It’s all connected!



Gulf of Mexico Dead Zone



Not Fake News: Science



We know there are 

MANY things that hurt 
our water quality…

CARP are just ONE THING!



So why Carp?



Because lowering # of CARP can 

make a huge difference…
Other considerations:
• Visual (UGLY!) = great photos 
• Visible = people can see the problem
• Tangible = Measurable progress = $$



Its all about the SPAWNING & MOVEMENT

 Where are they spawning?

 Where are the nurseries?

 Where do they live? 

 Where are they moving?

➢ If you know where they 
are… you can eliminate 

them… !
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But We Needed To Raise Awareness To 

Raise $



Marketing



Marketing



Review: Our Partnership Marketing

Rationale:

Logo Logo is clear, focused on watershed, 
nature and easily recognizable.

Target • Local Residents 

• City Governments (LL, Orono, Medina)

• Residents give money/time to help

• City Governments provide money 
and help to get anything done

Tagline Seven Lakes . Three Cities . One Watershed Addresses the SIZE and the partnership of 
CITIES and that we all connect together 
in ONE Watershed

Tone Neighborly, Science-based, Nature Warm, serious but inspirational.  Visual

Call to 
Action

Help Us Manage Carp in the Watershed Carp are visual, easy to communicate 
and a tangible first step that can yield 
results

Where • Local Residents: FB, Instagram, website 
and events

• City Councils: PR (newspapers,  etc.) 

Online/PR is cheap, our targets are 
online/reading news, and it connects 
directly to raising money (>GIVE MN) 
and encouraging support.  Events create 
relationships and PR raises our profile. 



What did all those small

marketing efforts lead to?

+$100,000!



BUT WE’VE GOT A LOT OF CARP!

HOW MANY CARP?

That’s a lot of MONEY!!!



+25,000 CARP!!



Y O U  H AV E  C H OS E N  A N  IS S U E . . .  

… AN D Y OU  WAN T  T O  CO M M UN I CAT E  I T …

W H AT  W I L L Y O UR  C AM PAI G N 

P R O TO T Y P E  L O O K  L I K E ?  

 

What is YOUR Idea? 



Design Your 
Campaign:  
Four elements

Four Elements

1. Who?  

2. What?  

3. Where?   

4. How?

• WHO - Target Audience: 
• Who are you going to talk to?

• WHAT - Message: 
• Call to Action: What should they do?

• Visuals: What makes your point best? Logo? 

• Tagline:  How do you reinforce your message? 

• WHERE – Medium or Media: 
• Where will you put your message? 

• On what? 

• Where does the problem happen? 

• HOW - Tone: 
• Are you Serious?  Funny?  Clever?  

Educational? Helpful? 

• Think about the target when considering tone



Get people to pick up 
after their pets

Get boaters to check 
for AIS on their boats

 Who/Target? 

 What/Message?  

Tagline?

 Where/Media?

 How/Tone? 

 Who/Target? 

 What/Message?  

Tagline?

 Where/Media?  

 Tone/How?  

Two Different Ideas, Two Different Targets



Traditionally, letters to the city council 

about an issue was a great way to 

effect change

Saving wetlands?  
Leaf removal? 



But now, there are 

lots of new ways to 
spread a message
Pick the one that excites you, and 
works with what you are trying to say. 



Think about where your 

message would 

resonate with your 

target.  

What is the best place for a 

message about Dog Poop?

Or Road Salting?



What about an Instagram 

or Tik Tok campaign? 
What photos would you take?  What would take advantage of the 
shareable, visual format?   What could make it go viral? 
What are your hashtags?

WHAT MESSAGING WOULD THIS WORK FOR?



What about 
using a 
postcard?

Or an 

Infographic?



Will you create some meaningful art?Where would you 
put it to make sure 

it gets noticed?



Does this seem familiar?



Will you design a t-shirt?
You could be serious, artistic, funny, inspirational, 
informational … sarcastic? 

Who would be this target?  How would you encourage purchase? 



Tagline Examples



What about a product to support an effort?

If you are talking to 
youth, with a great logo 
and message, a 
product that raises 
funds can really help 
generate awareness 
AND money to help.



What about a 
children’s book? 

The written word – a book, a 

poem, a short story that 

creatively spreads the word. 

Or a song?



What about a stencil project?

This was a project in 
Burnsville, MN!



Save The Boundary Waters



Focus on One Strong Element

 Who/Target: Boaters who love nature

 What/Message: The Boundary Waters are Worth Saving  

 Tagline: “Save the Boundary Waters”

 Where/Media: Outdoor clothing/waterproof hoodie

 How/Tone: Urgent (“SAVE”), Nature loving and using (Boat 

image)



The Story of a Cup



This is Greta Thunberg at age 15...

Alone, about a year ago, holding her first climate strike



Greta Thurnberg, one year later



Long Lake 
Waters 

Association

Membership is open to all
 You can email longlakewaters.org

 Follow us on Instagram!  Follow us on FB!



Good Luck!
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