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Overview

= MSG leading a GLSGN two-year $1.55M

outreach proposal targets 15 pathways aimed at
AlS prevention

= Features Stop Agquatic Hitchhikers! ™, Nab the
Aquatic Invader, Habitattitude™, and AIS-HACCP

= Driven by our survey results and social marketing,
= 30 new/improved outreach products
= Reach 40 communities and
= 4.85 M media exposures




Objectives
(alignh with GLRI and GLRC RAS)
1.1: An est. 4.7/M GL boaters and anglers will be

exposed to AlS issues and their responsibility to
prevent and slow the spread

1.2: 70%+ of GLs boaters and anglers

exposed to SAH! will take preventative
actions, increasing results in states that
have not achieved such levels yet

1.3: Through our outreach, youth and
stewardship activities, encourage five recreation
user groups to adopt preventative behaviors

1.4: 40 communities (20/yr) will be SAH! partners
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Objectives
(alignh with GLRI and GLRC RAS)

= 2.1: Next generation of GL recreation users
(66,000 teachers/students) will be aware of
AlS problems and prevention strategies by
2012

= 3.1: Based on previous successes, the
Habitattitude campaign will be broadened
In each GLs state

= 4.1: Lead an AIS-HACCP training
and education campaign, including th
the bait industry

= 5.1: Evaluate the outcomes and impacts of
Initiative goals and objectives at multiple levels




Two Year Phased Plan




SAH! Floor Displays
and AIS Specimens




Lawn Banner
for use by
watercraft and
volunteer
Inspectors, at
accesses, and by

campaign
partners at events




Silver and
Bighead Carp
Mounts
for use at sport
shows and

other events




Temporary
Tattoos
Zebra Mussel
Eurasian

Watermilfoll
Silver Carp
Spiny Waterflea




Inside
(note guidelines)

SAH! Brochures
Customized for
Each GL State

Front Back




SAH! Boat/Trailer Sticker
Customized for Each GL State*







Promo Flier for 2011 Geography Teacher Workshops







Summary

EXxciting opportunity to strongly enhance AlS
outreach, build consistency, and avoid duplication
of efforts across the Great Lakes

Does not “reinvent the wheel”

= Creates 30 new/improved outreach products
» Reaches 40 communities and

* 4.85 M media exposures

Maximizes funding by providing cost-effective
products and extending the campaign’s reach

Panel members are invited to join production runs




