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Truck Bed Trash Education Program 

One of the most significant environmental issues we face along the Gulf Coast is litter and its 

effects on our local waterways. Through the Dog River Clearwater Revival (DRCR)’s 

EPA/GAP grant, Partners for Environmental Progress (PEP) was tasked with sponsoring an 

outreach campaign targeting businesses throughout the Dog River watershed. The campaign 

would build on Mobile Bay National Estuary Program’s (MBNEP) original Trash Blows! Stow It! 

campaign developed in 2018 for the Alabama Fishing Rodeo on Dauphin Island. 

There are two challenges associated with reducing trash in our waterways:  

1. How to remove litter from our streams. 

2. How to stop the generation of waterborne litter in the first place.   

 

PEP’s focus was on the latter issue - stopping waterborne litter in the first place. PEP sponsored 

the Trash Blows! Stow It! campaign, a truck trash outreach education program focused on 

pick-up truck-bed trash, a significant contributor to the litter problem throughout the watershed.  

 

Our target audience was PEP member companies because many have fleets of trucks, have a 

substantial number of employees that drive pick-up trucks, and 40% of PEP’s member 

businesses are in the Dog River Watershed. PEP also targeted other local businesses in the 

Dog River Watershed that attract pick-up truck owners and drivers, such as truck dealerships, 

transportation companies, and businesses where truck owners or drivers shop for auto services 

and supplies. 

 

The campaign’s primary goal was to educate PEP’s member businesses and, subsequently, the 

employees who were pick-up truck drivers and owners. The campaign focused on the 

environmental and economic impacts of truck bed trash blowing onto our roads and waterways, 

specifically the Dog River and Mobile Bay watersheds. PEP hoped to increase awareness of 

pick-up truck owners and drivers about the litter problems by engaging the businesses within 

the watershed and providing them with the tools they needed to educate their employees about 

truck bed trash. 

 

A secondary goal was to promote the Create a Clean Water Future (CCWF) brand and 

encourage businesses to join as a partner. CCWF offers free resources and tips easily achieved 

in the workplace. 

 

During the outreach campaign, PEP developed: 



1. Billboards to educate the overall population in the Dog River Watershed and the 

Highway 43/Theodore Industrial Canal corridors where many PEP member large 

businesses are located. 

2. Website landing pages that included litter statistics, calls to action for business and 

individual truck owners, and a pledge page for business and individual truck owners. 

3. Social media and digital advertising campaigns. 

4. Education materials in digital and print formats for businesses to use to educate their 

employees. Including: 

a. Talking points with litter statistics. 

b. Campaign action timeline. 

c. Yard signs to place at their locations, particularly entrances/exits. 

d. Large posters for employee gathering places (i.e., time clock, breakroom, etc.) 

e. Digital graphics and messaging for newsletters, emails, and intranet 

communications to employees. 

5. Create a Clean Water Future: PEP branded all materials with the CCWF logo, and our 

outreach materials included a call to action for businesses to join.  

  

PEP’s Trash Blows! Stow It! campaign faced several challenges.  

 

Our final campaign objective was to assess the campaign upon completion to determine its 

effectiveness. The outreach campaign began in August 2020 and ended in May 2021. During 

this time, PEP faced multiple challenges reaching members during the campaign. The 

pandemic had the most impact because it prevented PEP from hosting in-person meetings; 

therefore, we missed face-to-face education and opportunities for direct feedback. All of PEP’s 

2020 and 2021 events to date have been virtual.  

 



Another challenge PEP faced was multiple hurricanes and tropical storms landfall on the Gulf 

Coast in August, September, and October 2020. The impacts of Hurricane Sally were incredibly 

disruptive, with extensive power outages to homes and businesses, which caused many of 

PEP’s member businesses to close for several days.  

Power lines in the streets in Gulf Shores. 

Hurricane Sally damage in Baldwin County 

on September 17, 2020. Photo courtesy of 

John Sharp, Alabama Media Group. 

 

 

 

 

 

In addition to the pandemic and weather challenges, many of our member businesses were 

slow to distribute our educational materials and struggled with “being too busy.” Since many 

employees were working at home, many companies had skeletal crews at their offices. Many 

businesses did not need the print materials such as posters and yard signs with few employees 

in the office.  

  

As PEP began developing the campaign, it was apparent they could not effectively deploy too 

many calls to action. PEP wanted to engage businesses and individuals to pledge to the Trash 

Blows! Stow It! campaign, ask companies to educate their employees, and join the Create a 

Clean Water Future (CCWF) partner. PEP felt the messages would get diluted to provide 

effective campaign messaging for all these calls to action. PEP chose to focus on obtaining 

Trash Blows! Stow It! pledges and provide resources to businesses to educate their 

employees. The campaign materials, including social media posts, billboards, and print 

materials, were branded with the CCWF logo. When appropriate, PEP included messaging to 

businesses and individuals about joining CCWF.   

 

While this was a short, low-budget campaign beset by challenges, PEP did learn a few lessons 

that could be deployed to enhance any future expansion of the campaign. Even though PEP 

received a limited number of survey responses, they discovered many local pick-up truck 

owners were already aware of the effects of putting trash in the back of pick-up trucks. The 

majority stated they were already in the habit of placing trash directly in a receptacle or inside 

the cab of their truck until they could find a trash receptacle. PEP believes any reminder of the 

connection between truck bed trash, litter, and the impact on our local watershed will create 

awareness and change.   

 

Creating behavioral change is a massive undertaking. Advertising on billboards and social 

media can be challenging, expensive, and difficult to measure its impact. PEP confirmed its 

member companies were the ideal target audience needed for the campaign (truck owners and 

truck fleets). When the company was able to engage in the campaign, it was a cost-effective 

and efficient outreach method. With an investment in more one-on-one outreach to member 

businesses, this project could be more effective and expanded even further into the community. 

PEP has included a list of recommendations at the end of this report.  



The Campaign Outreach Plan and Results 

 

1. Tasks: Graphic Design 

a. Develop a logo, campaign tagline, social media templates, educational outreach 

materials, and other graphics. 

 
 

2. Tasks: Talking Points with litter statistics for businesses to use in written materials for 

their employees. 

 
 

3. Tasks: Digital Education Materials  

a. Businesses who signed the Trash Blows! Stow It! pledge were offered digital 

education materials: 

■ Digital flyer (8.5” x 11”) to print and distribute to employees.  

■ Four (4) full-color posters (18” x 24”) to display at their 

business. 

■ Two (2) full-color yard signs (24” x 18”) to display at their 

business. 

■ For the cost of printing, businesses were able to place an 

order for additional posters and yard signs. 

b. Businesses were encouraged to make the following changes to 

reduce truck bed trash in their fleet of vehicles: 

■ Create a company-wide sustainability plan. 

■ Increase parking lot trash receptacles so they are convenient and 

accessible to employees. Our campaign research showed littering 

significantly decreases when people are within 25 – 30 feet of a trash can 

receptacle. 



■ Encourage employees to stow all trash in a can before hitting the road. 

■ Install truck bed trash receptacles in their fleet of vehicles. 

■ Encourage employees to create “Green Teams” and participate in 

community cleanups. A “Green Team” consists of a small group of 

employees tasked to identify and initiate new green practices at the 

business location. Including, but not limited to, recycling, reducing paper 

use, improving energy efficiency, and more. Their “Green Team” can also 

educate colleagues about the benefits of participation and serve as 

cheerleaders for clean-up initiatives. 

■ Reduce pollution and trash in our waterways by replacing Styrofoam and 

plastics in their breakroom with reusable cups, plates, and utensils. 

c. Businesses were encouraged to become a Create a Clean Water Future 

Campaign (CCWF) partner. CCWF offers free resources and tips easily achieved 

in the workplace. 

d. Results: 

30 businesses pledged to engage in the education campaign. Here are examples 

of the actions taken by a few of the most involved companies: 

■ PEP member business #1: AM/NS Calvert 

1. Since December 18, 2020, around 95,000 people have come 

through the inbound gate plus an additional 5,000 TiSlots and 

Truck Drivers, totaling 100,000 people entering the worksite where 

the Trash Blows! Stow It! campaign signs were posted. 

2. AM/NS educated their employees about truck bed trash and then 

completed litter removal from their Adopt-A-Mile roadway in 

December 2020. 

 

 

■ PEP member business #2: Alabama State Port Authority 

1. Featured the Trash Blows! Stow It! campaign in their January 
newsletter, which reached approximately 700 readers. 

2. From October 2020 to January 2021, approximately 100,000 
people entered the gate, where the yard signs were posted. The 
port averaged 51,000 people coming in and out of the seven 
public terminal gates on the Mobile River and at their Theodore 



location.  
 

■ PEP member business #3: Thompson Engineering created an 8-week 

timeline for their employees, and PEP shared the timeline as a template 

for other member companies. All Thompson employees were working 

remotely at home or out in the field during the campaign; therefore, 

posters and yard signs were not viewed by a significant number of 

employees. Thompson relied heavily on email and intranet 

communication to employees and did not provide audience size or 

results. 

1. Week 1 

○ Educate your leadership team and/or fleet 

management supervisor: Before you communicate with 

all your staff, clue in your leadership team on the 

campaign. Let this group know why you’d like to participate 

in the Trash Blows! Stow It! campaign. Explain that the 

campaign will include distributing a survey and education 

materials before you send them out to a larger group. 

○ Talk to your fleet management supervisor about steps 

your company can take to make truck bed trash easier 

to dispose of properly. Can you make parking lot trash 

cans more visible or communicate expectations when 

company truck drivers learn about fleet rules? 

○ Give your supervisors a heads up: Using some of the 

talking points PEP has provided, give your supervisors a 

heads up and let them know that you’ll be asking company 

truck drivers as well as personal truck drivers to take a 

survey. If they are in the know, they can help support the 

campaign. 

2. Week 2 

○ Send the PEP Pre-campaign survey to your staff and 

ask all truck drivers to take it with a reasonable 

amount of time (give them a week or two to complete 

it). Use your company intranet, email or other 

communication tactics to get the word out. The survey is 

only 8 questions and should take less than 5 minutes to 

complete. Encourage them to answer all questions. 

○ Continue to promote the survey at weekly meetings and in 

company announcements. 

3. Week 3 

○ Send a final survey reminder to your staff. 

4. Week 4 

○ Launch the campaign in earnest! Post an article on your 
intranet or send an email explaining the issue. Include 
FAQs from the information PEP provided. Let your staff 
know that your company has signed the Trash Blows! 

Stow It! pledge and encourage your employees to sign it 
individually. 

○ Post yard signs at facility/company entrance and other high 
visibility areas and posters in employee gathering places, 



entrances and any other appropriate areas to support the 
campaign. 

5. Week 5 

○ Follow up on your initial email or intranet post with more 
information. Include any new things you’re doing as a 
company to make disposing of trash easier. 

○ Suggest that supervisors use one of the talking points for 
their weekly safety or quality messages. 

○ Create a social media post to share from your company 
page. Please share PEP social media on this topic on your 
own social media pages. 

6. Week 6 

○ Host a litter pickup event at your office or “on your street” if 

many of your employees are working from home. 

7. Week 7 

○ Remind your fleet to stow trash properly by distributing 

targeted messages to this group. 

○ Post a final intranet or email message to your staff. 

○ Distribute vehicle air fresheners with campaign messages. 

(Ask PEP for details). 

8. Week 8 

○ For the campaign’s final week, distribute PEP’s post-

campaign survey to your employees and let’s measure 

how attitudes about truck bed trash have changed! 

 

■ PEP member business #4: Mitsubishi Polysilicon 

1. This company joined the campaign late, so they had fewer 
employees complete the pre & post-campaign surveys. The 
Mitsubishi Polysilicon staff relied heavily on email and intranet 
communication to employees and did not provide audience size or 
results. 

2. A summary of what Mitsubishi did during the Trash Blows! Stow 

It!  campaign: 
○ Week 1 – Introduction to the program. Introduction Email, 

posters and yard signs around the plant.  

■ The email list included approximately 150 local 
employees and contractors. 

■ Posters were placed in control rooms and 
administration buildings, which were seen by 
approximately 100 employees and contractors per 
day. They also posted signs on the dock on 
Dauphin Island, which were seen by anyone 
utilizing the Mobile Bay Ferry. 

■ Over the eight weeks, they had 188 
employees/contractors see the signs and posters 
plus an additional 250 visitors (deliveries, truck 
drivers, visitors, and vendors) at both facilities in 
Mobile County and the dock on Dauphin Island. 

■ The campaign was discussed during morning 
meetings at all facilities (approx 30 people in 
attendance x 4 meetings).  

○ Week 2 – Emailed the survey to all MIPSA employees. 



○ Week 3 – Added trash cans at the plant entrance for 

employees/contractors to put loose trash blowing around in 

truck beds. Purchased a divider for one truck bed to keep 

smaller items more contained.  

○ Week 4 – Shared news article from Dog River Clearwater 

Revival and PEP partners when they implemented The 

Comprehensive Trash Abatement Program. 

○ Week 5 – Awareness of trash in local waterways (pics from 

kayaking Dog River Watershed. 

○ Week 6 – Pics from truck beds in the parking lot with loose 

trash 

○ Week 7 – More awareness stories with pictures and the 

amount of trash that ends up in drainage ditches, 

spillways, and creeks. 

○ Week 8 – Post survey went out to employees. 

 

4. Tasks: Website  

a. Trash Blows! Stow It! landing page (pepmobile.org/trashblows), which provided 

all the campaign resources and links. 

■ Results: Google Analytics 9/20/2020 - 3/12/2021: 54 pageviews 45 were 

unique), average time spent on page = 1:16 

b. Trash Blows! Stow It! pledge for businesses landing page 

(pepmobile.org/trashblows/pledge) as a way for businesses to commit to 

reducing truck bed trash blowing out of their fleet of vehicles and to educate their 

employees. This web form allowed us to track who was interested and which 

companies wanted our digital campaign materials. 

■ Results: 

1. Pledges from PEP member businesses = 30 as of 5/21/2021 

(Contact info to remain anonymous.) 

2. Pledges from member businesses in the Dog River Watershed = 4 

as of 5/21/2021 

3. Google Analytics for pepmobile.org/trashblows landing page as of 

5/18/2021: 87 pageviews (74 were unique), average time spent on 

page = 1:00. 

 



4. Pledges from individual truck owners = 29 as of 5/21/2021 

(Contact info to remain anonymous.) 

5. Google Analytics for pepmobile.org/trashblows/pledge landing 

page as of 5/18/2021: 78 pageviews (70 were unique), average 

time spent on page = 1:27 

 
 

5. Tasks: Social Media 

a. Social Media posts to FB, LI, TW 

 

b. Social Media Ads - LinkedIn 

■ Near the end of the campaign, PEP had $100 available to run 

LinkedIn ads for ten days from 3/2 - 3/12/2021. PEP uploaded its 

member business contact list of 861 people as a custom audience 

and targeted a “look-alike” audience. 

c. PEP decided to set up a lead form within LinkedIn because LinkedIn 

prefills the lead form to make it as easy as possible. Another reason is 



PEP was concerned that sending the lead to the landing page would not 

guarantee the lead would take the extra step to click on the pledge page. 

■ PEP ran six different ads, received 17 clicks but only received one lead. 

While one lead is disappointing, other stats for this campaign indicate 

decent results considering the ad spend ($100), the timing (10 days), and 

PEP was targeting a very specific list.  

 
■ Results: 

1. LinkedIn: Impressions = 1730, Reach = 954, Average Frequency 

= 1.813, Clicks = 17 

2. Average Clickthrough Rate = 0.98% (benchmark average across 
all LinkedIn sponsored content ads is about 0.5%—so that means 
our content was compelling. The ads with the cleaner images with 
text, like the one below, performed the best) 

3. Cost-Per-Click = $5.86 (a benchmark for this on LinkedIn globally 
is $5.58) 

 
 

d. Social Media Ads - Facebook 

■ DRCR helped PEP identify 20 non-PEP member companies located in 

Dog River Watershed to target that fit the following criteria: 

1. The company owned a fleet of pick-up trucks. 

2. The company sells trucks or supplies/services to truck owners. 

■ Setting up the Facebook ads was challenging because Facebook 
considered PEP’s ads to fall into the “social issues” category, similar to 
political ads. PEP had to set up a “disclaimer” for the page, which 
Facebook finally approved so PEP could relaunch the ads on 3/12/2021. 



PEP ran a 10-day campaign with a $100 budget to compare to the 
LinkedIn campaign. 

1. Results:  
○ Initial Campaign (Lead Generation Objective) Note the no 

cost per result because no leads were achieved, and that’s 
the result they were buying against. 

○ Round #2 Campaign (Reach Objective): PEP received the 
same number of link clicks here for a little more than half of 
the ad spend. 

 

 

 

 

 

 

 

 

6. Billboards 

a. PEP negotiated four (4) billboards with Lamar Advertising, three in the DRCR 
watershed and one on Highway 43 in Chickasaw.  

b. Results:  
■ PEP paid $150 per billboard, totaling $600. Lamar placed the value at 

$850 per board, totaling $3,400. PEP contracted the billboards to run for 
28 days (10/5/2020 - 11/1/2020), but Lamar allowed them to stay in place 
through 11/19/2020 and some boards as late as 12/3/2020. Lamar placed 
an added value of $2,884.20 for the bonus days. 

■ Total of 885,669 impressions and 409,037 bonus impressions.  

 



 
 

7. Survey to employees - Pre-Campaign  

a. The goal of the Pre-Campaign Survey was to determine the employee’s 

knowledge and habits regarding truck bed trash before starting our education 

campaign.   

■ Results: As of 5/18/2021, seven companies sent out the Pre-Campaign 

survey to employees, and PEP received 106 responses. Pre-Campaign 

Survey Data is here 

Thompson Engineering x19 

Eiland & Ritchie, LLC x 1 

AM/NS Calvert x21 

Ditch Witch x1 

Hand Arendall Harrison Sale LLC x1 

Mitsubishi Polysilicon x27 

W & T Offshore, Inc. x9 

Anonymous x27

 

b. In October 2020, PEP asked its member companies participating in the Trash 

Blows! Stow It! campaign to distribute a Pre-Campaign Survey to employees.  

■ Results: Overall, PEP found that 73% of respondents drive a pick-up 

truck personally or for work (the ideal campaign audience!) and do not put 

trash in their pick-up truck. The 24% who put trash in their truck bed said 

it is to avoid littering (don’t have a trash can nearby, etc.) And 12% do not 

feel the trash will fly out. 

c. The Pre-Campaign Survey asked eight questions. 

■ Q1 Do you personally own a pick-up truck or drive a company-
owned pick-up truck?  

 

■ Q2 Do you put trash (fast food packaging, water bottles, plastic 
bags, etc.) into the back of your pick-up truck? Select all that apply. 



Other (please specify) = 8 

 
■ Q3 Do you secure trash in a can or receptacle in your truck bed? 

 

 

■ Q4 If you do not secure trash in a can or receptacle in your truck 
bed, why not? Select all that apply.   
 

Other (please specify) = 31 

 



■ Q5 To your knowledge, does your company currently have a policy 
discouraging litter from blowing out of truck beds? 
 

 

■ Q6 In the past year, have you noticed trash blowing out of a pick-up 
truck you were driving or were a passenger? 

 
■ Q7 Are you willing to commit to stowing the trash in your pick-up 

truck so that it will not blow out and become roadside litter? 
 

 
■ Q8 Please include your contact information. (Contact info to remain 

anonymous.) 

8. Survey to employees - Post-Campaign to determine the impact of the education 

campaign. PEP’s participating companies were asked to send out the Post-Campaign 

Survey by 4/20/2021 and then resend it one week later.  

a. Results: As of 5/18/2021, only AM/NS had recorded responses. PEP received 

eight responses.  

b. While the number of responses was small, the answers reflected a behavior 

change. 97% own or drive a pickup truck for work (62% personally). 71% stated 

they had changed their behavior while the remainder of responders said they did 

not need to change behavior as they never put trash in their beds.) 

  

■ Q1 Do you personally own a pick-up truck or drive a company-

owned pick-up truck?  

 

■ Q2 Do you put trash (fast food packaging, water bottles, plastic 

bags, etc.) into the back of your pick-up truck? Select all that apply.   



 

■ Q3 Do you secure trash in a can or receptacle in your truck bed?  

 

■ Q4 If you do not secure trash in a can or receptacle in your truck 

bed, why not? Select all that apply.   

 

■ Q5 In the past year, have you noticed trash blowing out of a pick-up 

truck you were driving or were a passenger?  

 

■ Q6 Have you seen anything about our Trash Blows! Stow It! 

marketing campaign in the past four months? Select all that apply. 

 

  

■ Q7 In the past four months, have you changed your truck bed trash 

habits? Select all that apply.  



 

 

■ Q8 Please include your contact information. (Contact info to remain 

anonymous.) 

9. Targeted Communication to PEP Members  

a. PEP highlighted the Trash Blows! Stow It! Campaign at all member events with 

PowerPoint presentations and live announcements 

■ Monthly Newsletter to approximately 700 PEP member email addresses + 

75 community contacts 

■ Virtual Breakfasts attended by approximately 50 members (Sept, Nov, 

Jan, Mar & May) 

■ Virtual Lunch and Learn Meetings 

■ Annual Pheasant Shoot 

■ Virtual Education Seminar approx 50 

■ Sent the Campaign details to PEP members in seven specific emails 

■ Virtual Annual Meeting 

1. PEP announced the Trash Blows! Stow It! campaign during a 

live broadcast of their annual meeting and environmental awards 

presentation on September 24, 2020. 

2. During the live broadcast, the number of viewers was 65 and has 
since gained 75 viewers on the PEP YouTube channel. 

 

10. Direct Communication to Dog River business 

a. PEP sent a printed letter and materials to 20 companies identified by Dog River 

Clearwater Revival connected with truck owners inviting them to participate in the 

campaign. Followed by phone calls, this outreach did not result in any interested 

companies.  

b. PEP sent targeted emails to 81 member companies reminding them of their 

location in the Dog River Watershed and asking them to engage in the campaign 

along with the appropriate resources and links in November 2020 and January 

2021. While several companies indicated interest, none engaged in the 

campaign.   

 

11. Monthly e-newsletter 

a. Trash Blows! Stow It! campaign was mentioned in each of the monthly e-

newsletters to members starting in August 2020.  

b. PEP launched the full Trash Blows! Stow It! campaign to members in a special 

email announcement on October 15, 2020. The email described the problems 

caused by truck bed trash, litter statistics, how businesses can get involved, free 

digital campaign resources, employee survey links, and links to project partners.  

■ Results: Analytics for special launch email to members on 10/15/2020: 
Mailchimp open rate = 33.8% (25.9% is PEP’s avg), 6.8% click rate (5.2% 



is PEP’s avg), 0 unsubscribes (.2% is PEP’s avg) and 1 direct click to 
pledge. 

 

Conclusion & Recommendations  

The Trash Blows! Stow It! campaign (August 2020 to May 2021) set out to educate pick-up 

truck owners about the effects of truck-bed trash contributing to the litter problem in the Dog 

River Watershed. PEP developed and implemented a truck-bed trash outreach education 

program for PEP’s member businesses. 

 

PEP faced many challenges during this campaign: the 2020 pandemic, a forced shift to virtual 

events, businesses sent employees to work from home, etc. Therefore, PEP missed many face-

to-face educational opportunities with pick-up truck owners and company drivers. The August - 

October hurricanes overloaded companies’ and individuals’ attention and resources. It was 

difficult to gain attention and traction for a campaign focused on outreach to pick-up truck 

owners.  

 

PEP proved their member companies were the ideal target audience (truck owners and truck 

fleets) as confirmed by the pre-campaign survey results, which showed 73% of respondents 

drive a pick-up truck for personal or work purposes. Companies engaged in the program were 

able to affect some behavior change, as seen in the limited post-survey responses (97% 

stopped putting trash in the bed of their truck.) The surveys seem to be a valuable metric, but 

the quantity of post-campaign responses was disappointing. In future campaigns, it will be 

necessary to train the participating companies about the importance of completing both the pre-

and post-campaign surveys.  

 

At least one member company completed litter removal from their Adopt-A-Mile roadway, and 

more than 200,000 employees and facility visitors observed the campaign signs at member 

facilities (during a time when most were only open to essential visitors and employees). Most 

participating businesses relied heavily on email and intranet communication to educate 

employees due to most of their workforce working remotely during the pandemic.  

 

PEP negotiated four (4) billboards with Lamar Advertising at an extreme discount. Although it is 

difficult to determine if the billboards could affect some behavior change, the low cost of $600 

for 885,669 traffic impressions and 409,037 bonus impressions was a great value.  

 

The social media advertising did not generate substantial leads, although the clickthrough rate 

and costs-per-click performed better than average and demonstrated that the content was 

compelling. The ads with clear images and text performed the best. Reminders of the 

connection between truck-bed trash, litter, and the impact on our local watershed, create 

awareness and change; therefore, a social media/billboard mass marketing component is 

worthwhile. 

 

PEP found the member company communication efforts to be more efficient and cost-effective 

than mass marketing to the public. However, it did require more PEP staff time to facilitate the 

one-to-one outreach necessary to engage more companies. With additional resources, this 

project could be more effective and expanded even further into the local community. 

 



This report summarizes the campaign’s plan, activities, and results. PEP also has a few 

recommendations should PEP, the grant team, the City of Mobile, or any other entity choose to 

continue promoting the campaign to business. Here are recommendations for future efforts: 

 

1. Social media ads: Focus on driving followers to the website to drive awareness and not 

focus on obtaining pledges. PEP learned the pledges did not turn interest into action. 

When the social ad budget is low, PEP learned Facebook is a better ad choice than 

LinkedIn. Instagram should be tested as well. Use clear, compelling text on top of clear, 

compelling images of litter in watersheds and roadways. 

2. In-person outreach and training: engaging businesses will require one-to-one outreach. 

Host an in-person training session for company representatives interested in facilitating 

the outreach campaign within their company. The training session should explain the 

campaign goals, tactics, and the value of the pre-and-post-campaign survey results and 

the need for the companies to report back on activities and metrics achieved. Distribute 

digital and print materials during this training. 

3. Provide specific emphasis on recommendations for companies to improve their policies:  

a. Add trash cans in parking lots and spaced appropriately to encourage employees 

to use trash cans instead of placing trash in trucks. 

b. Develop truck bed trash policy for their fleet. 

c. Implement a clean, on-site parking lot policy. 

 

 

 

 

 

 


