
Got Ants? Outreach Campaign  
Successes, Challenges, and Next Steps 



Overview 

• Vision for the Campaign 
• How We Built It 
• What We Made 
• How We Got the Word Out 
• Preliminary Results 
• The Campaign’s Future 

Presenter
Presentation Notes
Vision: We’ll talk about “Why ants?” And “What is Community-Based Social Marketing?”
What We Made:  Website, Cards, Magnets Facebook Page
How We Got the Word Out: Advertising (print and online), Social media, Partner support, Earned media






Vision 

• Why Ants: 
– Pesticide and application impact water quality 
– Home users and those who hire professionals 
 

• What is Community-Based Social Marketing? 
– Education -> Behavior change 
– Science behind why people act 

Presenter
Presentation Notes
Discuss why this angle was selected: origin of UP3 project, why the focus on pyrethroids, fipronil, and ants. Then to why the general public was selected: employs pest management people or applies own materials. Project began before surface water protection regulations against pyrethroids were established, but note that those don’t apply to individuals, who can still buy bifenthrin over the counter. There isn’t a good regulatory solution to work on the residential piece of the puzzle, and outreach is the tool we have. 



How We Built It 

• Pest Management Alliance Grant 
• Management Team:  

– DPR, UCIPM, BASMAA, BACWA, SF Environment, 
Sacramento County, BIRC, City of San Jose, SCVURPPP, 
Santa Monica Bay Restoration Commission, Morro Bay 
National Estuary Program, SF Water Board, UC 
Riverside, Alameda County Clean Water Program, 
National Pest Management Association 

• Consultant on CBSM and outreach 
– S. Groner Associates, Inc. (SGA) 

Presenter
Presentation Notes
Thank you to this committee for funding the project – very grateful etc.! Management team mix of experience in entomology, pest management, Integrated Pest Management, pest control industry, water quality (stormwater, wastewater), estuary protection. Consultant brought a knowledge of outreach best practices to translate all this really unmatched expertise and knowledge into language the ordinary person could get. 



What We Made 

• Developed jingle: Got Ants? Get S.E.R.I.O.U.S 
– S: Spot where the ants are coming in 
– E: Eliminate crumbs, messes & spills 
– R: Rinse with soap & water 
– I: Isolate food & water sources 
– O: Obstruct entryways & seal cracks 
– U: Use baits if ants don’t go away 
– S: Stick to it to keep ants away! 

• Graphics for each “step” 



Campaign Elements 

• Website 
• Facebook page 
• Hard copy flyers 
• Magnets 

 



Website:  
www.gotantsgetserious.org 



Facebook page:  
www.facebook.com/safer.ant.control 



Flyer: 2-Sided Handout 



Magnets 



How We Got the Word Out 

• Advertising (print and online) 
• Social media 
• Partner support  
• Earned media 
• Events and in stores 
 



Advertising 
• Online ads (pay-per click)  

– Google 
– Facebook 

 
•  Print ads 

– Sunset Magazine 
– Transit ads: BART, Bus (AC Transit, Muni) 



Social Media 

• Facebook 
• Twitter 
• Pinterest 



Facebook page:  
www.facebook.com/safer.ant.control 



Facebook partners 



Twitter 



Retweets 



Pinterest 



Partner Support 
• 55 partners supported campaign through 

– Email blasts 
– Facebook posts and “shares”  
– Tweets 
– Distribute through e-newsletters 
– Links on websites 
– Events, in stores 

Presenter
Presentation Notes
Links to GAGS on other sites helps increase SEO, making us easier to find with Google. 



Email blasts 
•  

From: Berkeley Parents Network <bpn_admin@lists.berkeley.edu> 
To: Berkeley Parents Network <bpn_admin@lists.berkeley.edu>  
Sent: Thursday, November 7, 2013 5:27 PM 
Subject: Announcements Nov 6, 2013 

•  
November 06, 2013 
 
    Berkeley Parents Network Announcements & Events   
 
 
Circulation: 32,604 
 
----------------------------------------------------------------- 
                        Contents 
----------------------------------------------------------------- 
Other Announcements for Parents 
    Ants coming in? Less toxic, family safe solutions  
    Host a High School Student from China 
    Joaquin Milller School Online Auction 

• … 
•  

Ants coming in? Less toxic, family safe solutions  
------------------------------------------- 
Cold weather and rains bring ants inside. We all get them. See the 
Got Ants Get  
Serious site for how to get rid of ants, safely for family, pets, and the  
environment: www.gotantsgetserious.org. The Got Ants? facebook 
page has timely tips  
on more effective, less toxic ways to stop ants from coming into your 
home:  
https://www.facebook.com/safer.ant.control.  
Submitted by: Athena Honore  
 

http://www.gotantsgetserious.org/
https://www.facebook.com/safer.ant.control


Partner Facebook Posts 



Partner Tweets 



Partner E-Newsletters 



Partner Website Links 



Earned Media 

• Partners provided press 
release and media pitch, 
resulting in local blog 
coverage 

• Radio interview 
forthcoming 



Events 



In Stores: IPM Advocates 



Preliminary Results 

• Evaluation strategy shift away from measuring 
pesticide use 

• Tracking reach of campaign – web traffic, 
advertising “impressions,” Facebook “likes,” 
pledges 
 



Website Traffic Analytics 



Facebook Analytics 



Campaign Reach (Preliminary) 
• Online advertising: 1.6 million impressions, 987 web visits 
• Magazine ads: 1.25 million, 225 follow-up requests 
• Transit ads: 11.9 million impressions 

Web visits with major outreach avenues mapped 

Presenter
Presentation Notes
5/15-8/31 Google ads:, /1-7/30 Facebook ads
Sunset Magazine July and September i
6/17-7/15, AC Transit ; 7/1-7/28, BART;  8/1-8/28, SF MUNI; 9/1-9/14, SF MUNI: 1,169,228 Impressions





Preliminary Results 

• Impressions: 14.75 million, past 100,000 goal 
• Web traffic: 5700, past goal of 4000 
• 76 Facebook likes, 125 Pledges (of 500 goal) 
• Further analytics to come 
• Final report will analyze cost-effectiveness 



The Campaign’s Future 

• Got Ants Phase 2: Potential directions 
– Additional advertising, using current graphics base 

to spin off new pieces 
– Work with 501c3 organizations to secure donated 

ad space on transit, television 
– Additional community group promotion 
– Further work with pest control operators 

 
• Transition plan after PMAG funding 

– BASMAA to host website going forward 
– New orders of cards and magnets 

 



Conclusion 

• Thank you to the committee for funding the 
campaign and its launch!  

• Campaign has generated enthusiasm among 
partners and users, and we foresee a long 
useful life for the products with much left to 
do. 

Presenter
Presentation Notes
Thanks also to Ann Schaffner, who was an absolute pleasure to work with, and to Mark Robertson for their support in getting this project off the ground and working with us when we ran into issues. 


	Got Ants? Outreach Campaign �Successes, Challenges, and Next Steps
	Overview
	Vision
	How We Built It
	What We Made
	Campaign Elements
	Website: �www.gotantsgetserious.org
	Facebook page: �www.facebook.com/safer.ant.control
	Flyer: 2-Sided Handout
	Magnets
	How We Got the Word Out
	Advertising
	Social Media
	Facebook page: �www.facebook.com/safer.ant.control
	Facebook partners
	Twitter
	Retweets
	Pinterest
	Partner Support
	Email blasts
	Partner Facebook Posts
	Partner Tweets
	Partner E-Newsletters
	Partner Website Links
	Earned Media
	Events
	In Stores: IPM Advocates
	Preliminary Results
	Website Traffic Analytics
	Facebook Analytics
	Campaign Reach (Preliminary)
	Preliminary Results
	The Campaign’s Future
	Conclusion

