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JOIN THE TEAM: If you are interested in participating on the Los Angeles County Solid Waste Management Public Education
Subcommittee or if you would like to submit an article for Inside Solid Wasteplease contact Emily Montanez at (626) 458-3579, or
emontanez@ladpw.org. Quarterly meetings are held at the County of Los Angeles Department of Public Works Headquarters to discuss
and review upcoming newsletters. If you feel you have something to contribute why not become a member of the Subcommittee?  

o rganizations supported the two community clean-up
events, donating hundreds of dollars in goods and services.
Fifteen fact-finding interviews were successfully completed
with local environmental stakeholder groups/individuals to
help obtain feedback on proposed outreach tactics and
garner support for the campaign.  Feedback received was
favorable, with most participants supporting the campaign
“Can It!” message.  The campaign advertising buys placed
with 27 different ad mediums (including various television,
radio, print and billboard outlets) yielded more than 100
million total audience impressions.  

Evaluation mechanisms included a phone poll, trash
m e a s u rement within the pilot program communities,
monitoring calls to the environmental hotline 1(888)
CLEAN LA and participation in various campaign
activities.  Bearing in mind the short duration of Program
Year I, there were program successes on many counts.
County residents participated in the community events,

recalled campaign messages and
i n c reased calls to the County’s
pollution prevention hotline.
Additionally, trash measurement data
indicated a slight change in polluting
behaviors for both pilot pro g r a m
areas. 

Over the course of the three-year campaign, ongoing
execution of the strategic plan is anticipated to yield
increasing measurable results.  Recommendations for the
Program Year II include; 1) continued data collection,  2)
solicitations to other cities for participation in special
projects and events, 3) continued outreach to community-
based organizations, 4) increased use of local print, radio
and outdoor advertising, and 5) focus on messages that
emphasize personal accountability for polluting behavior
that effects our neighborhoods, children and future.  For
more information, please contact Kimberly Lyman at (626)
458-6533.

The County of Los Angeles’ three year campaign
began with the implementation of a strategic plan
designed to both inform County residents about the

perils of stormwater pollution and motivate them to change
their polluting behaviors. 

The Program Year I objectives were defined as follows:

❖ Measurably increase the knowledge of the target
audiences regarding the storm drain system, the
impacts of stormwater pollution on receiving waters,
and potential solutions to mitigate the problems;

❖ Measurably change the waste disposal and runoff
pollution generation behavior of target audiences by
practice of appropriate solutions; and

❖ Involve and engage socio-economic groups and
ethnic communities in the County to participate in
mitigating the impacts of stormwater pollution.

A pilot program was put into action
in the communities of East Los
Angeles (in the neighborhood of
Union Pacific) and Inglewood, and
s e rved as the primary campaign
strategy that all other campaign
activities were centered upon.
Community clean-up events
attracted more than 450 volunteers who participated and
collected more that 19,000 pounds of trash fro m
neighborhood streets—nearly the equivalent amount of
trash collected monthly by the County street sweeper in the
Union Pacific community.  Event volunteers were
enthusiastic, many asking when the next clean-up event
would be held and how they could receive additional
information about pollution prevention.

Public education campaigns focused on changing behavior
and included several components. Media relations resulted
in 30 local media reports, generating more than 5 million
impressions.  Thirty-two local businesses, corporations and
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