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Part II - WTD Public Involvement Tool Kit 
 
INTRODUCTION 
 
The Public Involvement Tool Kit defines the tools necessary to effectively design and 
implement public involvement for King County Wastewater Treatment Division (WTD) 
projects and programs. While the guidelines explained the theory, regulations and strategy 
that drive public involvement, this tool kit provides the building blocks of a successful public 
involvement effort.   
 
The tools in this kit will enable community relations planners to implement public 
involvement activities that are strategic, cost effective and provide a meaningful outcome that 
supports the goals of the project.  
 
This kit breaks public involvement activities and tools into the following groups: 

1. Printed Materials 
2. Signs 
3. Online Communications 
4. Public Information Distribution 
5. Media 
6. Advertisements 
7. Public Meetings 
8. Contact Information and Hotlines 
9. Outreach to Stakeholder, General Public and Individuals 
10.  Evaluation Tools 

 
Each group includes an introduction that describes the group and how it supports public 
involvement programs. The introduction also describes the types of additional guidance and 
implementation suggestions that can be found in the two-volume Public Involvement 
Resource Guide. 
 
Within each group, the specific tool descriptions include a definition of the tool, a discussion 
of when and why a particular tool should be used, how it might contribute to the project 
outcome, and what resources are required.  To facilitate comparison and evaluation between 
tools, the reader will find in each tool description: 

• Title 
• Definition 
• How the Tool Supports the Project 
• When to Use 
• When Not to Use 
• Resources 

• Time 
• Cost 
• Staff 
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The tools described in this kit are proven and effective. When used appropriately, they can 
enable meaningful communication between the County’s project teams and the public they 
serve; and they ultimately result in projects that are accepted and understood by the 
community. However, selecting tools from this kit should come at the end of development of 
a deliberate and well-planned public involvement strategy. 
 
Performing a careful needs assessment and developing a public involvement plan (Section 3) 
will answer the key questions that guide the selection of proper public involvement tools: 
What are the project goals? Who are the key stakeholders? Do the stakeholders have special 
needs (e.g., use English as a second language and require translation services)? What is the 
purpose of the outreach effort – to solicit public feedback or simply educate and inform? 
Which laws and regulations are influencing the project?  Choosing the right tools for a project 
should come as a result of answering those questions, not vice versa.  The tools presented in 
this kit are only as powerful as the planning and strategy that comes before them.  
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Printed Materials 
 
Printed materials provide details about programs and projects that are planned or underway.  
It is essential that the information presented in printed materials is clear, concise and free of 
jargon, acronyms and overly technical language. 
 
Printed materials can help people understand the problem or opportunity being addressed, 
provide them with needed context, and allow them to understand the who, what, where, 
when, why, and how of a program or project.  It is important to explain the County’s role, the 
need for the project, and how public input affects the project’s decisions.  Printed materials 
are a good way to inform the stakeholders or affected public of public involvement 
opportunities throughout a program or project. 
 
Most of the printed materials in this group consist of one-way communications – from the 
County to stakeholders – and should never be the only tool used for a public involvement 
program. This is particularly true for projects that require two-way communications to 
reassure stakeholders that the County is truly listening to their concerns.  Therefore, be sure 
to include a contact person and to consider including a postage-paid comment form along 
with other printed materials to encourage two-way communication.  Also, think about 
combining printed materials with more interactive tools, like public meetings, surveys or 
websites.  
  
As part of a complete public involvement effort, printed materials perform the following 
functions 

• Prepare the public for participation 
• Inform them of potential impacts and benefits of a project 
• Keep them aware of and tuned into project progress. 

 
Printed materials should always provide a contact name phone number, mailing address and 
e-mail and Web site addresses.  They should follow the King County style guide.  Printed 
materials should display the King County logo in a prominent position and in accordance 
with the King County logo guidelines. 
 
All printed materials must contain the legally required Americans with Disabilities Act 
(ADA) statement.  This statement provides information and contact numbers regarding 
special accommodations at public meetings and obtaining printed materials in accessible 
formats. Please refer to King County Office of Civil Rights, Checklist for Accessible Printed 
Materials, for the appropriate statements and font sizes.  The checklist can be found in the 
Public Involvement Resource Guide along with a variety of resources and guidelines related 
to printed materials. These resources include example ADA statements, templates for printed 
materials, logo guidelines, and resources for using plain language. In addition, existing 
display boards and other materials and contacts for obtaining them are provided. 
 
The tools contained in this section are: 

• Key Messages 
• Fact Sheets 
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• Newsletters 
• Fliers 
• Postcards 
• Construction Notices and Updates 
• Brochures 
• Issue Papers/Technical Memos/Technical Reports 
• Project Displays 
• Project Posters 
• Comment Forms 
• Newspaper Inserts 
• Bill Stuffers 
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Definition Key messages are short statements that clearly co
goals of an organization or a specific project or p
the foundation for all communications with the p
primary key message is:  

“Wastewater treatment protects public h
              the environment.”   

Project messages should support and reinforce W
key message.  Key messages are short, written in
language, avoid insider jargon, and are easy to us
understand. 

How Key 
Messages  
Support the 
Project 

Key messages support consistent, clear commun
throughout the course of a project and among all
project team.  They are particularly useful when 
questions are asked, or as “sound bites” with the 
build a better understanding of WTD’s mission a
the connection between this mission and individu
and programs.  When key messages are integrate
projects and programs, they reinforce the importa
public and help place a project or program into a

When to Use  Key messages should be incorporated into all pu
stakeholder communications.  They should be ag
used by the entire project team, not just the comm
planner. 

When Not to Use  There is never a bad time to use key messages, a
short and concise. 

Resources Time:  Project-specific key messages should be 
initial stages of the project.   

Cost:  Zero. 

Staff:  Community relations planners can develo
during the early stages of a project, as part of the
involvement plan preparation. 
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Definition Fact sheets are static pieces that provide topical info
as project schedule, alternatives under consideration
definitions and project description.  Fact sheets are u
specific, detailed information to stakeholders and aff
to help them develop a knowledge base so they can f
participate in a decision-making process.  They are u
houses and are also helpful for the media.   

How Fact Sheets 
Support the 
Project 

Fact sheets can be used as a “leave behind” at comm
meetings, open houses or at community centers and 
the public to pick up and read at their leisure.  They 
program managers the opportunity to present technic
in layman’s terms for ease of understanding.  They c
provide general information about a project in the ab
Fact sheets should have a similar look and feel, be d
identify the version number, if updates have been m

When to Use  Fact sheets are useful for a complex or controversial
program.  They can be used when several stakeholde
meeting are asking for specific information.  They c
to break down project or program information into m
“bites” as well as offer an in-depth look at a subject 
only briefly in a flier or newsletter.  Fact sheets shou
staff, project or program contact information; web si
appropriate; and a description of how a reader can g
information or ask questions.  Fact sheets are useful 
distributed widely within the program or project area
address specific issues, like the Brightwater siting pr
elements of the RWSP or odor control at specific tre

When Not to Use  Fact sheets should not be used for short-lived projec
should also not be used when information is changin
as that would require constant updating of the fact sh
might result in the circulation of inaccurate facts. 
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Resources Time:  Writing, layout and printing can be accomplished within 
two to three weeks.   

Cost:  Fact sheets are easily and inexpensively reproduced, if 
designed as a black and white piece. Reprinting costs may go up if 
color (in a template design) is used. 

Staff:  Fact sheets translate technical information into layman’s 
language, and require both technical and community relations staff 
time for content development.   

 

II-7 



 

 
 

Definition Newsletters are informative pieces used to communi
information and key messages about a project on a re
interested parties.  Newsletters can support different 
project (predesign, design, construction) and differen
programs.  Newsletters are published on a regular, on
at pre-determined intervals (e.g., quarterly).  The inte
determined by project or program needs.  Newsletter
contain tear-out comment cards to enable readers to p
comment on the newsletter’s subject matter or decisi
made.  Newsletters typically include pictures or simp
and contain multiple stories or articles about the proj
program. 

How Newsletters 
Support the 
Project  

When a project or program is long-lived, but with ch
information, a newsletter is a useful tool to keep stak
the public informed and up-to-date.  Newsletters pro
for decisions and can help the audience understand th
program or the problem a project addresses.  Newsle
a good tool to keep a project alive in the eyes of the c
while work, like design or permitting, is progressing
public view.  The tear-out comment card included in
helps project staff integrate community or stakeholde
into future planning efforts. 

When to Use  Newsletters are good to use when a project or progra
changing information on a regular basis.  Newsletter
to provide general overview information to a broad a
They are particularly useful for programs that last se
and follow a defined process and schedule. 

When Not to Use  Newsletters are not suggested if information is chang
It also is not a suggested tool when communicating w
audiences because of the production time required. B
committing to a regular newsletter, determine if there
or updated information to justify the frequency of the

Resources Time:  It typically takes four to six weeks to write co
or select graphics and accomplish layout for a newsle
time is usually required to design the inaugural issue
then serve as a template for subsequent issues. 

Cost:  Newsletters can be expensive, as they tend to 
assistance of a trained graphic designer to achieve a 
look and create high-level of graphics and illustration
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addition, newsletters usually require professional printing, rather 
than copying. 

Staff:  Staff time is required to research and draft text, supervise 
designers and arrange for printing and mailing. 
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Definition A flier is a printed piece used to communicate information to 
affected stakeholders and members of the public about a sing
project.  Fliers generally contain a brief discussion of timely 
information.  They must always include the project’s key 
messages.  The development of a flier is driven by events, rat
than scheduled on a regular basis.  Fliers are typically black a
white, contain simple graphics or pictures, and are short (1-2 
pages) and easily reproduced. 

How Fliers 
Support the 
Project 

Fliers are a relatively inexpensive, effective way to get 
information to the public.  They can be produced on an as-nee
basis, and can communicate information about impending 
decision points, upcoming events or changing timelines. 

When to Use  A flier should be used whenever information on a project has
changed significantly.  They are particularly useful for inform
the public about a project or activity that directly affects them
(e.g., construction, road closure, facility testing). Used in 
combination with public meetings, fliers form the foundation 
informing the public about projects. 

When Not to Use  Fliers are not suggested to support programs or long-term 
planning processes.   Fliers should not be produced and 
distributed unless a change has occurred, there is new informa
to share or an event has been scheduled. 

Resources Time:  Fliers can be developed and distributed within a one-w
period. 

Cost:  As fliers are generally produced in black and white and
photocopied, they are inexpensive.  Delivery costs (mailing o
door-to-door delivery) depend on the size of the distribution a

Staff:  Staff time is required to distill complex project inform
into clear, concise, non-technical language for the flier 
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Definition A postcard is a two-sided, single page information piece
typically smaller than an 8 ½ x 11” piece of paper.  Pos
mailed to project or program mailing lists or an entire c
route.  A postcard uses heavy, durable paper stock.  Pos
intended to convey single ideas, messages, reminders or
information to the recipient.  Postcards are generally de
call attention to themselves, both by graphical design an
shape and size. 

How Postcards 
Support the 
Project 

A postcard can be a companion piece to newsletters, po
fliers.  They should be designed to be very eye-catching
convey a piece of information to the public in a very qu
to-read format.   

When to Use  Use a postcard when the target audience needs to be rem
about a date, when a single detail or event has occurred
announcement of upcoming events or significant projec
program milestones. 

When Not to Use  Do not use postcards to convey complicated informatio
messages or static information. 

Resources Time:  Postcards can be designed and distributed in as l
two weeks, or may take longer if a more complicated, 
professionally-designed look is required. 

Cost:  Postcards are less expensive to mail than standar
Be sure and check with the post office for current size l
to qualify a piece for postcard rates.  Production of post
be inexpensive, if done in-house and without color.  Ho
incorporating color into the design or using more expen
stock may add to the price. 

Staff:  As with any printed piece, staff time is required 
the text and select graphics.  Time commitment should 
great, as a postcard should not contain large amounts of
information. 
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Definition Construction noti
project informatio
very short shelf li
information only)
project in order to

How 
Construction 
Notices and 
Updates Support 
the Project  

These notices and
by construction in
produced with a v
impacted resident
by mail. 

When to Use  A construction no
impact communit
They are designed
sensitive informa

When Not to Use  Do not use a cons
about an upcomin
announce an impa
or business. 

Resources Time:  Construct
days. 

Cost:  Constructi
easily reproduced
will be the distrib

Staff:  Staff time 
(or to provide info

 

Construction Notices and Updates

 

ces and updates are used to disseminate specific 
n to a limited, localized audience.  They have a 
fe, and are limited in text (to-the-point 
.  They must include the key messages about the 
 provide project context and continuity.   

 updates serve to keep those who are impacted 
formed about changing conditions.  They are 
ery short lead time and are distributed to the 
s or businesses through door-to-door delivery or 

tice can be used when a project condition will 
y members (i.e., a temporary road closure).  
 to provide short pieces of critical or time-

tion. 

truction notice to educate community members 
g project, to gain feedback on a decision or to 
ct that would be specific to only one household 

ion updates can be developed and copied in two 

on updates are produced in black and white and 
. The most costly aspect of a construction update 
ution cost (door-to-door delivery or mail). 

is necessary to develop the content of the update 
rmation to consultants). 
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Definition A brochure is a long-lived, professionally designed, vi
appealing information piece.  Brochures offer descript
definitions of a program or of an entire division.  Broc
usually produced in color and are often printed in large
(e.g. thousands) on heavier and/or glossy paper stock. 
audience for brochures is generally very broad and the
a brochure is typically 12 months or more.  Brochures 
distributed at walk-in locations around the County suc
courthouses and service counters as well as used as ha
public meetings or events. They are not usually mailed

How Brochures 
Support the 
Project 

A brochure offers a clear description and graphical rep
of aspects of a program or division and increases the p
understanding of its goals, elements and/or accomplish
brochure is a useful tool to build support for or to help
communicate the purpose or need for a program.  Broc
be carefully thought out, appealing, attractive and invi
reader, without appearing exceptionally expensive or w

When to Use  Use a brochure to support a long-lived program and as
marketing piece for building public support or awaren
brochure to provide sources of more information.  It sh
when the information contained has a life expectancy o
year or two. 

When Not to Use  Do not use a brochure to present information that is su
change or alteration in a short time-span.  Do not use a
a very limited target area.   

Resources Time:  Brochures require a lot of lead-time for prepara
and graphics.  Time must be included for copy develop
graphic design time and approval.  Printing of brochur
requires advance reservation with a printer, and can ta
a month from start to finish.  

Cost:  Brochures are expensive to produce, both in ter
and printing.   

Staff:  Brochures require a fair amount of staff time fo
and writing text, deciding on graphics and “look and fe
brochure, working with the graphic designer to achiev
product and navigating an extensive review cycle.  Wh
considering a brochure, it is imperative that a dedicate
be assigned to be the “shepherd” of the piece. 
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Definition 

How Issue 
Papers/Technic
Memos/Technic
Reports Suppor
the Project  

When to Use  

When Not to U

Resources 
Issue Papers/Technical Memos/Technical Reports

 

These are papers written about a project or specific aspect of a 
project that contain relatively detailed technical information.  The 
technical staff assigned to the project generally prepares them.  
Issue papers are produced as a result of a request for more 
information or in-depth discussion of an issue.  A technical report 
or memo may summarize a study.  Scientific issue 
papers/technical memos/reports may need to have an independent 
peer review to meet legal requirements.  They are often used for 
stakeholder groups with technical expertise, such as regulatory or 
resource agencies.  While they will contain technical information, 
they should still be clearly written and acronyms and jargon 
should be explained.  Technical reports and memos are typically 
driven by either regulatory, policy or project-specific 
requirements.   

al 
al 
t 

Issue papers, technical reports and technical memos are usually 
the primary source of information that goes into public 
involvement pieces such as fact sheets, newsletters and fliers.  
Distilled down to the public information level (deletion of 
acronyms, jargon and overly technical terms), they will help 
ensure key messages are accurate and include the appropriate 
technical background. 

Use issue papers and technical memos and reports as a resource 
for stakeholders who have asked for a more detailed description 
or in-depth discussion of particular aspects of a project.  Technical 
memos and reports, as well as issue papers, must be made 
available in a public repository for all projects and are an essential 
part of the public record.  They are good to use with advisory 
groups that are involved at a deeper level in a project or program 
over a period of time. 

se  These should not be used as general handouts at public meetings 
or other public events.  They are not appropriate as stand-alone 
public information pieces, as they are not written at the 
appropriate level for casual public consumption. 

Time:  Technical memos and reports require a significant time 
investment, but are generally among the required elements of a 
project. Therefore, they often do not require additional public 
involvement staff preparation time.  Issue papers may be prepared 
by public involvement or technical staff and may require a 
significant amount of time to work with project staff to fully 
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understand and correctly capture all aspects of the targeted issue. 

Cost:  These reports and papers are typically black and white and 
are easily reproduced.  Cost may become an issue when multiple 
copies of multiple reports are requested.   

Staff:  Staff that understands the technical aspects of the project 
must prepare these reports.  Issue papers may be prepared in 
conjunction with technical staff and require the writer to have a 
good command of the technical aspects. 
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Definition A project display is a static informational too
display board (often made of foam core) or a 
informational pieces that describe a project, p
Often colorful and heavily dependent on grap
are useful in helping to communicate technic
public.  Displays should not be text-heavy.  T
portable, and can be moved from place to pla
broaden public exposure to project or program
project display may be taken to a shopping ce
house or a gathering to present project inform
their own familiar surroundings.  Displays ar
when accompanied by a staff person who is a
questions and provide more detailed informat

How Displays 
Support the 
Project  

A display is a good way to get information ou
places where they live, shop or congregate.  S
more likely to absorb information that is pres
at a public meeting.  Creatively and functiona
displays allow people to take in the informati
and within their own learning style.  This too
project has a long life span and is used in con
additional tools to get information out into th
sets a display apart from a poster is its shelf l
of its information.  The information contained
be general and pertain to a wide audience.  Th
creating a display is to have a long-lasting inf
that can be reused in a variety of settings and

When to Use  Use this tool in combination with other one-w
materials, such as fact sheets, newsletters and
community awareness and knowledge about 
programs.  Consider use of a display on a cas
public hearing or at a meeting with a permitti

When Not to Use  Displays are not recommended if the project,
a rapid timeline, where the information is cha
the information does not lend itself to graphic
Project displays are not advised for projects o
in scope, budget or staffing resources. 

Resources Time: Displays require forethought and plan
information in a way that is accessible, attrac
the general public.  Allow several weeks to d
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 information and design, perform a review and edit cycle and 
produce the display pieces. 

Cost:  Displays can be expensive to produce.  Full-color 
depictions of plan or program elements generally require graphic 
support for design and production.   

Staff:  Coordination and scheduling displays at different venues 
requires staff support to determine appropriate locations and 
availability of space as well as to pack, transport, set up and tear 
down and staff the displays. 
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Definition Posters are large, printed, visually appealing pi
limited amount of specific information about a 
project.  They are used to communicate basic in
plan or program or to make announcements abo
tour, meeting or open house.  The program or p
messages should be incorporated into the poste
poster should include contact information, a ph
graphical elements, division or section involved
information if available.  Posters should be des
complement the size, budget and targeted audie
plan or project.  Posters can range from 8 ½” x
white meeting notices with minimal graphics to
color, glossy art piece that requires professiona
printing. 

How Project 
Posters Support 
the Project  

Posters can augment other means of disseminat
They can contribute to the repetition of a messa
crucial for getting dates or other time-sensitive
“stick” with the public.  Poster can stimulate in
or a program.  Hanging posters at regularly freq
places, such as coffee shops, supermarkets, pos
help call attention to the specific event, meeting
promoted.  A poster differs from a sign or displ
life is intentionally limited.  Posters are not me
throughout the duration of a project, but rather 
critical juncture to convey specific, timely info
the material used for printing does not need to b
sign or display. 

When to Use  Posters can be used whenever it is important to
or an idea to a large segment of the community
have clearly defined messages and be specific t
program.  They should be used to augment othe
news releases and newsletters, to stimulate part

When Not to Use  If a meeting or event is intentionally limited in 
invitation-only, a poster is inappropriate.  A ful
poster would be inappropriate to promote a sma
project with potential budget controversies. 

Resources Time:  Time to produce a poster depends on th
design, materials used and size.  A simple black
that can be copied may require only a few days
development, information confirmation and pro
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meeting or event is being announced, distribution time should be 
at least two weeks prior to the date on the poster.  A more 
complex, highly designed poster can take four to six weeks to 
develop, design and print.   

Cost:  Costs vary, again depending on complexity of design and 
quantities produced.  More complex or artistic posters generally 
require graphic design expertise for layout and professional 
printing, which makes the poster a costly undertaking. 

Staff:  Staff time is required for content development and for 
gaining permission to post posters as well as for distribution and 
removal after an event or when the posters are no longer pertinent. 
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Definition Comment forms are used as a tool to capture
program feedback from stakeholders and the
spaces for citizens to write comments and pr
information, if the commenter wishes to do 

How Comment 
Forms Support 
the Project  

Comment forms can be helpful in gauging w
acceptable for a project, plan or program, ac
They help to define the main issues for affec
Comment forms are generally provided at pu
can be included with project or program disp
electronically on a website. 

They are a way for citizens to let their thoug
the County to show that they value public in

When to Use  Comment forms should be used as part of a 
comment period required by law or regulatio
draft environmental impact statements).  In t
compiled and addressed in a comment respo
can also be used on a display or printed mate
informal feedback on a project.  Comment f
at public meetings and hearings.  A citizen m
write down their comments than to voice the
Refer to the Online Communications section
information on online comment forms. 

When Not to Use  Do not use comment forms to record compla
require immediate or direct response by proj

Resources Time:  Comment forms can be prepared and
immediately ahead of public events. 

Cost:  Comment forms are low-cost, typical
and are easily copied. 

Staff:  Staff time must be dedicated to decid
asked and compiling the input received.  If m
expected, it may be time-effective to use a s
application to track the comment cards and t
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Definition An insert is a fact sheet, flier or newslette
newspaper.  Inserts provide the same type
that are mailed or delivered door-to-door,
of the newspapers’ distribution network.  
provided to the newspaper already printed
that match the newspapers’ circulation. 

How Newspaper 
Inserts Support 
the Project  

Inserts provide community-wide distribut
are limited to subscribers.  The informatio
context of the local paper, which makes it
and taken seriously.   

When to Use  An insert can be a helpful tool when tryin
smaller community that depends on its loc
community information.  When possible, 
that the paper has few other inserts (e.g., a

When Not to Use  Inserts are not generally recommended in
they are more expensive and do not stand
reading. 

Resources Time:  Inserts must be arranged with the 
the intended insertion date.  Check with th
their timing policy and insertion guideline

Cost:  Insertions have two costs – the cos
printing the piece and the cost (per piece)
insertion may be less expensive than mail
individual newspaper’s pricing plan.  Con
of placing a full-page advertisement in the
the cost of an insert. 

Staff:  In addition to creating and produci
must be dedicated to coordinating the inse
newspaper and assuring the piece is deliv
the insertion deadline. 
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Definition A bill stuffer is an informational flier included with
bi-monthly utility bill.   

How Bill Stuffers 
Support the 
Project  

Bill stuffers can reach a targeted audience (i.e., loca
customers).  Bill stuffers can also be an inexpensive
distribute information.  Because WTD enters into s
agreements with local sewer districts, the County d
bill customers for sewer service.  Instead, local sew
the customers.  Thus, WTD does not do its own bil
planner would, instead, have to work with each loc
agency individually to develop content for its bill s
arrange for it to be placed. 

When to Use  Consider using bill stuffers only when dealing with
companies or districts that manage their own billing
stuffers must be designed (size and thickness) to fit
requirements of the local district.  The district or co
be willing to accept bill stuffers.  Bill stuffers are n
used by WTD.  They have been attempted, but wer
very complicated.  Each component agency has a d
bill, different billing dates and a variety of automat
In the past, bill inserts have led to public confusion
staff have been the recipients of phone calls inquiri
individual billing. 

When Not to Use  Do not consider using bill stuffers for critical inform
customer often doesn’t read them.  Bill stuffers can
consuming tool to use, as they require a great deal o
with the local district or utility. 

Resources Time:  Allow as much as three months lead time in
your stuffer into the local districts’ bill mailing cyc

Cost:  Bill stuffers are inexpensive, as they require
white reproduction. 

Staff:  Staff time investment can be significant whe
details of coordination with the local district or com
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Signs are a set of tools that range from a posted notice (e.g., a laminated flier) to a self-
supporting structure bearing project information. Like informational materials, they contain 
key messages and provide one-way communications about a project.  Signs can be an 
effective way of drawing attention to a project, communicating a major message or 
advertising an upcoming event or meeting. 
 
Signs complement other informational materials such as fliers, newsletters and media tools.  
They should rarely be used as the sole means of informing affected public about an upcoming 
project.  Instead, they should repeat key messages.  If the project is taking place in a highly 
visible area, such as a park or along a trail or a major road, signs are a good tool to use to 
educate the public.   
 
A key consideration is determining what type of sign is required. Examples include project-
specific signs, facility/building signs, traffic control signs or interpretive (educational) signs.  
These guidelines do not address the issue of permanent facility or building signs.  They also 
do not address permit-related signage (e.g., shoreline signs), which is the responsibility of 
right-of-way and permitting staff, or State Environmental Policy Act signage, which is the 
responsibility of environmental planning staff. 
 
A second consideration is ensuring signs are appropriate for a target an audience. For example, 
a posted flier or laminated poster would be suitable for pedestrians. Signs that will be viewed 
by passing motorists and/or bicyclists need to be simpler and contain large lettering.   
 
The length of time the sign will be needed should also be considered.  A simple, inexpensive 
poster or a plastic sign that can be quickly produced and updated may be appropriate for short 
duration projects or to address localized impacts.  A more durable, permanent sign may be 
suitable to provide general project information and contact information. 
 
A special note about traffic control signs: due to liability considerations, King County requires 
construction contractors to submit and obtain approval of traffic control plans from the local 
jurisdiction.  Traffic control signs are critical to protecting and maintaining public safety.  The 
contractor is responsible for implementing the traffic control plan, including providing the 
required signs.  The community relations staff does not obtain or place traffic control signs.  
They may, however, identify the need for supplemental project signage (e.g., directing patrons 
to businesses during construction) or raise public issues related to traffic to the project team.   
 
King County Department of Transportation (DOT) has a sign shop that can construct and 
install signs as well as provide suggestions and advice on appropriate signage for specific 
applications. The Public Involvement Resource Guide contains contacts for the DOT sign shop 
and examples of different types of signs. 
 
The tools contained in this section are: 

• Project Signs 
• Meeting Announcement Signs 
• Special Purpose Signs 
• Interpretive Signs 



 

  
 

Definition Project signs are placed strategically around a pro
businesses, residents, park/trail users or other inte
that a project is underway.  These signs are used w
in the design or construction phase. The sign need
name of the project, its completion date and a poin
with a phone number. Project signs can range from
laminated poster hung on a construction site fence
supporting, more permanent sign with a box that h
signs are often used for long periods of time and c
to the elements, they should be made of an approp
material.  Generally, local sign requirements diffe
city, so planning for signage should be part of the 
construction job. 

How Project 
Signs Support the 
Project  

A project sign is a good tool to give point of conta
to stakeholders. Installing a sign at a project site in
work alerts the public to the project and can stimu
seek additional information. Use the current King 
and appropriate font size in the design of all signs

When to Use  Use project signs when a project is about to begin
changes or delays, or is underway.  Many local jur
require a project sign as part of the permitting pro
way and permitting staff lead the installation of si
permitting processes, in coordination with the com
relations planners and environmental planners.  En
planning staff are responsible for State Environme
public notice signage.   

When Not to Use  Project signs are not a good tool to use early in the
of a project or before a specific project schedule w
has been determined.  They are also inappropriate
or affected area is not yet identified 

Resources Time:  Varies depending on complexity of the sig
most complicated sign can be completed and insta
of weeks. 

Cost:  Simple signs are very low cost and can be q
produced and laminated using in-house resources.
permanent signs can cost several hundred dollars p
costs. They can be produced and installed by the K
Department of Transportation’s Sign Shop.  

Staff: Staff time is needed to design, produce and
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Definition Meeting announcement
the date and location of
meeting location or at a
discussion.  These are a

How Meeting 
Announcement 
Signs Support the 
Project  

Meeting announcement
attend a meeting.  Thes
event location.  In orde
messages a person rece
meeting announcement
outreach tools to reinfo

When to Use  Use meeting announcem
centralized geographic 
time (e.g., the day befo
signs promptly and be a
are versatile and useful

When Not to Use  Meeting announcement
spread throughout a city
signs.  Do not use sand
a day or two.  More per
in this situation. 

Resources Time:  Meeting announ
set up.  Staff time will b
be affixed to the signs. 

Cost:  Very low cost. 

Staff:  Sandwich signs 
relations staff. 
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 signs are temporary signs that announce 
 a meeting.  They are placed in front of the 
 location near the project area under 
lso known as sandwich signs. 

 signs can serve as a reminder to people to 
e signs can also help direct traffic to the 
r to compete successfully with the many 
ives in a day, it is recommended that 
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rce a project’s key messages. 

ent signs when an audience is located in a 
area.  Place the signs for a short period of 
re or the day of a meeting.)  Remove the 
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 items. 

 signs are not advised when the audience is 
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wich signs if a sign is needed for more than 
manent project signs would be called for 

cement signs can be quickly produced and 
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Definition Special purpose signs meet the spec
located near the site of a constructio
special purpose sign could highlight
open during construction. These sig
weather-resistant material like plasti
the same sign can be used in a varie
businesses. 

How Special 
Purpose Signs 
Support the 
Project  

These types of signs support the pro
effected businesses. They help peop
livelihoods, despite nearby construc
a concrete example of WTD’s effort

When to Use  These signs should be used to help b
geographic vicinity of a project. Spe
on an as needed basis to address con
course of construction. 

When Not to Use  These signs are not used on every pr
call more additional, site-specific ou
generally not appropriate for residen
be used for multi-family or mixed u

Resources Time: They can be produced in less
County Department of Transportatio

Cost: Special purpose signs can be v
produced. 

Staff: Staff may be required to work
determine proper locations to install
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Definition An interpretive sign explains the meaning o
and, as such, contains more information an
project sign. An interpretative sign is often
environmental education effort. 

How Interpretive 
Signs Support the 
Project  

An interpretive sign helps to explain a proj
understand terms and graphics.  It helps to 
awareness and understanding of an environ
as a stream or wetland restoration project, a
to a project area.  Additionally, these signs
management goals by encouraging and pro
understanding of King County objectives. 

When to Use  An interpretive sign may be used if a proje
or if a wastewater project is conducted in c
environmental activity. Because they requi
time and special expertise to design, interp
considered for larger or longer-duration pro
used as one component of permanent facili

When Not to Use  These signs should not be used on every pr
duration construction or routine maintenan

Resources Time:  Interpretive signs require a long tim
lead time) to develop content and graphics.
attractive and complement the site where th

Cost: Interpretive signs can be expensive t
The services of an artist or graphic designe
Production and installation can be accompl
County Department of Transportation’s Sig

Staff: It is advisable to enlist the support o
expertise in the act of interpreting the signi
project, and explaining it in a manner that i
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Online Communications 
 
Online communications offer a far-reaching means of delivering and receiving information 
that is available at any time and location. As households, businesses and libraries increase 
their online capabilities, electronic communications become a more essential public 
involvement tool for reaching various audiences.  
 
Providing staff and resources to keep web sites and electronic communications current is 
important to consider early in a project.  Thought should be given to how information will be 
offered and how often it will be updated. For example, residents will not likely return to a 
web site looking for information on a project if all they see is a link to a PDF version of a 
brochure they have just received in the mail. Rather, they will be looking for current 
information such as a project description, anticipated impacts, contact information, comment 
forms, maps, documents and links to additional information.    
 
Like any large organization, King County has specific policies and procedures for posting 
information on the County or DNRP web site. The web team uses templates and style sheets. 
There are policies for developing content, testing, reviewing and externally linking to other 
sites. The King County Intranet (for internal use) provides information about content 
creation, marketing and working with consultants.   
 
This tool kit for online communications is not complete. Certain emerging and potentially 
useful technologies--such as bulletin boards, moderated lists, discussion groups and the like--
have not been addressed by King County’s Web Services group and are not addressed at this 
time.  As the County and WTD bring new technologies online, these guidelines will be 
updated. 
 
The Public Involvement Resource Guide contains Web publishing definitions, guidelines and 
responsibilities for King County. A users guide for the public involvement module of the 
WTD Project Management and Financial Forecasting Database is also available. The 
Community Relations Database Users Guide – For Windows provides a step-by-step guide to 
getting started with the public involvement module of the database and provides standards for 
inputting data. It is regularly updated and a copy is available in the Public Involvement 
Resource Guide. 
 
The technical library is available in the intranet and has an online catalogue (http://dnr-
web.metrokc.gov). 
 
The tools contained in this section are: 

King County DNRP Website (Internet) • 
• 
• 
• 
• 
• 
• 

Online Surveys 
Online Comment Forms 
Electronic Forums 
Online Libraries 
E-mail Distribution Lists 
WTD Public Involvement Database 
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Definition The prim
content-ri
publicly a
along wit
programs
address is

How the DNRP 
Web Site 
Supports the 
Project  

A web sit
project. T
paragraph
or more w
complexi

The WTD
presence,
resources
webmaste
It is impo
of any pro

Using the
general p
be includ
general p
messages
site is not
or staff m

Updates a
be widesp
distribute
public me
presented

When to Use  Use the In
relations 
County h
post addi
documen

When Not to Use  This tool 
to keepin
Because t
informati
remembe
outreach 
King County DNRP Web Site (Internet)
ary goal for the King County DNRP Web site is to be a 
ch tool that informs and educates the public. It is 
ccessible and contains general information about DNRP 
h specific information about WTD projects and 
 displayed with consistent navigation and messages. The 
 http://dnr.metrokc.gov/wtd/. 

e is used to display information about a program or 
he amount of information posted on a site can be a few 
s, one page, a small site (5-10 pages) or a larger site (10 
eb pages). The size depends on the scope and 

ty of the project.  

 webmaster can help assess what kind of a web 
 if any, is needed for a project and which staff and 
 should be used (internal versus consultants). The 
r can also provide guidance on policies and procedures. 
rtant to involve the webmaster early in the development 
ject that is considering a web presence.  

 web for outreach demonstrates openness to keeping the 
ublic informed and engaged. All project web sites should 
ed under the WTD web site in order to provide the 
ublic with a consistent “look and feel,” navigation and 
 about all King County WTD projects. (A project web 
 independent of the WTD site, such as on a consultant's 
ember's web site).  

nd changes to a web site can be made quickly and will 
read, unlike print, which cannot be corrected once it is 
d. A web site can be creative (i.e.: create a “virtual 
eting” by posting materials and comment forms 
 at a public meeting). 

ternet to supplement a well-thought-out community 
plan. Remember that not all sectors or residents of King 
ave access to computers. Use the Internet as a way to 
tional information about a project, including technical 
ts, urban design drawings and comments.   

will not be effective if staff resources are not dedicated 
g a page or small site updated with new information. 
he Internet is often the first place people go to get 
on, it should not be the last place that project managers 
r to update. It should be included as one part of a mix of 
tools, not relied on as the sole tool.  Do not use the 

II-29 



 

Internet as a project management tool; instead, use it as a public 
information, involvement and outreach tool. 

Resources Time: Staff and review time will be needed in order to design and 
set up the page or site, and to get materials posted accurately and 
quickly.  

Cost: The WTD webmaster charges development time to the 
project.    

Staff: A staff person should be identified who can work with the 
web team to coordinate and support project initiatives.  The WTD 
webmaster should be consulted about content, development and 
posting to the site. 

 

II-30 



 

 
 

Definition An online survey is a web-based response poll
information and feedback about a project or pr

How Online 
Surveys Support 
the Project  

Online surveys can provide convenience to ind
not or cannot attend meetings and wish to prov
provides input from a cross-section of the publ
a mailing list. There is generally a higher respo
surveys than mail-in surveys.  Some tradeoffs 
surveys include results that generally are not st
can easily be skewed (i.e., if one visitor submit
response multiple times). Also, because of the 
Internet, geographic control is not possible.  

 

Online surveys have not been widely used in W
have been used by DNRP and by the County E
good idea to work with the Community Relatio
WTD webmaster early in the process to determ
online surveys and the best technology availab
goals of the project. 

When to Use  Decide early in the process when this technolo
evaluate how and if the survey results will ben
Online surveys tend to receive better results fro
geographic area, rather than smaller areas.   An
be used as a “decision-making” input tool duri
design phases to understand community values
Online surveys can be especially useful in com
survey forms; they give residents the option of
through postal mail, the Internet, fax machine a
The technology can be set up so that responses
online forms can be delivered directly to a proj
mail messages, or placed in a data file for com
and presentation. An online survey can also be
evaluation tool to determine how the public pe
the project, how it was implemented and how c
efforts were received. 

When Not to Use  Don’t be tempted to use technology for techno
Instead, the community relations planner shoul
public involvement elements and information t
intends to get from a survey.  An example of w
online survey would be to take a poll or vote o
no longer in the decision-making phase. This s
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visitor with the impression that their participation will effect a 
change when in actuality the decision(s) have already been made. 

Resources Time: Work with the WTD webmaster to determine appropriate 
lead-time for this undertaking. Surveys need to be developed and 
approved before they are posted online.  

Cost: Costs can vary over time as available technologies improve.  
The WTD webmaster charges development time to the project.  

Staff:  Staff time should be considered, as it can be labor 
intensive to create a survey that achieves its intended the results. 
Work with the WTD webmaster to discuss available technologies 
to reach project goals. 
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Definition Online comments forms are used
feedback from the public. 

How Online 
Comments 
Support the 
Project  

An online comment form encour
issues, write personal opinions a
can be sent anonymously and at 
cannot usually attend meetings m
online comment form. 

When to Use  A form can be as simple and uns
visitor can send or it can be a for
information. Options to join a ma
build outreach efforts.  It is a goo
Web team early in the process to
available that will help reach the

 

Using printed materials and publ
about the online form is an effec
comment forms can be especially
printed forms; they give resident
is available at any time. The tech
responses collected through onlin
to a planner as e-mail messages, 
compilation, analysis and presen
helpful feedback tools, especially
established Web presence.  Use i
gathering input.   

When Not to Use  If you do not have the resources 
comments in a timely manner, th
use. Also, if you are not otherwis
decision, you may not want to us
convey more importance to comm
consider gathering responses thro
instead.   

Resources Time: Time will be required to c
well as provide responses. 

Cost: An e-mail link to receive c
more specific form may entail st
programming time to implement
with the WTD webmaster for spe
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Staff: Staff time and project resources may be needed for this 
technology. Designate staff to receive, collect, log and respond to 
online comments as necessary. 
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Definition An online dialogue or way for people to "
discuss a mutually interesting topic onlin
forms, including newsgroups, mailing lis
"live" chat rooms and online council mee
County).   

How Electronic 
Forums Support 
the Project  

A discussion group can be of great value
glue that holds Web site visitors together
where someone from the project reviews
posted, tend to be most civil; messages ar
clarity, and disparaging remarks can be c
groups connect people to a wide-reaching
Information sharing takes place at any tim
room can feature special guests with who
such as elected officials, division manage

When to Use  At the present time, they should be carefu
techniques can be very useful forums for
a lot of attention to get started and to kee
you cannot moderate a discussion group,
& policies" entry page for new visitors th
activities and subject matter. A chat room
moderator to ensure that discussions stay
disruptive guests are removed. The chat r
announced to occur at specific times, sim
public meeting. 

When Not to Use  Moderating an online discussion requires
effort than an automated, non-moderated
don't like the idea of being censored or co
should note that irrelevant comments wil

Simply posting a message board area wil
group discussion. The site's content will a
success of a discussion group.   

Resources Time: If moderated, a discussion group c
time investment for reading and monitori

Cost: Consult with the WTD webmaster 

Staff: A staff person must have time ded
moderator (i.e., vetting messages, posing
etc.) 
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Definition This is an organized collection of documents
resources posted on a Web site.  The collecti
information about programs or projects. DNR
Document and Research Center. Searches ca
online on the DNRP intranet, which can be f
web.metrokc.gov/dnrlibrary/index.htm. 

How Online 
Libraries Support 
the Project  

These online tools provide a resource where 
organizations can easily locate, review and p
information about a program or project. Plac
online library can save time, paper and posta
can post large technical memos, reports and 
are accessible to interested stakeholders or th
libraries can serve as a project repository wh
be posted and referred to at a later date (e.g.,
summaries, attendance lists, etc.) 

When to Use  Online libraries are useful to post final docum
consultants, engineers and others to downloa
Documents are best posted as Adobe Acroba
that can reduce document size and provide u
across various computer platforms and appli
your online library by making important pub
available at public libraries and for mailing. 
that most public libraries have Internet acces

When Not to Use  Posting a draft version or outdated informati
recommended for technical documents and m
and downloading issues should be kept in mi
people who use telephone modems for conne
Large documents can be time consuming and
download. 

Resources Time: Staff time is needed to convert docum
are easy to download and accessible. 

Cost: Relatively low cost. 

Staff: Staff should be allocated to keep libra
order. 
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Definition This is a tool for reaching out to
public) who have specifically re
of meetings and other project or
It can be considered an online v

How E-mail 
Distribution Lists 
Support the 
Project  

Electronic distribution of inform
and easy way to get information
fact, more and more of the publi
electronically. Messages and att
easily to interested parties.   Req
during public meetings (through
project Web site, survey or requ

When to Use  This is a great tool to get inform
selected audience. Use it as a too
outreach effort.  Managers can c
pieces of information such as pu
project updates sent out on a reg
Project updates are usually more
that point people to a project We

When Not to Use  An e-mail distribution list shoul
outreach tool and should be used
so that all segments of the popul
project information (project mile
etc.)  Issues such as access to tec
requirements should be taken in
growing and availability at libra
and computers reach only a frac
sure a resident has given you pe
list.  Mass-delivered, unsolicited
“spam” and are most unwelcom

Resources Time: Time is required to build
keep it updated every time a new
time for developing messages th
cover the subject matter.  

Cost: Very low cost 

Staff: Staff time is needed to co
addresses in the database. 
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 people (residents, staff, affected 
quested to be updated and notified 
 program information by e-mail.  
ersion of a project mailing list.  

ation is inexpensive and a quick 
 circulated to many people. In 
c prefer to receive information 
ached materials can be forwarded 
uesting addresses can be done 
 a sign-in sheet), or through a 
est forms included in a newsletter. 

ation quickly circulated to a self-
l to support a comprehensive 

raft messages that contain single 
blic meeting reminders or longer 
ular basis (monthly, quarterly).  
 detailed and can contain links 
b site for additional information. 

d not be the primary, stand-alone 
 in conjunction with other efforts 
ation are reached with important 
stones, public meetings, hearings, 
hnology, skill level and computer 

to consideration.  While usage is 
ries is popular, online services 
tion of the total population.  Be 
rmission to be added to an e-mail 
 e-mail messages are considered 

e. 

 an e-mail distribution list and to 
 message is sent. Consider staff 

at are easy to read and concisely 

llect, enter and retrieve e-mail 



 

 
 

Definition The WTD publi
project managem
database is a co
updated, sorted,

How the Database 
Supports the 
Project  

This tool contai
modules are use
of information a
WTD projects.  
project, its sorti
and labels, and 

When to Use  This tool is a sta
public involvem
research tool to 
the surrounding
residents’ conce
The information
customized and
affected interest
and at the concl
accurate inform

 

A users guide fo
Relations Datab
by-step guide to
and provides sta
and a copy is av

When Not to Use  The database sh
information on 

Resources Time: Consider
the system.  Thi

Cost:   The cost
and primarily in
standardized wa

Staff: Administ

 
 

WTD Public Involvement Database
c involvement database is a module of the WTD 
ent and financial forecasting database.  The 

llection of information that can be organized, 
 and searched as needed to support a project.  

ns two modules.  The contacts and activities 
d to assist staff with managing the large amount 
ssociated with the public involvement portions of 
Besides storing information that can be useful to a 
ng capabilities can be used to develop mailing lists 
conduct research on facilities and projects.   

rting point for information needed to support 
ent activities.  This database can be used as a 
gather information about a specific facility and 
 residents.  The database can be used for tracking 
rns about a particular issue, project or facility.  
 in the database can be used to develop 

 targeted communications for stakeholders and 
s.  The database should also be updated during 
usion of a project, in order to maintain current and 
ation. 

r this database is available.  The Community 
ase Users Guide – For Windows provides a step-
 getting started with these modules of the database 
ndards for inputting data.  It is regularly updated 
ailable in the Public Involvement Resource Guide. 

ould not be used alone or as the only source for 
a project or facility.   

 the staff time needed to input and update data in 
s point cannot be overstated. 

s to maintain and use the database are minimal 
clude the staff time needed to enter data in a 
y.   

rative, interns and temporary workers 
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Public Information Distribution 
 
Several different techniques can be used to distribute printed materials to the public.  Selection 
of a distribution method should be based on an understanding of the target audience and how 
the audience wants or needs to receive information (refer the needs assessment and public 
involvement plan in Section 3).  Techniques should be tailored to the type of audience.  For 
example, renters and residents of multi-family dwellings are often effectively reached through 
the door-to-door delivery of fliers.   
 
Tools should also be selected based on the type of project and the outreach area.  Door 
hanging, for instance, is a good method to use along sewer alignments to reach residents who 
will be directly impacted by construction activities.  A combination of techniques should be 
considered for broader coverage. 
 
Strategies for distribution should be developed in conjunction with the project team, 
considering right-of-way, permitting and State Environmental Policy Act (SEPA) 
requirements.  Legal requirements for distribution (e.g., SEPA’s requirements for public 
notification) should be evaluated.  A useful tool to help develop a distribution strategy is the 
WTD community relations database, which can be searched by zip code for existing contacts. 
 
Electronic distribution methods can be found in the online communications group of tools.  
Information on bill stuffers and newspaper inserts can be found in the printed materials group 
of tools. 
 
All printed materials must contain the legally required Americans with Disabilities Act (ADA) 
statement.  Please refer to the King County Office of Civil Rights Enforcement, Checklist for 
Accessible Printed MaterialS for the appropriate statements and font sizes. The statements 
provide information and phone numbers if questions arise regarding special accommodations 
for printed materials and meeting accommodations.  Examples of the ADA notices also can be 
found on the templates provided in the Public Involvement Resource Guide. 
 
The resource guide contains references on how to prepare mailings, lists of vendors, where to 
get plastic bags for door hanging, and related topics. 
 
The tools contained in this section are: 

• Mail Houses 
• U.S. Postal Service Bulk Rates 
• Zip Code and Carrier Route Mailings 
• Mailing Lists 
• Door Hanging 
• Direct Contact 
• Public Libraries 
• Grapevine/Word of Mouth 
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Definition Mail houses provide the suite of services necessary
mass mailings.  These services range from preparin
pieces of mail (including folding, stuffing, addressi
applying postage) to helping compile mailing lists 
and identifying mailing areas.  While the County p
information and materials for a mailing, the mail ho
given the proper direction, can do all the legwork o
and distributing information through the mail. 

 

The staff of a mailing house is knowledgeable abou
regulations on different types of mailings.  Mail ho
automates the process of assembling large mailings

How Mail Houses 
Support the 
Project  

Mail houses support the project by centralizing the
information needed to complete a mailing.  They m
with a numerous sources of address data that apply
mailing.  For example, they can prepare a mailing t
list of carrier routes, a list of property owner addres
generated by the database.  Mail houses provide a w
the projects goals, schedule and other details to a w
targeted population.  

 

Most mail houses also offer software to help identi
specific geographic area. Given a single street addr
programs can generate a list of all addresses encom
a specified radius of that starting point.  This softw
particularly helpful when distributing information t
neighborhoods surrounding a construction site or to
that might be impacted by a street closure. 

When to Use  Mail houses typically handle large distribution area
cost effective and faster to use a mail house when m
carrier routes, using bulk mail or sending to a maili
includes numerous address data sources. 

When Not to Use  Mail houses are less useful for sensitive immediate
affects a small number of people, such as residents
alignment whose electricity will be shut off the nex
small-scale mailings, it may be more cost effective
mailing in-house. 

Resources Time: Depending on the size of the mailing, a mail
need up to two weeks of lead time prior to the mail
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need up to two weeks of lead-time prior to the mailing date.  Staff 
time is needed to prepare the content of the mailing and select the 
data sources for the mailing list. 

Cost: Cost depends on the size of the mailing and type of postage 
used. 

Staff: Several mail houses are under contract with King County. 
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Definition Mail can be sent throug
single-piece or less exp
means that full postage
class letter) – even if yo
Bulk or presorted mail 
prepared for mailing at 
mail discount, mail mu
groupings, bundled and
facilities.  Bulk mail pr
because the sender is, in
would have otherwise b

 

To use bulk mail, you m
WTD maintains both bu
permit numbers are ava
staff.  The USPS has m
legal disclaimer on the 
are also postal requirem
minimum number of ite

 

Any mailing, whether s
rate structure (i.e. First-
etc.). Refer to the USPS
of what type and size o
mailing can be perform
bulk mailing of first-cla
class rate and offers a b
mailing of standard ma

How Bulk Rates 
Support the 
Project  

Selecting the appropria
be balanced against oth
and the timeliness or se
Being aware of and stra
smart choices about how

When to Use  Use bulk mail when sen
through USPS, especial
lead-time has been allo
strongly recommended 
have automated equipm
postal requirements.  T
Third Class) should be 

II-
U.S. Postal Service Bulk Rates
h the U.S. Postal Service (USPS) using 
ensive bulk mailing rates. Single-piece 
 rate must be paid (i.e. $0.37 for a first-
u are mailing a large quantity of items. 

refers to mail that has be specially 
reduced postage rates.  To receive a bulk 
st be presorted by the sender into zip-code 
/or delivered to certain centralized post 
ovides a discount over single-piece mail 
 effect, doing some of the work that 
een done by the Post Office. 

ust have a bulk mail permit and indicia.  
lk mail and business reply permits.  These 

ilable through the community relations 
any requirements for bulk mail as well as a 
timeframe on bulk mail delivery.  There 
ents on the size of the item and the 
ms needed to qualify for bulk rates.   

ingle-piece or bulk, is subject to the USPS 
class Mail, Standard Mail, Parcel Post, 
 website, www.usps.gov, for a discussion 

f mail to send under each rate.  A bulk 
ed for any rate category. For instance, a 
ss mail provides a reduction on the first-
etter guarantee of timeliness than a bulk 
il or parcel post. 

te mail rates allows the cost of a mailing to 
er factors such a schedule, project budget 
nsitivity of the information being mailed.  
tegic about selecting rate options enables 
 to transmit information to a population. 

ding large quantities of information 
ly when cost is a concern and adequate 
wed. Contracting with a mail house is 
if sending bulk mail. These companies 
ent and the expertise to comply with 

he type of permit selected (e.g., First or 
based on the schedule requirements of the 
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project. After verifying the delivery guarantees associated with 
each rate, select one meets that the project’s the legal and 
logistical needs. 

When Not to Use  Do not use bulk mail without doing some initial investigation into 
the preparation and permit requirements.  The regulations of bulk 
mail can be complicated and preparing a bulk mailing is time-
consuming.  Do not embark on an in-house bulk mailing under an 
extremely tight deadline. 

Resources Time: It is faster to use mail houses for bulk mailings.  Staff time 
may be required to investigate mail rate options and select one 
that is appropriate for the project. 

Cost: Bulk mail is less expensive than first class mail, but 
delivery time is longer.  

Staff: Using a mail house can be less expensive because the 
sorting and labeling process is automated. 
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Definition Mail sent thr
recipients in
mailings to i
classification
to mail to lar
code, zip plu

 

Zip code ma
zip. For an e
goes to all ad
A carrier rou
zip code and
mind that all
geographic s
Seattle migh
route in rura

 

Note that the
a way of pre
involves spe
send mail to
without com
Route rates. 

How Zip Code 
and Carrier 
Route Mailings 
Support the 
Project  

Using zip co
materials and
affected by o
route mailing
need to creat
the Eastside 
information 
in the neighb
accurate mai
project align
send project 
radius of the

When to Use  Zip code and
distribution a
well for info
impacts or in
It is more co
Zip Code and Carrier Route Mailings
ough the USPS can be delivered to a group of 
 a specified area.  In addition to personally-addressed 
ndividual recipients, three geographical 
s exist in the USPS structure that allow King County 
ge groups of people in a particular zone or area: zip 
s four and carrier route. 

ilings target all addresses within a specific five-digit 
xtremely targeted mailing, a “zip plus four” mailing 
dresses that share the same zip and four-digit code.  
te mailing targets all addresses that share the same 
 the first two digits of the four-digit code.  Keep in 
 zip codes and carrier routes are not equal in 
pread. A carrier route in a dense urban area like 
t be limited to a handful of blocks while a carrier 
l King County might span many miles. 

 USPS term “Enhanced Carrier Route rates” refers to 
paring a quantity of Standard Mail for bulk mailing. It 
cific requirements for sorting and bundling.  One can 
 a certain carrier route (using single-piece rates) 
plying with the requirements of Enhanced Carrier 
See the U.S. Postal Service rates tool in this group. 

de and carrier route mailings is a way to distribute 
 information to residents of an area that may be 
r have an interest in a project.  Zip code and carrier 
s save time and increase accuracy by eliminating the 
e a mailing list of specific addresses.  For example, 
Interceptor project in Renton needed to disseminate 
about disruptive construction impacts to the residents 
orhood surrounding the project. Although an 
ling list existed for residents directly along the 
ment, the project team used a carrier route mailing to 
information to anyone living within a half-mile 
 project. 

 carrier route mailings are typically used for a large 
rea within geographically specific limits.  They work 

rming residents near a project site about construction 
viting residents in a certain area to attend an event.  
st-effective to use a mail house to do carrier route 
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mailings as most mail houses have software to determine zip and 
carrier routes. 

If a mailing house does not offer this service or if a mailing is 
being prepared in-house, post offices offer resources, including 
zip code maps and books that cross-reference street names and zip 
codes. 

When Not to Use  Zip code and carrier route mailings are not as useful for sensitive 
or personalized information that affects a small number of people.  
Carrier route and zip code mailings come addressed to “resident,” 
and this lack of personal attention may cause recipients to 
disregard the mailing. For very small distribution areas, the time 
necessary to research and coordinate a zip code or carrier route 
mailing might be better spent on door hanging.  See the door 
hanging tool in this group. 

Resources Time: It is faster to use a mail house for zip code and carrier route 
mailings than to prepare them in-house. If the mailing is being 
prepared by WTD staff, time must be spent identifying the 
appropriate postal codes and complying with USPS regulations. 

Cost: Zip code and carrier route costs should be included in mail 
house fees. 

Staff: Several mail houses are under contract with King County. 
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Definition Mailing lists are used as a basis for generating ma
residents and other interested parties for newslette
project information.  They are basic building block
public involvement program and allow the project
many people at one time. 

 

Mailing lists can be created from various sources: 
other King County divisions, cities, component ag
special interest groups and other counties.  The da
be used to generate mailing lists.  Other public inv
activities will help build mailing lists (e.g.,  meetin
sheets, direct contacts and replies to direct mailing

 

These sources can be combined with each other an
and/or carrier route mailings to make a master mai
project.  A mail house can be helpful in integrating
from many different sources. 

How Mailing 
Lists Support the 
Project  

Mailing lists are a good way to communicate infor
select group.  A well-organized, computerized list
administrative tasks related to circulating project i
residents and affected parties. Mailing lists should
telephone numbers and e-mail addresses.  A well-m
database can be invaluable for developing mailing
substantial and effective mailing list can be create
querying the database based on criteria that relates

When to Use  Mailing lists are best used when the goal is to quic
information to a targeted audience.  Check with th
relations staff whether mailing lists for the project
exist.  Mailing lists of previously involved stakeho
for keeping interested parties up to date on project
Mailing lists may be more effective when combine
forms of distribution to reach the target audience. 

 

Remember that keeping mailing lists current and a
dynamic and ongoing process. Always update a m
new information and remove outdated information

When Not to Use  Mailing lists are not as useful for widespread, geo
specific information that would be best communic
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zip code/carrier route mailing or by the media.  Mailings cannot 
replace the face-to-face contact of meetings, workshops, 
community fairs or focus groups. 

Resources Time: It is time-intensive to maintain a solid mailing list, but 
careful maintenance can pay off in reduced numbers of returned 
pieces of mail after each mailing.  

Cost: There is generally no cost associated with obtaining mailing 
lists from government or utility sources. Cost may be involved in 
obtaining mailing lists through commercial companies.  A list can 
be maintained in a spreadsheet or database program like Microsoft 
Excel or Access.    

Staff: Project staff will need to decide what kind of mailing list to 
use, then obtain and maintain it. 
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Definition Door hanging is a distribution method in which 
materials are hand-delivered to the doors of the 
Typically, fliers are placed in plastic bags and h

How Door 
Hanging 
Supports the 
Project  

Door hanging is an effective method to ensure th
people in a defined geographic area receives dis
Door hanging is an excellent way to draw attent
and to target current residents of an area (especi

When to Use  Door hanging should be used when there is an im
a small population to be informed of project acti
common use is to inform residents about constru
that will disrupt their daily routines by generatin
odors, eliminating on-street parking or creating 
Door hanging is also an effective way to reach r
sewer alignment or adjacent to a construction sit

When Not to Use  Do not use door hanging to reach large areas or 
residences (more than 500). Door hanging is bes
less than 200 residences.  Door hanging is not us
commercial areas or businesses. This distributio
slightly more expensive than other methods ($0.
opposed to $0.37 with first class mail); therefore
situations in which the target audience will be se
by the project.  It is not always the most effectiv
people as it is subject to human error – distributo
able to reach all units in an apartment building, m
or might run into dogs or uncooperative resident
evaluate other forms of distribution to reach the 

Resources Time: Minimal staff time is required to prepare 
hanging. Drawing a distribution area on a map i
required. Once the materials are copied, it gener
days for door hanging companies to deliver mat
target property, depending on the size of the dist

Cost: Door hanging is more expensive than dist
by first-class mail at single-piece rates.  Howeve
even bulk mail may prove to be more expensive
hanging for large distributions once staff prep ti
house fees are factored in. Compare prices befor
hanging. 

Staff: Project staff must be involved in drafting 
materials to be distributed.  Staff should conside
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ung on doorknobs.  

at a group of 
tributed materials.  
ion to the project 
ally renters). 

mediate need for 
vities.  The most 
ction activities 
g loud noises and 
traffic detours. 
esidents along a 
e. 

large numbers of 
t used to reach 
ually suitable for 

n technique is 
40 per piece as 
, it is best used in 
verely impacted 
e way to reach 
rs might not be 
ight miss doors 

s.  Be sure to 
target audience. 

to do a door 
s all that is 
ally takes 1-2 
erials to each 
ribution area.   

ributing materials 
r, first-class and 
 than door 
me and/or mail 
e selecting door 

and approving the 
r the format for 



 

the information piece (e.g., size of bag to be used, design elements 
to draw attention to area that is visible in the bag). 
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Definition Direct contact means interacting with the public
doors; communicating by e-mail or telephone; a
community events (refer to public meetings gro
proactive, two-way technique.  In some cases di
required, such as during an emergency response
overflows).  Contacts are typically informal and
with business cards and/or other printed materia

How Direct 
Contact Supports 
the Project  

Direct contact is an excellent way to build work
and for the public to have their concerns person
project staff.  Direct one-on-one contacts allow 
understand an individual’s concerns and to deve
address them away from the spotlight of a publi

When to Use  Direct contact is best used to communicate imm
impacts and to develop resolution strategies. Sta
to research issues and questions and provide res

When Not to Use  It is not a good use of time or budget to employ 
routine information updates and events that are 
Safety is another issue to take into consideration
a private home. 

Resources Time: Direct contact is a time-consuming techn
staff. 

Cost: The primary costs involved are for the sta
time contacting people. 

Staff: Project staff must be knowledgeable and 
communicate well with the public. 
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Definition Public information materials and technical rep
impact statements and other project documen
public libraries for viewing. This can include 
(such as fliers and brochures) or displaying po
include cataloguing technical documents for p
use. 

How Public 
Libraries 
Supports the 
Project  

By sending information to community or bran
can target specific neighborhoods.  The public
opportunity to review documents on evenings
daytime working hours.   

When to Use  Place handouts in local libraries that have bro
and disseminate them to a local jurisdiction.  
documents in reference sections during forma
periods or if a document is of interest to mem

 

Check regulatory requirements to see if the es
information repositories or administrative rec
example, National Environmental Policy Act 
regulations require the establishment of inform
Other locations for information repositories a
(such as King County’s Technical Resource L
University of Washington’s government docu
documents supporting a State Environmental 
Environmental Policy Act environmental doc
referenced in the Environmental Impact State
documents must be publicly available or attac
EIS.  Depending on scope and magnitude of a
repository may be established at one or more 

When Not to Use  For small projects without significant controv
may not be necessary to set up a repository. 

Resources Time: Minimal time commitment is needed to
the documents to be stored at the repository.  
with new materials may be necessary as the p

Cost: Libraries usually do not charge a fee to
documents. 

Staff: Project staff would need to select the d
updates as necessary. 
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Definition Word of mouth is a powerful
and has the appearance of cre
in which citizens talk to each
turn spread information to the

How the 
Grapevine 
Supports the 
Project  

The grapevine supports the p
through the informal convers
Many times, County employe
neighbors regarding the speci
informational conversations c
understanding of an issue, pro

When to Use  The grapevine is something t
credibility all its own and is g
used to correct rumors and to
of communication. 

When Not to Use  Word of mouth is a difficult c
should not be used to explain
explanations by an informed 
of communication happens an
provide as much accurate inf
the grapevine. 

Resources Time: Very little time is invo
grapevine takes place in ever
and co-workers about a proje

Cost: Costs are minimal. 

Staff: Staff time is minimal s
the daily course of conversati
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ations about a project or program.  
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fics of a program or project. These 
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ject or program. 

hat everyone seems to use.  It has a 
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 complement more formal methods 

ommunication method to control.  It 
 complex issues that require detailed 
party or expert.  However, this form 
yway and efforts should be made to 

ormation as possible to circulate on 

lved.  Most of the effort of the 
yday conversations with the public 
ct. 

ince the grapevine is perpetuated in 
ons and project planning. 



 

Media 
 
News media strategies inform targeted audiences about projects and programs through 
newspapers, magazines, radio, television and videos.  The news media provide a means to help 
disseminate information and can be a valuable partner in informing people about a project or 
program.  Effective media strategies deliver a uniform message when planned as part of an 
integrated public involvement program. 
 
Many people rely on the media as their primary source of news and information.  These people 
may be stakeholders who will not attend a public meeting or read a project-specific newsletter.  
Incorporating the news media into the overall public involvement strategy increases the 
chance of reaching these stakeholders and perhaps stimulating them to participate.  
 
Always consider the “Five Ws” of news coverage – who, what, where, when, why and how.  
While there is no reliable definition, an effective news story will have at least a couple of these 
characteristics: 
• It affects large numbers of people. 
• It is important to those people. 
• It will interest or touch the emotions of many people. 
• It is new and fresh, not done or heard of before. 
• It is related to another issue or event that already gets lots of attention. 
 
The key question to ask is: Is this statement, project, event or person of potential interest or 
importance to a significant number of people in WTD’s service area or a portion of the service 
area? 
 
A media strategy should be well thought out for a project.  Within WTD, there is an 
organizational knowledge base of working with the media.  The community relations staff, 
including the WTD media planner, can help bring these resources to the project.   
 
There are many things to consider and a well-defined plan can lead to good headlines versus 
misunderstood information.  People who work in the news media are busy and have little time 
to devote to one particular story.  For instance, a TV crew may have less than an hour to put 
together a story; a radio reporter may have two hours; and a newspaper reporter one day.  The 
media can be a great ally if approached correctly.  
 
News media relations for the King County Wastewater Treatment Division are based on 
honesty, responsiveness and coordination:  
 
• Honesty. Honesty and responsiveness are essential to good news media relations.  We 

must provide complete, accurate and straightforward information as quickly as possible.  
• Response time. Internal meetings and other activities should be interrupted to respond to a 

news media inquiry.  
• Emergencies. When emergencies may affect service, public health or the environment, or 

attract public attention, operating personnel must contact media relations or public affairs 
immediately—following procedures outlined in The WTD Overflow Manual.  
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• Coordination. Whenever a news reporter requests information about WTD, staff members 
must notify media relations promptly.  WTD media relations staff will help ensure that all 
information provided to the news media is accurate, current and complete.  

• Spokespersons. WTD media relations, working with management and the DNRP Public 
Affairs Office, will designate spokespersons.  Depending on the project, program or issue, 
the spokesperson may be the County Executive, DNRP director, WTD manager, other 
appropriate managers, project managers or staff, or a public affairs or WTD media 
relations representative. 

• News release authority. WTD media relations, working as necessary with DNRP public 
affairs, will authorize all news releases or other media contacts initiated by the Division.  
Media relations staff will produce all releases and aid staff in seeking news coverage.  

 
The DNRP Public Affairs Office and WTD media relations staff have developed positive 
relationships with many of the news media.  Media relations staff will respond 24 hours a day 
to help WTD respond to and plan media coverage that will create a positive view of King 
County, DNRP and WTD programs, projects and operations.  Here are five general situations 
when a community relations planner should ask for help: 
 
• There is an emergency and the questions will probably start any minute. Review 

emergency procedures and contact WTD media relations right away.  Media relations staff 
will work with the media and make sure reporters have the facts they need to report on the 
problem completely, accurately and fairly. 

• Someone from the news media wants to interview a community relations planner—or 
has interviewed a planner.  A reporter calls to ask a planner about a project.  If the 
planner is unsure about the information requested – or if the project involves more than 
routine or factual information that can be provided briefly – tell the reporter you will call 
back promptly after checking to be sure the information is complete and current.  Then call 
WTD media relations.  Staff will either advise the planner on responding to the reporter’s 
questions or, if the planner is not the authorized spokesperson, coordinate a response by 
the spokesperson.  If the planner has already responded, media relations should be alerted 
to discuss that contact as well as appropriate follow up. 

• Public—and media—interest in a program or project is anticipated because it is 
important or unusual.  WTD media relations staff will help planners anticipate questions 
that reporters may ask and develop a strategy for responding to the potential media 
attention. 

• There is something for which a planner wants media coverage.  WTD media relations 
staff will prepare and distribute news releases to newspapers, broadcast stations and other 
media.  Staff will also arrange and coordinate news events, interviews, briefings and other 
direct contacts with the news media. 

• The way a policy, activity, project or program has been reported in a news story or 
discussed on an editorial page is of concern.  First consider what the consequences of 
the news coverage or editorial comment might be.  Then contact WTD media relations for 
advice or to share concerns. 

 

II-54 



 

The DNRP Public Affairs Office and WTD media relations staff work together to coordinate 
all news media contact.  Besides the guidelines in this document, please refer to the Public 
Affairs Media Protocol document available with the WTD media planner and in the Public 
Affairs Office for the specific details of news media relations for King County.  
 
All King County printed materials must contain the legally required Americans with 
Disabilities Act (ADA) statement.  Please refer to King County Office of Civil Rights 
Enforcement, Checklist for Accessible Printed MaterialS for the appropriate statements and 
font sizes.  The statements provide information and phone numbers if questions arise about 
special accommodations for printed materials and meeting accommodations.  News releases 
announcing public events must include the meeting accommodations message; releases 
providing public contact information also must provide an alternative TTY number.  Examples 
of the ADA notices also can be found in the Public Involvement Resource Guide. 
 
The tools contained in this section are: 

• News Releases 
• News Conferences 
• Editorial Board Briefings 
• Media Briefings 
• Feature Stories 
• Letters to the Editor 
• TV Programming 
• Call-In Shows 
• Media Kits (Photo and Sound Opportunities) 
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Definition A news release is written to make an announcem
with basic facts the “who, what, where, when, w
topic. It should be kept short and use simple, suc
that includes all the necessary information and t
makes this topic newsworthy. Releases are gene
a targeted media list. All news releases are poste
Web site to provide information to the news med
online users.  

How News 
Releases Support 
the Project  

News releases are helpful in generating interest 
for getting the word out. Key messages and imp
for the project should appear early in the release
relevant contact information and a headline iden
at the top of the release improve its chances of b
media outlet.  Many media outlets get an extraor
new releases per day.  WTD media relations, wo
DNRP Public Affairs Office, can help get a new
by doing some follow-up work with media outle

 

DNRP’s Public Affairs Office and the WTD me
together to coordinate any and all news media co
planner drafts most news releases and edits/revie
before distribution.  Please refer to the Public Af
Protocol document, available with WTD media 
the Public Affairs Office, for the specific details
relations for King County. Key messages in the 
should be tailored to highlight the project and pr
release should be sent to the right news outlets. 

When to Use  There are at least two reasons to use a news rele
involvement – to generate broad interest in your
raise awareness about your project with the publ
the WTD media planner before calling specific r
them on your news release. When appropriate, n
about particular projects or locations may be dis
courtesy to interested elected officials or jurisdic
choose to include the information in their newsl
websites. More information about reporter briefi
in the media briefing tool in this group. 

When Not to Use  Despite all the functions a news release can serv
not going to get you a lot of attention. The avera
reporter and editor simply get too many releases
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only one part of an overall media and communications strategy. 

Resources Time: Depending on the timeframe and preference, news releases 
can be mailed, faxed or e-mailed to the intended media or public – 
all low-cost ways to get the information distributed. 

Cost: Writing and distributing a news release is probably the most 
low-cost and relied upon aspect of a media strategy and provides a 
perspective about the project. 

Staff: Working with WTD media relations staff, a community 
relations planner needs to establish a timeframe for scheduling a 
news release, providing project information to the media planner 
for drafting the release, reviewing the draft release, and 
distributing the release through the DNRP Public Affairs Office. 
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Definition A news conference is an event where mem
gather to hear a newsworthy announcemen
about that announcement. Experts are gen
high-level process questions or explain tec

How News 
Conferences 
Support the 
Project  

Significant planning should be considered
why a news conference is necessary for a 
a successful news conference include a sp
County management or an elected official
materials, optional displays, staff and set u
conferences are helpful in bringing attenti
there is an important and timely announce
broad audience. Work with the WTD med
necessary, the Public Affairs Office to det
conference is a necessary part of a project
important to choose an agency spokespers
media with short, succinct sound bites or t
be easily incorporated into short newscast
spokesperson should be a high profile pers
the event. 

When to Use  News conferences can be an effective tool
information that cannot be easily distribut
reporter briefing and that significantly imp
News conferences work best for the broad
be interesting sound and visual elements.  
event held for the news media -- can be ef
location that is related to the project. 

When Not to Use  Instead of news conferences, consider inv
other related events that have -- or can hav
effective news element.  As a stand-alone,
generally not recommended, especially if 
feedback (redesign, design or construction
a compelling reason, news conferences are
together and it is difficult to get media to a
generally are an independent group of ind
pursue a story independent of each other. 
conference is important; the right day and
difference.  Also considering that “breakin
reporters away from your news conference
encourage reporters to ask their questions 
which is not popular if they want to guard
In addition, reporters don’t have time to at
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that offer little information.  TV reporters especially dislike news 
conferences if the involve only talking heads, as they tend to do. 

Resources Time: Need to have a large enough room to accommodate TV 
crews, radio and the printed media outlets. The location should 
accommodate television and radio that will need to hook up into a 
sound system so that they can record the spokesperson giving the 
presentation and answering questions. 

Cost: There are costs associated with the room rental, logistics 
and media kits. 

Staff: News conferences can be staff-intensive and require staff to 
arrange all the logistics of the event, develop the strategy and 
messages and to serve as the spokesperson and other specialists. 
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Definition Editorial board briefings can b
media strategy. They include a
newspaper’s editorial board on
that has regional significance t
readership/circulation area. Ed
led by the editorial page editor
may include editors and report
newspaper (environment, educ
etc.). Be aware that on many d
and news staff work independe
separately.  Informing or influe
work of the other.  Editorial bo
and attended by WTD media re
Public Affairs Office. 

How Editorial 
Board Briefings 
Support the 
Project  

An editorial board briefing can
newspaper on broad-reaching a
or projects. It is not a “deadline
allows more detailed informati
time for questions and answers
editorial written by a well-info
benefit to the County’s overall

When to Use  Editorial board visits are used v
attended by key, well-known a
media relations staff to determ
your media strategy.  The staff
prepared to answer questions a
program or project, as editors f
newspaper may have different 
readership. Be prepared to disc
of WTD’s constituency. In oth
sides of the issue, program or p
issue shows the County’s know
proves to the newspaper that th
information. Editorial board vi
quality time with a newspaper 
topical issue. Usually, daily ne
however, many weekly papers 
detailed information and will r
Weekly papers can be a critica
communities. 
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When Not to Use  An editorial board briefing should not be used to “sell” an idea to 
a newspaper. It is a venue for raising awareness on topical issues 
by spending time discussing the salient points. It should not be 
used as a means of promotion or advertising, except as a means to 
gain editorial support or understanding. Consultants should not 
conduct editorial board briefings. 

Resources Time: Time is needed to schedule the editorial board visits and 
assemble the agency team and materials. Media kits with detailed 
information should be provided at the briefing. 

Cost: The briefing costs include media kit materials, staff time 
and possible display boards. 

Staff: Staff time is needed to schedule and attend the briefing. It 
is important that the most knowledgeable staff regarding the issue, 
program or project attend the editorial board briefing. It is 
generally good to limit the team attendance to two or three staff. 
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Definition Media briefings are short, informative session
communicate information on the status of a p
projects.  Generally they contain prepared sta
specific topic. They should be held regularly 
throughout a significant project to ensure that
to-speed with new information and aspects of
programs or projects. Check with the WTD m
including information in their everyday oppor
reporters. 

How Media 
Briefings Support 
the Project  

Briefings should be part of on-going media re
only a useful way to keep the news media inf
speed on topical information, but are also a gr
relationships with key reporters, making the c
source of information at the County. Coordin
relations staff to determine if this is a necessa
media strategy. When appropriate, consider ta
on a field trip. That is a great way to provide 
sound (radio) and visual (TV) opportunities to
ongoing briefing effort may be time consumin
relations staff, but can result in a greater over
and communication of an issues, program or 
run. 

When to Use  To communicate ongoing information about a
project that is of interest to a broad audience. 
successful outreach effort is the project to imp
Island Wastewater Treatment Plant. Periodic 
the local island weekly led to positive coverag
was key to raising awareness and informing t
newsworthy issues concerning the plant.  Use
project milestones, but do so sparingly. 

When Not to Use  Coordinate with the WTD media planner to d
appropriate tool for a particular project. 

Resources Time: Reporter briefings can be time consum
audience covers a large area and includes man

Cost: Costs include materials and staff time. 

Staff: Specialized staff are needed to perform
develop needed materials. 
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Definition Feature stories are in-depth stories about a spec
or project and are produced to target a specific 
selected media outlet (TV, radio, print) that wo
story. They create human interest in agency act
employee efforts. Check with the media relatio
that a feature story is an appropriate part of a p
strategy. Often times, County staff will work w
reporter to provide background for a feature sto
media relations staff may choose to provide a w
accompanied by photos or video footage. 

How Feature 
Stories Support 
the Project  

Feature stories can leave a lasting impression o
providing light, human or touching information
heighten the perceived importance of a project.
of some programs or projects that lend themsel
interesting story. Some stories are better told in
and others lend themselves well to radio, provi
that complement key points of the story.  For e
about the value of a stormwater pond as bird ha
audiotape of birds singing in the background co
radio. 

When to Use  Consider using a feature story for major, long-t
projects that would benefit from a large audien
of the complexities involved. The print medium
method for feature stories, available in newspa
with photographs that bring home key points in

When Not to Use  Feature stories compete with shorter news stori
read. They take an investment of time to produ
are not be the most cost-effective means of del
information that could be covered in a media b
release. 

Resources Time: The time is needed to produce and place

Cost: Cost can vary depending on if video foot
sound opportunities accompany the story. 

Staff: Staff time is needed to coordinate the fea
placement with the desired media. 
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Definition Letters to the editor are sent by intereste
topical subjects and are published in the
of a newspaper. They are usually short l
discussion and opinion about a given su
can come out in favor or against certain 
editorial in an earlier issue. They are an 
public discussion on a topic. Letters to t
for clarity and brevity. 

How Letters to 
the Editor 
Support the 
Project  

An individual can write a letter to the ed
of programs or projects that can heighte
understanding of an issue. Sometimes, k
encouraged to express their ideas in a le
intention of raising the public’s awarene
issues.  A letter to the editor can be used
letters, particularly if planned to respond
information. 

When to Use  Letters to the editor can be useful when 
project would benefit from additional pu
clarification.  Letters also can be useful 
inaccurate or incomplete information in
the editors and news articles. Just becau
does not guarantee that it will be publish
provides direction (often available onlin
the editor. 

When Not to Use  Letters to the editor may or may not be p
cannot be relied on to provide the only p
topic or to respond to all inaccurate or n
opinions.  WTD should not respond to e
letter to the editor – and they should not
instead, they should correct and clarify i
statements.  Personal direct contacts wit
editors (through telephone or e-mail) are
the editor when a correction of a news a

Resources Time: Low time commitment to King C
prepares the letters. 

Cost: The cost factor is low. 

Staff: Staff time is low. Individuals writ
background information from County st
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Definition TV programming refers to the development
broadcasting of WTD-specific productions 
for general audience viewing.  TV program
segments of regular programs on local telev
KING TV’s Evening Magazine) and segme
on King County’s cable TV channel, King 
Television (CTV). 

In addition to King County Council meetin
County Executive Ron Sims’ weekly news 
broadcasts special programs that explain Co
programs. One on-going program, Environm
variety of segments exploring the environm
issues and may provide a niche for WTD pr

How TV 
Programming 
Supports the 
Project  

TV programming can be useful in airing a p
a WTD-related topic in greater detail. Gene
piece is produced to run for a specific progr

When to Use  A visual medium can be useful when you n
area with multiple jurisdictions. Often, peop
to watch TV rather the to read the local pap
station programs may be willing to produce
segments tied to public events sponsored by
which WTD is participating.  Internet optio
may target a different viewing audience.  

 

County-produced cable programs are most 
a broader communications effort – at least o
program itself through news releases (to TV
Internet, project newsletters, e-mail distribu
materials.  Segments of County-produced p
formatted for the Internet and as public serv

When Not to Use  It can be difficult to gauge the impact of TV
audience.  Do not expect a program segmen
television station to cover a project comple
timely way.  Most people do not regularly w
access cable channels.  Instead, TV viewers
production quality and regularity of program
television stations and TV networks. 

II-65 
TV Programming
, scheduling and 
on television stations 
ming includes 
ision stations (like 
nts or whole programs 
County Civic 

gs and coverage of 
briefings, CTV 
unty policies and 
ental Focus, airs a 

ent and health-related 
ogramming. 

roduction that covers 
rally, the finished 
am length. 

eed to reach a large 
le will take the time 

er.  Local television 
 and broadcast 
 WTD or to events in 

ns are increasing and 

effective when part of 
ne that promotes the 
 reporters), the 
tion, fliers and other 
rograms can be 
ice announcements. 

 programming on the 
t produced by a local 

tely, accurately or in a 
atch the local public 

 are used to the 
s on the local 



 

Resources Time: Time is needed to explore the options for programming, 
develop a production from concept through completion, schedule 
airtime and coordinate with TV stations. 

Cost: Besides the cost of the production itself, TV programming 
can be very expensive, especially on TV networks and local 
stations. Recent Cable TV options are on the rise and can provide 
inexpensive alternatives. 

Staff: Staff time is needed to explore the varying options for 
programming.  As with all news media contacts, contacts with 
local television stations must be planned and made through the 
WTD media relations staff.  County policies require staff to 
consult with King County’s video production group before 
contracting with outside video consultants. 
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Definition Call-in shows are special, issue-driven television
programs that are designed to allow a wide-spre
ability to ask questions to guests. 

How Call-in 
Shows Support 
the Project 

Local TV and radio stations schedule call-in sho
division representatives may be interviewed.  Ca
can provide opportunities to produce call-in sho
questions and comments through the phone, e-m

When to Use  Call-in shows should be used to facilitate a publ
an issue, program or project with wide implicati
significance. They may provide an up-beat oppo
in dialogue about an issue, program or project w
audience. They allow the listeners or viewers to 
information, react and provide a comment or qu
representatives (or the host) should have an opp
introductory or background information before d
Cable access TV can provide production capabil
produced cable programs are most effective whe
broader communications effort – at least one tha
program itself through news releases (to TV rep
Internet, project newsletters, e-mail distributions
materials. 

When Not to Use  Call-in shows are not appropriate for smaller pro
interest a small audience.  Do not expect call-in 
only positive, productive comments.  Callers as 
especially on local stations, can make critical, “l
and opportunities to respond appropriately may 
existent.  Also, most people do not regularly wa
public access cable channels.  Instead, TV viewe
production quality and regularity of programs on
stations and TV networks. 

Resources Time: Call-in shows require a lot of time from t
show to the production. 

Cost: Call-in shows can vary in cost and are usu

Staff: Call-in shows are staff-intensive efforts.  
station host or paid professional “talent” is need
event.  In addition, County specialists need to be
the myriad questions that can come from large a
with all news media contacts, contacts with loca
radio stations must be planned and made throug
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relations staff.  County policies require staff to consult with King 
County’s video production group before contracting with outside 
consultants. 
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Media Kits (Photo and Sound Opportunities)
 media kit is an organized collection of information and 
aterials intended to explain an issue, program or project to the 
edia. Media kits are a handy way to supply reporters with 
pplemental information for news releases and include 

iographies, backgrounders, fact sheets, graphics, photos and 
equently asked questions (FAQs). If your project is high profile 
d you anticipate TV and radio interest, canned video shorts and 
und opportunities can be provided in the kit. 

edia kits support the project by offering a package of project 
aterial that sends targeted key messages about a program or 

roject. They provide an opportunity to control the messages 
iven to the media in either written or produced form. 

edia kits are best when tailored to an individual event or 
rogram. A media kit can be provided to one local reporter or 
any reporters. Media kits can contain information developed for 

ther audiences such as project printed materials and news 
leases.  Remember that everything in a media kit could be 

ublished or broadcast as presented; accuracy and honesty are 
sential.  Materials may also prompt additional questions from 
porters. 

edia kits are not necessary for all projects. For small, less 
ntroversial projects a news release is usually appropriate.  

emember that the distribution of media kits does not guarantee 
mplete or accurate news coverage. 

ime: Time can vary depending on whether or not new material 
eeds to be developed. Time includes gathering and developing 
formation. 

ost: Costs for sound opportunities and video need to be 
nsidered. Costs for folders and material production. 

taff: As with all news releases, use and production of media kits 
ust be planned and coordinated through the WTD media 
lations staff.  Staff time varies depending on what materials are 

rovided in the media kit. Staff is needed to provide a contact to 
e media. Confer with the WTD media relations staff about an 
signed spokesperson. 
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Advertisements 
 
Advertisements inform a particular audience about King County and its projects and 
programs through placement in newspapers, magazines, radio, television, videos and other 
media. Advertisements are a way to ensure that a key message about a project or program is 
delivered to a mass audience or to a targeted group, such as a local community. 
Advertisements can be used to solicit interest or for event notification. They also can build an 
agency image, promote causes, provide consumer services and create community 
understanding. 
 
Many people rely on mass media as their primary source of news, information and 
entertainment. These people may be stakeholders or the affected public of a project or 
program who will not attend a public meeting or read a project-specific newsletter. 
Advertisements can be a way to reach a larger audience about an event or issue.  
Incorporating media into the overall public involvement strategy increases the chance of 
reaching these people and perhaps stimulating them to participate. 
 
Effective advertising follows a recognized, practical formula called “A.I.D.A.” that first grabs 
the attention of readers and viewers--by quickly highlighting a benefit to the readers/viewers, 
appealing to their self-interest in some way. In print, the headline and artwork can do that 
well. The words "you" and "your" can work wonders. So do commands (and their implied 
"you") and familiar, personal words like Edmonds, Kenmore, Kent, Ballard, "your 
community," "your neighborhood," “your opinions,” and “your concerns.”  
 
An effective ad or commercial must then build on that reader/viewer’s interest -- by 
highlighting something that is new, important, improved, timely -- and needing reader 
involvement or participation. Smaller headlines and some related text work well for that, 
referring to coming events, public open houses, new facilities, new information, answers to 
"your" questions, key dates, environmental impacts and so on. 
 
Then there is the body copy which must create desire. Using short, simple, familiar words 
and sentences, the text needs to talk directly to readers/viewers -- trying to convince them of 
the value of getting involved. At least in ads and commercials, too much information and too 
many words will not motivate readers to act; instead, they're likely to stop reading and 
watching; they’ll turn the page, look at another ad, turn the channel, start thinking about the 
weekend. Some background information may be necessary, but that information must help 
create desire to act; its purpose is not to educate, at least in effective ads and commercials. 
 
And finally, effective ads and commercials must provide a call to action -- telling the readers 
specifically what to do to get the promised benefit: Attend this meeting, call this number, 
write to this address, visit this Web site, don’t put that down your toilet, dispose of household 
waste in this way.  
 
The DNRP Public Affairs Office and WTD media relations staff work together to coordinate 
all news media contact. Please refer to the Public Affairs Media Protocol document available 
with the WTD media planner and in the Public Affairs Office for the specific details of news 
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media relations for King County.  Staff and consultants should coordinate advertising 
planning and contacts with the WTD media planner. 
 
All King County printed materials must contain the legally required Americans with 
Disabilities Act (ADA) statement. Please refer to King County Office of Civil Rights 
Enforcement, Checklist for Accessible Printed MaterialS for the appropriate statements and 
font sizes. The statements provide information and phone numbers if questions arise about 
special accommodations for printed materials and meeting accommodations.  Advertisements 
announcing public events must include the meeting accommodations message; 
advertisements providing public contact information also must provide an alternative TTY 
number. Examples of the ADA notices also can be found on the templates provided in the 
Public Involvement Resource Guide. 
 
The Public Involvement Resource Guide contains samples of advertising materials. 
 
The tools contained in this section are: 

• Paid Advertisements (printed public notification) 
• Transit Advertisements 
• Legal Notices for Public Hearings 
• Radio and TV Commercials 
• Promotional Items 
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Definition 

How Transit 
Advertisements 
Support the 
Project 

When to Use  

When Not to Use

Resources 

 

Paid Advertisements (printed public notification)
Paid advertising is usually a designed ad that states exactly the 
information you want to communicate, such as a meeting 
announcement or explanation of a project. It is placed during the 
time it will make the most impact. Newspapers or magazines can 
usually help to place an ad where it is most likely to get noticed 
by the target audience. 

Unlike news releases, which are not guaranteed to get news 
coverage of a meeting or other announcement, a paid 
advertisement ensures coverage and exposure.  WTD will often 
have a say in where its advertisement is placed. 

Use this tool to publicize a public meeting, target audiences that 
cannot be reached in other ways, or to reinforce other 
communications tools.  Use display ads to comply with regulatory 
requirements for public notification and consider whether 
publication in a large paper of record is required.  A display ad 
can also be placed at the same time as a required legal notice to 
reinforce the information in a more visible place.  For a smaller 
project, a paid ad in a smaller weekly paper can be a low-cost way 
to reach a targeted audience. 

  Do not consider using a paid ad in a large daily paper if you are 
trying to reach a small community or if you have a tight budget. 
Careful evaluation of a paper’s circulation and readership as 
compared with the target audience may determine that a paid ad 
should not be used. 

Time:  Paid advertising can be time consuming to develop and 
costly, depending on the level of detail and size of the ad. Media 
outlets generally work with standard widths to fit into a specific 
column layout. One ad can be designed for placement in various 
newspapers, if necessary, but will need to be sized according to 
width requirements of each outlet. Deadlines for advertising 
should be considered for scheduling purposes, especially in 
weekly or monthly publications where advertising needs to be laid 
out well in advance. 

Cost:  Generally, weekly newspapers are less costly than daily 
newspapers. Remember to consider graphic and staff writer costs. 

Staff:  Staff time is needed to write the copy, design the ad and 
coordinate the placement. 
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Definition Transit advertisements are paid adv
advertisements can raise awareness
concise and pointed key messages 
consideration should be given to en
are an appropriate component of an
plan. 

How Transit 
Advertisements 
Support the 
Project 

Transit advertisements can provide
reinforcement of a specific idea or 
They can be placed either inside or
should be designed to convey one c
words (a tag line) and/or a visual (p
The placement of the advertisemen
(which part of the bus).  Transit ad
complement to an overall promotio
a public involvement plan. 

When to Use  Transit ads should be used to reach
clear and simple message.  Transit 
geographic areas, such as the Easts
King County and Seattle. 

When Not to Use  Transit ads should not be used to co
target small audiences.  Buses are u
cannot be targeted to reach a specif

Resources Time:  Consider the time to design
advertisement placement. Also, Me
list for placing ads.  

Cost:  WTD can receive transit adv
professional graphic design suppor

Staff:  Staff time needed to produc
can be considerable.  King County 
can provide useful advice. 
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ertising on buses.  Transit 
 on a specific issue using short, 
or tag lines. Careful 
sure that transit advertisements 
 overall public involvement 

 an instant, targeted 
a desired change of behavior.  
 outside of the vehicle and 
lear message using either 
hotographs, graphics, etc.).  
t will dictate the audience 
vertisements are a great 
nal or educational campaign in 

 a large audience with one 
ads can be targeted to large 
ide, south King County, north 

nvey complex messages or to 
sed on varying routes and ads 
ic neighborhood. 

, produce and coordinate 
tro Transit often has a waiting 

ertisement discounts, however 
t will be required. 

e and place the advertisements 
Metro’s transit marketing staff 



 

 
 

Definition A legal notice is a
notice column of 
comply with lega
legal notice ensur
difference is that 
certain required la
permitting staff, o
placement of lega
Community relati
notice. 

How Legal 
Notices for Public 
Hearings Support 
the Project 

A legal notice com
usually straightfo
contain the Count
Legal notices are 
newspaper of reco

When to Use  Use the legal noti
affidavit and tear 
WTD records. 

When Not to Use  If a legal notice is
depend on legal n
of legal notices is
notices is low, be
the classifieds, alo

Resources Time:  Most lega
have a template.  
verbiage within a
requirements of d
deadlines for the 
and plan accordin

Cost:  Costs diffe
are generally low

Staff:  The staff t
minimal. 

  
 

Legal Notices for Public Hearings
 paid written notice that is placed in the legal 
the classified ad section of a newspaper to 
l requirements.  Like a paid advertisement, a 
es that exact information gets exposure.  The 
the placement of legal notices is to comply with 
ws or regulations.  In addition, right-of-way and 
r environmental planning staff, are the lead for 
l notices (not community relations staff).  
ons staff may be asked to support placement of a 

plies with regulatory requirements.  It is 
rward and contains only written text.  It may 
y logo, but generally contains no other graphics.  
generally placed in a specific area of a 
rd so people know where to look for them. 

ce to comply with regulatory requirements. An 
sheet are requested from the newspaper for 

 not required, use a display ad instead.  Do not 
otices to reach your target audience.  Placement 
 limited and inflexible.  The visibility of legal 
cause they are normally placed in small text in 
ng with many other notices. 

l notices that meet a specific requirement will 
There are many different requirements for the 
 legal notice.  Formatting notices to meet the 
ifferent outlets can add time.  Be aware of any 
outlets in which the notice is scheduled to run 
gly. 

r depending on the size of the newspaper, but 
 in comparison with paid advertising. 

ime needed to prepare for legal notices is 
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Definition Radio and TV commercials
message and be part of a lar
campaign. The commercial

How Radio and 
TV Commercials 
Support the 
Project 

Radio and TV spots can be 
promotional or educational 
targeted tag line or key mes
needs to be carefully consid
spot. The targeted demogra
to be considered when choo

When to Use  Unlike news releases, in wh
other announcement is not g
coverage and exposure.  It i
to reach a large audience sim
say in when the spot will ai
promotion or education cam
audience with a specific key
to target audiences that can

When Not to Use  Do not use radio and TV ad
small community or is on a

Resources Time:  Radio and TV adver
consuming to develop.  Rad
with standard time slots to f
schedule.  

Cost:  The costs can be con
researched before attemptin
audience reached by time sl
reach different audiences. P

Staff:  It is important that a
professionally produced. Co
production and placement o
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 should consist of one clear, key 
ger promotional or educational 

s should be professionally produced. 

a good complement to an overall 
campaign. The commercial enforces a 
sage. The purpose of the commercial 
ered when producing a radio or TV 
phics of the radio and TV stations need 
sing the station to air the commercial. 

ich news coverage of a meeting or 
uaranteed, a commercial ensures 

s possibly the quickest and surest way 
ultaneously. In addition, WTD has a 

r.  Use this tool with an overall 
paign when reaching out to a large 
 message.  Use broadcast advertising 

not be reached in other ways. 

vertising if a project affects only a 
 tight budget for time and money. 

tising can be costly and time 
io and TV stations generally work 
it into a specific programming 

siderable and should be completely 
g to produce a commercial.  Also, the 
ots varies, and different time slots will 
lan this carefully. 

 radio or TV commercial is 
unty staff time to coordinate the 
f the spots needs to be considered. 



 

 
 

Definition Promotional items carry an agency’s nam
personal way.  Promotional items have a u
high repetitive value.  They have a “gift” 
relatively long life.  There are many prom
for projects.  Items that are produced for K
pencils, cloth bags and temporary tattoos.
promotional items, WTD management an
need to be consulted. 

How Promotional 
Items Support the 
Project 

Promotional items can reinforce a program
be designed to reach specific audiences fo
fairs and festivals.  They can be useful ob
bookmarks, binders, pencils and pens.  Th
interactive games to reinforce change-of-b
Promotional items should convey one clea
words (a tag line or slogan, phone numbe
a visual (photographs, graphics, etc.). 

When to Use  Promotional items are best used as a comp
promotional or education campaign for a 

When Not to Use  Promotional items are not always appropr
critical of government spending on promo
deciding to use a promotional item, consid
the project.  Smaller public involvement e
rarely need the investment of a promotion
about the project.  Promotional items can 
message can be too short and its effective
measure. 

Resources Time:  Many companies carry promotion
relatively easy to order and customize.  T
ensure the items are received before the d

Cost:  Some promotional items may have
costs. 

Staff:  The important investment of staff 
development of the key message.  A mod
time is required to order a promotional ite
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e and message in a 
nique presentation and 

quality and have a 
otional items available 
ing County include 

  Before deciding on 
d DNRP public affairs 

 or project.  They can 
r specific events like 
jects such as bags, 
ey can be educational 
ehavior messages.  
r message using either 

r or Web address) and/or 

lement to an overall 
program or project. 

iate.  The public is often 
tional items.  Before 
er the overall value to 
fforts, for example, 
al item to communicate 
be subject to fads.  The 
ness difficult to 

al items that are 
ime will be needed to 
ate needed. 

 relatively high unit 

time is in the 
erate amount of staff 
m. 



 
 

Public Meetings 
 
Public meeting is an umbrella term for a number of different kinds of meetings, workshops 
and events. Meetings are a face-to-face way to involve or inform those interested in a project 
or program. The format of meetings can be formal, informal, informational, participatory or a 
combination of those. The type of meeting used depends on the public involvement needs of 
the project. Meetings are a good way to exchange information with a wide representation of 
community residents. Meetings should be tailored to the target audience, the corridor or 
neighborhood in which the project takes place, the types of stakeholder or affected public 
and, in some cases, existing legal requirements. 
 
Knowing the purpose and desired outcome of a public meeting will help determine its format. 
If the goal is to obtain input or feedback on a specific issue or project element, one of the 
more interactive types of meetings, like a design charette or a focus group, may be 
appropriate. However, if the goal is simply to share information with the public, an open 
house might be better suited.  It is also important to think about what kind of follow-up action 
will result from the meeting.  Is the comment gathered at a public meeting a legal requirement 
in the decision making? Will the County be required to respond to individual comments? 
Answering these kinds of questions will determine the level of documentation necessary at 
the meeting. 
 
Certain environmental and planning processes (like National Environmental Policy Act and 
State Environmental Policy Act) require formal public hearings facilitated by a hearing 
officer and documented by a court reporter.  In the context of these guidelines, the term 
“public hearing” refers specifically to this type of legally necessary public meeting. However, 
the elements of a public hearing, like employing professional facilitators and note takers, may 
be successfully applied to any kind of gathering or workshop. 
 
If law requires a public hearing, other agencies and entities may be involved in planning and 
executing it.  For example, a public hearing may be required to obtain a permit or approval 
from a local jurisdiction.  The Hearing Examiner meeting is coordinated by WTD’s right-of-
way and permitting staff since it is permit-related.  In that case, the local jurisdiction may be 
responsible for coordinating the meeting, setting the agenda and staffing the event, working 
closely with WTD’s right-of-way and permitting staff.  Community relations planners may 
not need to participate.   
 
In other instances, for example under the National Environmental Policy Act (NEPA), a 
federal agency must take the role of lead agency. The County may be responsible for 
coordinating and staffing a hearing according to NEPA regulations.  WTD’s environmental 
planners can provide guidance in complying with regulations. 
 
A meeting is a way to provide timely opportunities for participation, but a meeting is only as 
effective as its participants. When planning a meeting, be sure to consider who should attend, 
what the barriers to attendance might be (conflicts with other events, lack of interest, lack of 
awareness of the meeting or the project, etc.) and target the meeting planning to overcome 
those barriers. 
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Combining informational materials with meetings is a good way to maximize the 
effectiveness of the meeting. Public meetings, when supported by informational materials, 
such as fliers, fact sheets, newsletters and displays, and media efforts, such as press releases 
and paid advertising, are effective tools to increase project awareness, create relationships 
with stakeholders and affected public and promote exchange of information and ideas.   
 
All public meetings must be held in Americans with Disabilities Act (ADA) accessible sites. 
Additionally, ADA notices must be present on all written material about the public meeting, 
and provide a contact person if special accommodations at the meeting are desired. 
 
The Public Involvement Resource Guide contains meeting accessibility guidelines, checklists, 
sample meeting materials and related items. 
 
Tools contained in this section are organized by public meeting format and include: 

• Open Houses 
• Public Workshops 
• Public Hearings 
• Traveling Exhibits  
• Focus Groups 
• Small Group Discusions 
• Design Charettes 
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Definition Open houses are informal meetings with no forma
presentations. They are ideal for providing inform
receiving input in a casual setting by fostering one
conversation with knowledgeable staff.  An open 
of several stations that provide information on dif
the program or project.  An open house is especia
a project or program has a lot of technical details 
Sometimes it is also necessary to provide basic ba
information on wastewater to allow the public to f
a project or program.   

How Open 
Houses Support 
the Project 

The open house format is most useful in allowing
in at any point during the meeting and learn about
Open houses are ideal if a large number of people
and if the project is controversial.   

They can be as brief as one hour and as long as six
depending if they are offered in combination with
workshop, meeting or hearing. Comment forms sh
at specific stations around the room, depending on
attendance. 

When to Use  Use an open house to provide an opportunity for c
dialogue with project staff, foster one-on-one com
and provide a “face” to the agency that will build 
Often, an open house format is a good way to star
meeting or hearing by allowing the attendees to ge
regarding the project by one-on-one discussions w
knowledgeable staff in a less formal setting 

When Not to Use  When trying to reach a specific neighborhood or c
open house format may not be the best technique 
attendance is not assured. When presenting a deta
that needs dedicated time to explain, a more form
meeting may be best. 

Resources Time:  Notification is an important step and is usu
of a project newsletter, flier, paid advertisement in
newspapers, news release, poster, mailing list or e
addition, time is required to reserve meeting space
meetings materials and displays, and set up, staff 
the event. 

Cost:  The cost is dependent on the price of room
materials used at the open house and for notificati

II-79 
Open Houses

 

l agenda or 
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lly useful when 
to explain.  
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ully understand 

 people to drop 
 the project.  
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 hours, 
 a public 
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 anticipated 

ommunity 
munications 
credibility. 
t off a public 
t up-to-speed 
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ommunity, the 
to use because 
iled proposal 
al public 

ally in the form 
 the local 
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and take down 

 rental, printed 
on of the open 



 

house, staff and displays.  

Staff:  The open house format is staff intensive. Adequate staff is 
needed to ensure that attendees’ questions can be answered. Also, 
remember to provide a sign-in station and ample area for large 
groups to move through the open house. 
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Definition Public workshops are informal, yet structu
in the project or program process to set the
work through key issues.  They usually inv
groups that are encouraged to work togeth
issues.  They can be used mid-process to s
specific aspects of the project, resolve con
consensus. 

How Public 
Workshops 
Support the 
Project 

They can be used to kick off a planning pr
through key issues by allowing the worksh
part of project alternative development, sc
The format allows stakeholders to be part o
interactive venue. 

When to Use  These workshops are most helpful when a 
to work together to be part of a solution. S
work together more intensely. These are he
to gain participants’ interest.  Using a facil
considered. 

When Not to Use  Workshops should not be used after decisi
if the results will not be seriously consider
process. 

Resources Time:  Notification is an important step an
of a project newsletter, flier, paid advertise
newspapers, news release, mailing list or e
audience can be invited by invitation.  

Cost:  The cost is dependent on the price o
materials, notification, staff and displays.  
costs should also be considered.  

Staff:  Preparation and planning are impor
the public workshop format, and staff time
that effort.   It is important to identify the w
information is needed and why, and what w
information once it is collected. Often time
break a larger (20-49 person) group down 
person) groups, in order to maximize the a
person to be involved.  That may require a
manage and facilitate the work of the smal
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Definition Public hearings are formal public gatherings t
federal and/or state regulations, such as Natio
Policy Act, State Environmental Policy Act a
are also required in certain planning processe
gathers formal testimony on an issue or proje
parties. Public hearings are open to anyone an
held in locations that are accessible to individ
and reachable by public transportation. They 
official hearing officer or facilitator to be pres
be asked to sign up in advance to provide com
amount of time allocated per person may be l
time period (e.g., five minutes).  Public hearin
requirements for public notification. See the L
Public Hearings in the advertisements group o

A key feature of a public hearing is that the p
formally recorded, either by a voice or video 
reporter.  At the end of a public involvement 
from all public hearings, as well as written in
form the public record that will guide agency

How Public 
Hearings Support 
the Project 

Public hearings comply with regulatory requi
a forum for receiving public comments on a p
representation of community residents.  They
key decision point and the input they gather i
in many decision-making processes.  While m
less formal opportunities for community inpu
they offer the opportunity for early and contin
a project, public hearings allow the public to 
perspectives.  They are fair in that all speaker
same amount of time and all comments are re
the public record.  These beneficial aspects of
can be applied to more informal meetings and

When to Use  A public hearing should be used when needed
requirements. A hearing is often scheduled du
comment period on a project, allowing enoug
to review a document and prepare comments 
and leaving enough time for follow-up comm
after the hearing.  At the end of this process, a
agency responses are available for review and
public record.  Always plan to listen to citizen
and be prepared to demonstrate how those co
be included in the decision-making or plannin
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g process. 



 

When Not to Use  A public hearing is not the time to bring new information or data 
to the public. A public hearing is not interactive and provides an 
insufficient level of public involvement when held at the end of a 
process. Public hearings are not designed to address or ease 
community doubts/concerns about a project or the agency.  A very 
small percentage of the public attends public hearings, which is 
why other forms of public involvement are suggested unless a 
hearing is required by regulations. 

Resources Staffing the hearing with a sufficient number of knowledgeable 
people is a consideration. Depending on the structure of the 
hearing, or if an open house precedes it, displays, sketch overlays, 
notepads or comments sheets are needed to provide a full 
explanation to community residents. A court reporter must also be 
hired to prepare an official record. 

Time:  Notification is an important step and is usually in the form 
of a project newsletter, flier, paid advertisement in the local 
newspapers, news release, mailing list or e-mail list. 

Cost:  A budget will need to be determined for production of 
public notices of the hearings and placement into general 
circulation newspapers with the time, date, and place of the 
hearing.  Costs include the price of room rental and meeting 
materials and displays. If transcripts are to be provided, then the 
cost of a court reporter must be included in the budget. 

Staff:  There are generally policy and legal requirements for the 
hearing that include notification type and times, the need for 
additional staff, including a hearing examiner or facilitator, and a 
court reporter to provide a complete transcript of the proceedings. 

 
 

II-83 



 

  
 

Definition This is an event used to interest communi
projects or programs. Examples of potenti
County and community fairs, malls or reta
field offices. A traveling exhibit is a displ
theme and key messages about a project o
exhibits are designed with bold graphics o
visual key messages. 

How Traveling 
Exhibits Support 
the Project 

This tool presents information to the publi
participants to view exhibits, ask question
and give comments. It creates interest in a
creative and interactive.  It can keep peop
and up-to-date. 

When to Use  Use this tool to emphasize specifics about
as an informal, short-term event held in a 
many people pass by (shopping mall or st
designed to be independent of staff. Howe
important part of key message delivery an
discussions with the public. 

When Not to Use  Do not use this as a “stand alone” techniq
does not usually represent all interests gro
public consensus on a project. 

Resources Time:  Consider the venue and overall tim
the length of the fair or venue opportunity

Cost:  The tool focuses on visual element
videos, maps or models that can be expen
to produce. 

Staff:  Once prepared, exhibits can be use
locations or situations. Knowledgeable an
be dedicated to staffing exhibits. 
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Definition Focus groups are a tool to help gauge public opin
stages of a project  – usually in the planning and
design phase.  Generally ranging from 6-12 parti
must be carefully assembled to include a represe
the impacted/affected population. A professional
moderator works through a script designed to eli
these reactions are then used to predict communi
develop solutions.  

There are six main elements to conducting a form
developing recruitment screeners, recruiting part
developing a moderator’s script, moderating the 
analyzing the data and writing the focus group re
groups are more formalized and rigorous than ot
meetings.  They often take place in a lab where t
can be viewed through one-way glass and videot
groups require consultant assistance unless staff 
and/or behavioral science backgrounds. 

How a Focus 
Group Supports 
the Project 

Identifying the needs, concerns, values and expe
group participants is especially helpful as a way 
sense of public opinion and reaction to a project.
provide important information that factor into pl
inform the design of a public involvement progra
helpful in developing key messages and media p

When to Use  Focus groups are most helpful during the plannin
project. The main benefit of a focus group is that
hear and react to each other’s comments. This sy
insights that might not arise in a stakeholder inte

When Not to Use  Focus groups are not as useful during implement
construction and operations.  Focus groups shou
considered after key decisions have already been

Resources Time:  After developing a recruitment screener, 
time to recruit participants.  Remember recruitin
to be conducted during evening and weekend ho
confirmation calls should be made the day prior 
group. Besides time for the recruiting phase som
arrange facilities and equipment, staff the event (
tech), analyze the data and write a report. 

Cost:  Focus groups should be professionally mo
a series of focus groups the cost may be high.  H
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firm will include costs such as facility, participant honorariums, 
refreshments and writing a report. 

Staff:  Recruiter(s), moderator, AV tech, data analyst and report 
author are recommended for a successful focus group. 

 
 

II-86 



 

 
 

Definition This is a tool to help gauge pub
program during the planning or
residents of project progress du
small group discussions are giv
an informal setting, and are ask
reactions. Those opinions are u
and to help develop plans and s

How Small Group 
Discussions 
Support the 
Project 

Identifying the needs, concerns
group participants is especially 
sense of public opinion and rea
also help gauge community sati
construction projects and their i
information to factor into plans
into designing and evolving an 
program for the life of the proje

When to Use  Small groups are helpful to pred
a project during the planning or
construction is underway, small
allowing personalized informat
and residents whose lives are m
discussions can take many form
get-together in a private home t
and feels more like a focus grou
discussion is held, the input can
upon the public involvement pl

When Not to Use  Small group discussions should
involvement plan.  Even if the a
they should not be used alone, b
effective informational material

Resources Time:  Each small group meeti
designing the meeting format an
materials. A small group meetin

Cost:  Meeting space, invitation
informational materials need to
budget. 

Staff:  If managed internally, st
prepare for the meetings, includ
outlining information for the sm
also will be needed to compile t
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Definition A design charette is a meeting that is used to
on a project or issue in an interactive, hands
Originally an architectural forum, a design c
stakeholders in developing policies, design c
alternatives.  Charettes are heavily facilitate
used to resolve a problem or issue within a s
asking participants to “roll up their sleeves”
intensely to reach a resolution. 

How Charettes 
Support the 
Project 

A design charette is problem-oriented and p
and enlarges the degree of public involveme
alternative solutions to problems.  Charettes
understanding of the perspectives of interest
be a barometer of the potential for consensu
competing demands. 

When to Use  Charettes are an excellent tool for stimulatin
involvement, generating ideas or solutions to
developing a common understanding of the 
solutions. They can be used to obtain and do
opinion on design or art options. 

When Not to Use  Do not use a charette without the appropriat
resources available. For example, staff for a
treatment plant should include engineers, en
biologists and architects. Charettes should b
decision-making process. 

Resources Time:  Notification is an important step and
of a project newsletter, flier, paid advertisem
newspapers, news release, mailing list and e

Cost:  The cost is dependent on the cost of t
materials, notification of the charette, staff a

Staff:  Preparation and planning are importa
design charette. Staff time must be dedicated
meeting purpose, determine what informatio
and decide what to do with the information o
Often times, it is necessary to break a larger
down into smaller (4-7 person) groups, in or
amount of time each person is involved, and
additional staff.  A charette requires a facilit
as staff who understand the problem, can ex
have worked with applicable policies. 
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Contact Information and Hotlines 
 
Contact information and hotlines provide a means of receiving information from and 
delivering information to the affected public and stakeholders in their homes and offices on 
their own schedules.  These tools are a way to provide basic information about a project.  
They are easy to use for informing a wide range of individuals about a project or planning 
process and for allowing the affected public and stakeholders to ask questions or voice 
opinions. 
 
Broadly publicizing contact information and hotlines is the key to making sure these are 
effective tools for a project.  Hotlines address specific, recurring issues or questions.  Calls 
received on a hotline are an indicator of the opinions within a community, rather than a 
random sample of the public. If a community relations planner receives several questions on a 
certain subject area, he or she can adjust the outreach activities to improve the general 
understanding of those issues. 
 
Human contact, either for a staffed information line or when returning hotline queries, is 
vitally important and should be a staple of public involvement, even when a planner utilizes 
other means of reaching people.   Hotlines are a low-tech, low-cost method of enhancing the 
County’s ability to communicate quickly with the public on a project.  They show a desire to 
communicate with the affected public and stakeholders.  Special training is not involved.  
Any community resident can use the hotline to reach the right staff person for information or 
to answer specific questions. 
 
When a project has the potential for media attention, it is important to alert the WTD media 
planner to insure that this audience will be responded to appropriately and with correct 
messages and information.  Procedures are in place to contact appropriate County staff in the 
event of an emergency.  
 
Contact information (name, address, phone, fax) is always listed on project fliers.  
 
The Public Involvement Resource Guide contains information on how to obtain pagers and 
establish project contact lines. A pager/hotline log template and procedure for pager set up 
are also available. 
 
The tools contained in this section are: 

• Construction Hotlines 
• Central Information Contact (Liaison) 
• Project Information Contact 
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Definition A construction hotline is an establish
number that receives inquiries from 
specific construction project.  It oper
business hours.  Hotlines are general
with a recorded, outgoing message th
incoming message line allows citizen
address, phone number and concern.
will alert a staff person to the messag
respond immediately.   

How 
Construction 
Hotlines Support 
the Project 

Hotlines are an inexpensive and easy
public to ask questions or express co
Logging the information received th
valuable record of events, and tracks
information throughout the life of th
post on all promotional materials the
County representative to respond to 
know when to expect a reply to their
nearing close out, begin to let the pu
will no longer be available.  Provide
number once the hotline is shut off. 

When to Use  Hotlines are particularly useful for c
may generate new community impac
progresses.  Many construction proje
evening work, and hotlines allow cit
obtain information after hours.  Thus
a 24-hour basis.  A well-publicized h
checked and regularly responded to 
citizen concerns and complaints, and

When Not to Use  Hotlines are less useful if they are no
no mechanism in place to respond to

Resources Time:  Hotlines require commitmen
prompt and accurate responses – up 
project.  Staff time must also be com
information, if necessary. The interfa
minimal.  King County has an intern
hotlines and pagers.  The outgoing m
easily and implemented quickly. 

Cost:  Cost to establish and maintain
Using King County resources, the co
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ed, well-publicized telephone 
the general public about a 
ates – at a minimum – during 
ly set up as a voicemail line 
at identifies the project.  An 
s to leave their name, 

  Generally, a pager system 
e and the individual will 

-to-use tool for allowing the 
ncerns about a project.  
rough the hotlines provides a 
 themes and contact 
e project.  It is a good idea to 
 amount of time it will take a 
hotline calls.  This lets callers 
 concerns.  When a project is 
blic know when the hotline 
 a staff contact and phone 

onstruction projects, which 
ts or concerns as work 
cts involve early morning or 

izens to express concerns and 
, many hotlines are staffed on 
otline that is frequently 

is an effective way to track 
 promptly address them. 

t linked to pagers and there is 
 concerns in a timely fashion.   

t to and preparedness for 
to 24/7, if required by the 
mitted to logging 
ce to set up this tool is 
al department that handles 
essage can be developed 

 a pager/hotline is nominal.  
st is less than $15 a month.  



 

Staff:  Hotlines need the support of a community relations 
planner or another contact person familiar with the project and 
able to respond to the public around the clock, if needed.  An 
agreed-upon procedure should be in place that identifies how a 
planner should respond to calls.  Establishing a hotline log should 
also be considered a required part of this tool.  Several staff 
members are normally briefed on the project and hotline 
procedures so a backup staff person is always available. 
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Definition The central
identified a
stakeholder

How a Central 
Information 
Contact Supports 
the Project 

The liaison
affected pu
with the pr
hotline.  Id
flow of info
to queries a
about the p
are handled
necessary. 

When to Use  Using a cen
constructio
should be h
or she can 
how conce
project area
identified n
can provide
the project.
requiremen
person.  Fo
notices, a n
supplied. 

When Not to Use  This tool is
up to recor
compiling 
Do not sele
recorded m
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Resources Time:  The
and accura
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Cost:  Staf
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Central Information Contact (Liaison)
 information contact is a designated person(s) 
s the official liaison(s) for the affected public and 
s of a project. 

 must convey a message of “accessibility” to the 
blic and to stakeholders.  He or she should be familiar 
oject and able deal directly with people who call a 
entifying a central information contact controls the 
rmation by limiting the number of people responding 
nd it assures consistent messages are being delivered 
roject.  A project manager can track how and if queries 
 and responded to properly and make adjustments as 

tral information contact is helpful on large, complex 
n projects where responses to concerns and queries 
andled promptly and with consistent information.  He 

control information flow for a large project and track 
rns are being responded to overall.   Physically large 
s and dense neighborhoods benefit from having an 
umber of people who are familiar with the project and 
 accurate, consistent information throughout the life of 
  To meet Americans with Disabilities Act (ADA) 
ts, this person is to be listed as the general contact 
r alternate formats of information on fliers and meeting 
ame, address, phone, fax and e-mail should be 

 not as effective or helpful if there is not a system set 
d the activities of the liaison (i.e. a log) to make 
and tracking concerns easier for the project manager. 
ct a liaison who does not have time to update the 
essages with the most current information and keep 
ords current. 

 liaison must be committed to and prepared for prompt 
te responses – up to 24/7 if required by the project.  He 
t also be committed to logging information.  

f or consultant time dedicated to when they are actually 
 to a call.  Pagers are relatively low cost.  

unty person or consultant will be listed on fliers. 
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Definition This is the local source of inform
number)  for a project.  A proje
during business hours (with voi
leave a message/opinion about a
person is dedicated to answerin
and for providing and updating 
mechanism for leaving a messa
hours. Unlike a construction ho
project information line is not o

How Information 
Lines Support the 
Project 

This tool conveys a message of 
public and to stakeholders by as
calls as they come in, at least du
voicemail as a back up).  Someo
deal directly with people who c
call is well versed in the specifi
answer follow-up questions.  St
individuals.  The person staffing
familiar with the procedures in 
and know how those calls are h

When to Use  This tool is helpful on complica
It is beneficial when callers can
especially if they are upset abou
reach this person must be includ

When Not to Use  This tool is not helpful when a s
answering calls that come in to 

Resources Time:  Staff only needs to dedi
on the telephone, with some add
documentation and other admin

Cost:  Cost varies, depending o
use.  King County has a success
cost.  

Staff:  King County staff person
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Outreach to Individuals and Groups 
 
Outreach to individuals and groups can target a broad array of groups of interested citizens.  
Outreach efforts can be geared toward groups already in existence, such as neighborhood 
associations, business groups or environmental organizations.  Efforts can also be directed at 
agency-sponsored citizen advisory committees or boards dedicated to a specific issue or program 
area.  Outreach efforts may even be aimed at individual citizens, otherwise unrelated, who have a 
high interest in a project or plan or at other government agencies.   
 
Communicating with stakeholders or individuals is an essential part of a successful public 
involvement strategy.  Community members who participate in special interest groups bring new 
ideas, new points-of-view and a community perspective directly into the decision-making process.  
The tools contained in this section reach out to stakeholders and the general public either through 
educational tools, such as videos and tours, or through tools that take County staff out to community 
functions and meetings.  Another way to encourage community participation is through tools that 
bring stakeholders together in facilitated gatherings to come to a deeper understanding of issues, 
share perspectives, and work towards common ground and consensus about complex issues. 
 
Educational outreach is often needed to build support or understanding for ongoing programs or 
initiatives.  Many of the tools in this section are useful for developing an educational program that 
may be targeted at school-aged children, college students, or a specific neighborhood near a major 
wastewater facility. 
 
There are four constituent groups that require special attention when developing outreach strategies.  
Those groups are: tribes, component agencies (such as local utility districts), government agencies, 
and elected officials.   
 
As with all the tools in Section 5, none of these tools should be relied on solely in a public 
involvement strategy.  When a public involvement strategy includes outreach to stakeholders, and 
incorporates opportunities for two-way exchange of ideas and concerns, it is much more likely to 
lead to a successful project. 
 
The Public Involvement Resource Guide contains examples of outreach tools, how to set up a tour, 
and list of videos. 
 
Tools contained in this section are: 

• Briefings 
• Interviews 
• Advisory Committees and Task Forces 
• Speakers’ Bureaus 
• Tours  
• Videos 
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Definition A briefing is a project or program summary provided to 
or individual who has been identified as being highly aff
the anticipated plan or action.  A briefing provides speci
targeted information.  They are typically delivered by se
project staff, who are able to answer most questions, to t
possible, at the time of the briefing.  Briefings are offere
decision or action points in a program or project. 

How Briefings 
Support the 
Project 

Briefings are useful for ensuring that decision makers, o
leaders or vocal supporters and opponents are given curr
accurate information about the plan or project. They can
build credibility for the project and avoid the build-up of
resentment or even opposition.  The key to successful br
to provide accurate information in a timely manner, and 
time in the briefing for questions and dialogue about the
presented. 

If possible, briefing should leverage the regularly planne
meetings of existing community groups.  For instance, if
neighborhood community council holds its annual meeti
a time that coincides with important project activity or d
points, it is important to take advantage of the timing and
that community council. 

When to Use  Use briefings when a program or project is complicated,
potentially controversial or occurs in a politically sensiti
Briefings are a great tool to use to bring affected interest
political arena up to date on a project or plan, such as wh
project will cross jurisdictional boundaries.  Additionally
consider using briefings as a tool to avoid misperception
misunderstanding of the mission, problems to be solved 
opportunities to be gained. 

When Not to Use  Do not use briefings if knowledgeable and empowered s
available to be present.  Sending a junior staff person ou
incomplete knowledge about the briefing topic is a disse
the target audience and to the junior staff.  Do not use a b
place of a public meeting or other information-sharing to
rather, use it to augment these tools so as to get more spe
information out to those who are highly interested or hig
affected. 

Resources Time:  Advance time may be needed to reserve space on
group’s meeting agenda – up to four to six weeks in adv
some groups or political bodies, such as city councils, et
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Additionally, time must be spent preparing briefing materials, 
including presentation materials, handouts, etc. 

Cost:  Briefings are a low-cost method of reaching out to key 
stakeholders or highly affected publics.  The cost of presentation 
materials such as mounted display boards or renderings should be 
factored into a budget. 

Staff:  Senior project or program staff must be made available to 
offer technical information at briefings.  Additionally, staff must 
be available to prepare briefing materials. 
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Definition Interviews are one-on-one meetings with stakeholders 
stakeholders to gain information on public concerns an
perspectives for developing or refining public involvem
consensus-building programs.  Typically, a standard lis
ended (versus yes-or-no) questions is developed in adv
Interviews differ from casual, information-gathering 
conversations with stakeholders in that the discussion i
and the questions are standardized from person to perso
content of an interview is always recorded and may be
to interested members of a project team.   

How Interviews 
Support the 
Project 

Interviews can provide the opportunity to get an unders
public concerns and issues.  They can also provide the 
to learn how best to communicate with the public.  Inte
also be used to evaluate potential citizen  members of a
board or to identify potential supporters or opponents. 

Interview summaries are kept as part of the record of p
involvement on a project.  If an interview participant w
his or her comments kept confidential, remarks can be 
but not attributed to the individual. Check first with Ki
County’s legal department on all questions of confiden

When to Use  Use interviews when it is suspected there will be issues
concerns about a project or program that should be add
through the public involvement program.  Interviews s
considered for longer duration projects, potentially con
or complex projects or programs, or when significant i
the decision-making process is needed.  In some cases,
might hire a consultant to get an independent view of a
If the objective is exploratory, to get to know the issue
community, the County staff should take the lead. 

When Not to Use  Do not use interviews as a way to “convince” a stakeho
member of the public that a plan or program is accepta
unchangeable.  Interviews should only be used as a too
gaining information. 

Resources Time:  Allow enough time to align with targeted intere
schedules.  That time may be outside of regular workin
the evenings or on weekends.  

Cost:  Interviews are relatively cost-free except for sta
unless a neutral party is hired to conduct the interviews

Staff:  Staff used to conduct the interviews must have 
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schedules in order to accommodate interviewees’ schedules.  
Also, staff members with good interpersonal skills must be 
selected as interviewers. 
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Definition An advisory
assembled t
Typically, a
interested o
public.  Eve
committees
Members o
communica
their interes
advisory co
goals and o
its overall e

Advisory co
commitmen
documented
decision the
consensus o
interests of 
than simply
gives credib
staff memb
committee,
responding 

A task force
specific.  T
provide info
action.  A te
a communi
them to val

How Advisory 
Committees and 
Task Forces 
Support the 
Project 

An advisory
for project i
perspective
be invaluab

When to Use  Consider us
project or p
when inter-
arise (i.e. en
However, a
even if they
committee’
Advisory Committees and Task Forces

 

 committee is a group of representative stakeholders 
o provide public input to the planning process.  
dvisory committee membership is drawn from highly 
r impacted stakeholders or members of the general 
ry effort should be made to include on advisory 
 “key influentials” that represent diverse perspectives.  
f an advisory committee should be committed to 
ting with their constituencies, so as to ably represent 
ts and to disseminate the work of the committee.  An 
mmittee must have a clear work plan, including clear 
bjectives, and an evaluation mechanism to determine 
ffectiveness.   

mmittee members must be clear about their roles, 
t they are making, and how their input will be 
 and used.  They must also understand whether the 
y are trying to reach must be brought about by 
r majority.  Select members who will represent the 
a variety of agencies, organizations and groups rather 
 their individual points of view.  This kind of diversity 
ility to the decisions reached by the committee.  A 

er (or team of staff) is assigned to support an advisory 
 providing information and administrative support, and 
to committee member requests. 

 is also formed to provide input, but the goal is more 
ask forces are formed to develop a specific product, 
rmation to project staff or recommend a course of 
chnical review or peer review group is not considered 

ty relations tool.  Technical and scientific staff may use 
idate findings or conclusions.   

 committee or task force can provide detailed analyses 
ssues.  Participants can gain an understanding of other 
s, leading towards compromise or consensus.  This can 
le in building community consent for a plan or project. 

ing an advisory committee or task force when the 
lan has the potential to be complex or controversial, or 
jurisdictional or interdisciplinary issues are likely to 
vironmental concerns, political concerns, etc.)  

n advisory committee may not achieve consensus, and 
 do, the general public may not embrace the 
s recommendations.  Consult with senior WTD 
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management before convening an advisory committee or task 
force. 

When Not to Use  Do not consider using an advisory committee or task force if there 
is not dedicated staff and staff time available to support the 
committee.  An advisory committee is not recommended for 
projects that are short in duration or simple in scope.  Do not use 
an advisory committee as a “rubber stamp” group in order to 
demonstrate community acceptance of a project or plan.  Do not 
use an advisory committee as the only public participation tool.  
Do not consider convening an advisory committee or task force 
without consulting with senior WTD management. 

Resources Time:  Advisory committees and task forces require considerable 
time for preparation and distribution of informational materials, 
agenda development, meeting design, and meeting support.  
Additionally, time is required to respond to committee members’ 
calls and queries regarding the subject matter, as well as to 
provide additional technical resources to the committee, as 
needed.   

Cost:  Consider cost if third party facilitation and/or support is 
used.  

Staff:  Advisory committees are very staff-intensive.  A staff 
member (or team) must be designated and time must be dedicated 
to support the committee.  Additional staff time may be required 
to present technical information as requested by committee 
members to support their processes.  In most cases a professional 
facilitator may be needed. 
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Definition Speakers’ bureaus are groups of trained re
speak about a process or program.  They a
for community members or organizations
information to their groups or members.  
with public and private organizations and
project, program or planning activity.  Me
bureau provide information about plannin
listen to people’s concerns, answer questi
participation and input from the public.  S
educational (providing current informatio
plans) or they can be issues-oriented (elic
impending decisions).  A speakers’ burea
service.  Once speakers are selected and t
to respond to requests by community grou
presentations.  Speakers can be communit
agency staff. 

WTD maintains a staff-supported speaker
advertises the availability of speakers thro
DNRP publications.  This speakers’ burea
most requests for specific topics within W
programs and long-term projects can form
speakers’ bureau.   

How a Speakers’ 
Bureau Supports 
the Project 

Speakers can be organized to address civi
professional organizations, neighborhood
groups.  They can broaden the range of a 
effort, and be used to reach people where 
also be an effective tool to help communi
deeper understanding of the WTD and ho
the need for programs and planning proce
bureau can stretch a limited outreach budg
volunteers are used as speakers. 

When to Use  A speakers’ bureau is an effective tool to 
audience about WTD, a program or a long
WTD maintains a speakers’ bureau progra
community relations group.   

When Not to Use  A speakers’ bureau is not recommended f
short duration or small in scope and /or bu

Resources Time:  Speakers must be trained and have
presentations prior to the announcement o
availability.  Key messages and consisten
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provided to all trained speakers.  The availability of the speakers’ 
bureau must be promoted to the targeted audience.   

Cost:  Speakers’ bureaus can be a low-cost enhancement to public 
involvement and communications programs.  There is little fixed 
cost, other than the cost of providing the speakers with handouts 
to augment the presentation.  At times, an overhead or slide 
presentation may be developed as an aid to support the presenter.  
Cost can be reduced by using presentation materials already 
developed for public meetings. 

Staff:  Speakers’ bureaus can be labor-intensive.  Many requests 
for speakers require speakers to be available in the evenings, early 
mornings (for breakfast meetings) or at lunchtime.  To make a 
speakers’ bureau effective, one staff member should be the 
designated central contact and should arrange all presentations.  
More than one presenter should be trained and available to deliver 
presentations. 
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Definition A tour involves escorting a group of citizens or students throu
facility or project site, and providing an explanation of the fac
or project’s purpose and operations in layman’s terms.   

How Tours 
Support the 
Project 

Major facilities (i.e. treatment plants) can be a mystery to the 
general public.  A facility tour can help reduce the unknown a
deepen the public’s understanding of how the facility works, w
it is needed, and how citizens can hurt or help a facility (i.e., 
learning what should and shouldn’t be flushed down a toilet o
sent through a garbage disposal).  A project tour (boat tour or 
windshield tour) can help people understand the scope of a 
project, why it is needed and how they might be impacted by 
work.  Tours are a good opportunity for educating the media a
gaining their help in promoting a facility or a project. 

When to Use  Facility tours can be made available on a regularly scheduled 
basis for the general public.  They can be promoted to schools
an educational opportunity.  They can also be offered, on an 
invitational basis, to a group of stakeholders who may have a 
particular interest in a project or plan that involves, affects or 
affected by the facility or project to be toured.   

When Not to Use  Do not use tours when you cannot safely move people through
area or when there are many hazards present.  Do not try to ta
larger group on a tour, unless several tour guides can break th
group into smaller groups. 

Resources Time:  A reservation system must be established, with a 
minimum number of day’s notice given to the facility staff pri
to a tour.  A script should be developed so that groups receive
consistent messages and explanations.  Tours should generally
last longer than an hour.  A brief discussion should precede an
tour to inform people about what they will see. 

Cost:  Tours are a low-cost public involvement tool.  Costs to
prepare for tours may include purchase of hard hats, safety gla
and ear protection, if required by the facility conditions. 

Staff:  Tours require trained staff to accompany the tour, prov
the narration, and answer questions.  A good planning princip
to have at least one staff familiar with the tour area for every 
twelve people.  Extra staff may be required in high-risk areas.
Check with the tour staff in community relations and the safet
office before touring people through a facility or project site. 
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Definition A video is typically a professionally scripted, recorded and e
film that describes a project or program using narration and v
effects.   

How Tool 
Supports the 
Project 

Videos can be an effective tool to bring a project home to a w
audience.  They can convey messages or technical informatio
a visually attractive and appealing manner. 

When to Use  Consider producing a video for a major project, an ongoing 
program or a complex plan.  Key questions to answer in anal
whether or not a video makes sense as a tool include: How m
people will see the video?  How will the video be promoted?
What is the goal of the video?  Several videos are already 
available for use to promote WTD topics, including an overv
of WTD, the south and west treatment plants and environme
topics.  These can be used to augment a public outreach prog
and to help build a fundamental understanding of the work o
WTD.  Professionally produced videos can be loaned to educ
and other groups to extend the effectiveness of an outreach 
program or to support educational activities. 

When Not to Use  Video production is not recommended for short duration pro
or programs, or projects with small audiences.   

Resources Time:  Video production can take months to complete.  On-s
filming, interviews, scripting, editing and narration take time
video should be produced early in a project or program and s
be scripted in such a way that it lasts (remains topical and tim
throughout the life of the project or plan. 

Cost:  Costs are high to produce a video professionally.  A 
professional contract is usually required to hire a production 
company to produce the video. 

Staff:  Videos are staff intensive, as staff input is required fo
components of the film mentioned above 
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Evaluation Tools 
 
Evaluation of public involvement programs and activities is essential. Just as it would be 
irresponsible to build and maintain a pumping station without regularly evaluating its performance, 
so too must public involvement programs be evaluated.   
 
It is not uncommon for public involvement needs to change over the life of a project.  Assessing the 
effectiveness of a program allows adjustments to be made, and helps to ensure that opportunities for 
critical feedback or dissemination of important information are not missed. 
 
It is important to define the purpose of an evaluation and the audience for the information gathered. 
Will the audience be external, such as King County Council or ratepayers? Or will the audience be 
internal, with the results used by WTD staff to adjust program activities?  
 
Some evaluation efforts are a numbers game. The focus is on collecting data on the number of 
people attending a meeting, the number of comments received, the number of staff hours spent on a 
given activity. In contrast, outcome-based evaluations are a systematic way to assess the extent to 
which a program has achieved its intended results. Outcome-based evaluations provide 
accountability and improve program quality.  
 
Section 5 of the guidelines describes how to plan and conduct evaluations. Ongoing WTD 
evaluation efforts, such as the annual water quality survey and the Productivity Initiative are also 
described in that section.   
 
In this section, tools for evaluating public involvement programs and activities are described.  
 
The tools contained in this section are:  
• Statistically Valid Surveys 
• Informal Surveys/Questionnaires 
• Data Tracking and Reporting 
• Case Studies or Lessons Learned Evaluations 
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Definition Statistically valid surveys, such
standardized written  instrume
about an issue to be evaluated.
design the surveying strategy a
the data collected is statisticall
administered by mail, in perso
of people is considered represe

How Surveys 
Support the 
Project 

Statistically valid surveys can 
about a project or proposed pro
develop an understanding of co
preferences.  They can test a p
the plan is fully developed.  If 
are changing over time. 

When to Use  WTD often uses statistically va
regional audiences.  Surveys a
understanding or awareness of
large amounts of data in a cons

When Not to Use  Do not use surveys to replace o
regarding plans, programs or p
in combination with other outr
opinions.   

Resources Time:  Development time can 
measurable and accurate quest

Cost:  Statistically valid surve
Generally, a survey firm is reta
conduct the survey, collect the
the data. However, surveys are
large number of people. 

Staff:  If a survey firm is retain
important at the front end of th
helping the survey firm determ
specific questions to be asked.
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n or by phone.  The limited sample 
ntative of a larger group. 

present a snapshot of public opinion 
gram.  They can help WTD 
mmunity perceptions and 

lan or just an element of it before 
repeated, they can test if opinions 

lid surveys to reach broad, 
re useful for testing the level of 
 particular issues. They produce 
istent form. 

pen dialogue with stakeholders 
rojects.  Instead, use survey results 
each tools to help determine public 

be significant to construct specific, 
ions.   

ys can be complex and expensive.  
ined to construct the instrument, 

 data and analyze and summarize 
 a cost-effective way to reach a 
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Definition Informal surv
instruments th
evaluated. Th
data. Instead,
to gather qual
generate anec
tend to bring 
those who are
the populatio

How Informal 
Surveys/Questionnaires 
Support the Project 

While inform
statistically v
recurring issu
feedback from
adjustments t

When to Use  Use informal
reach people 
Use them to e
public meetin
opportunity to
(for example,
be delivered b
to residents b

When Not to Use  Do not rely o
statistically v
trends.  They
responses pri
or questionna
– not a dialog

Resources Time:  Samp
develop the s

Cost:  Inform

Staff:  Inform
WTD staff or
compile the r

 

Informal Surveys/Questionnaires
eys and questionnaires are standardized written 
at contain several questions about an issue to be 

ey are not designed to produce statistically valid 
 they are simple tools used to obtain feedback and 
itative information.  They are easy to create and 
dotal or subjective responses.  Informal surveys 
responses from a self-selected group of people – 
 more personally interested in specific issues than 

n at large.   

al surveys or questionnaires do not provide 
alid information, they can identify specific, 
es or questions.  They can help get targeted 
 participants, which allows improvements or 

o an activity to be made before it is used again. 

 surveys or questionnaires for small projects or to 
who live along a sewer alignment or near a facility.  
valuate public outreach activities, such as tours, 
gs or presentations. Use them to give residents an 
 comment on service delivery by WTD personnel 

 response to complaints or emergencies). They can 
y mail, passed out at a meeting or event, or handed 

y WTD field staff. 

n informal surveys or questionnaires for 
alid information.  They are inadequate for assessing 
 tend to have a low response rate and may generate 
marily from people with strong opinions.  Surveys 
ires are not interactive, and they only produce data 
ue between WTD and the public. 

le surveys are available, so little time is required to 
urvey or questionnaire.   

al surveys are inexpensive.   

al surveys and questionnaires can be developed by 
 by survey firms. Staff time is also required to 
esults. 
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Definition Data tracking is gatherin
such as the number of pe
number of events held, o
Data tracking does not m
people’s behavior or leve
program. 

How Data 
Tracking and 
Reporting 
Support the 
Project 

For a public involvemen
indication of the number
Data tracking can help a 
and breadth of stakehold
collected over time, eval
in reports to managemen
Reporting can demonstra
program or plan. For exa
annual reports on the imp
Services Plan (RWSP) fo

When to Use  Use data tracking whene
attendance. Data tracking
life span, when enough d
to evaluate trends. In WT
for the treatment plant to
The WTD public involve
number of participants in

When Not to Use  Do not rely on data track
to evaluate the effectiven
evaluate outcomes (e.g., 
knowledge, or skills) tha

Resources This tool requires little in
Simple spreadsheets or lo
entered in the WTD publ

Time:  Minimal lead-tim

Cost:  Data collection is 

Staff:  Minimal staff tim
analyzing data on a perio
depending on the comple
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g information about a project or program, 
ople participating in an event, the 
r the number of comments received.  
easure outcomes, such as changes in 
l of knowledge resulting from a 

t program, data tracking can provide an 
 of people that a program is reaching. 
project manager understand the depth 
er response to a project. Data can be 
uated to identify trends, and summarized 
t, County Council or stakeholders.  
te progress towards completion of a 
mple, WTD prepares semi-annual and 
lementation of the Regional Wastewater 
r County Council. 

ver a public event is held to track 
 is also useful for programs with a long 
ata can be collected over time and used 
D, data tracking is particularly helpful 
ur program, and to track odor complaints. 
ment database is set up to track the 
 various public involvement activities. 

ing alone to identify trends or patterns or 
ess of programs.  Use other tools to 
changes in people’s behavior, 
t result from the actions of staff. 

 the way of resources except staff time. 
gs can be use to collect data, or it can be 
ic involvement database. 

e is involved to start collecting data. 

a low-cost activity. 

e is required to enter data. Compiling and 
dic basis may require several days, 
xity of the data being collected. 
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Definition 

How Lesson 
Learned 
Evaluations 
Support the 
Project 

When to Use  

When Not to Use  

Resources 

 

Case Studies or Lessons Learned Evaluations
A case study, or lessons learned evaluation, is a comprehensive 
review of a project or program by a multi-disciplinary team. The 
evaluation is often conducted at the end of a project, and includes 
all project phases and activities. Participants provide first-hand 
observations of interactions and events, including both descriptive 
and evaluative information. 

Lessons learned evaluations review the effectiveness of activities 
and the way groups interface each other. They highlight what 
worked well, what needs improvement, process inefficiencies, and 
potential corrective actions. They can also be used to identify 
unresolved or open issues that require follow-up action. 

WTD’s construction management staff currently conducts a 
lessons learned evaluation at the conclusion of a construction 
project.  They include both in-house and project consultants 
representing a full range of disciplines. Lessons learned 
evaluations could also be conducted at the conclusion of a major 
program, and could involve a subset of the project team.  
Participants are asked to apply professional judgment and share 
observations, and descriptive information that can be applied to 
future projects is gathered.  Process efficiencies and 
recommended corrective actions are identified. Results of the 
evaluations are disseminated to coworkers who will be involved 
in similar projects in the future.   

Do not conduct them in the early stages of a project. Use other 
techniques, such as interviews, to gather sensitive information. Do 
not use this technique to gather statistically valid data. 

The only resource required is staff time. 

Time:  A lessons learned evaluation usually occurs in a two to 
four hour meeting. 

Cost:  The only cost is associated with staff time.  

Staff:  A large number of staff and consultants are typically 
involved for a short period of time. A staff person is also needed 
to prepare a summary and disseminate results. 

II-109 



 

II-110 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

This page intentionally left blank. 


	Part II. PI Tool Kit
	Table of Contents
	Introduction
	Printed Materials
	Key Messages
	Fact Sheets
	Newsletters
	Fliers
	Postcards
	Construction Notices and Updates
	Brochures
	Issue Papers/Technical Memos/Technical Reports
	Project Displays
	Project Posters
	Comment Forms
	Newspaper Inserts
	Bill Stuffers

	Signs
	Project Signs
	Meeting Announcement Signs
	Special Purpose Signs
	Interpretive Signs

	Online Communications
	King County DNRP Web Site (Internet)
	Online Surveys
	Online Comment Forms
	Electronic Forums
	Online Libraries
	E-mail Distribution Lists
	WTD Public Involvement Database

	Public Information Distribution
	Mail Houses
	U.S. Postal Service Bulk Rates
	Zip Code and Carrier Route Mailings
	Mailing Lists
	Door Hanging
	Direct Contact
	Public Libraries
	Grapevine/Word of Mouth

	Media
	News Releases
	News Conferences
	Editorial Board Briefings
	Media Briefings
	Feature Stories
	Letters to the Editor
	TV Programming
	Call-In Shows
	Media Kits (Photo and Sound Opportunities)

	Advertisements
	Paid Advertisements (printed public notification)
	Transit Advertisements
	Legal Notices for Public Hearings
	Radio and TV Commercials
	Promotional Items

	Public Meetings
	Open Houses
	Public Workshops
	Public Hearings
	Traveling Exhibits
	Focus Groups
	Small Group Discussions
	Design Charettes

	Contact Information and Hotlines
	Construction Hotlines
	Central Information Contact (Liaison)
	Project Information Line

	Outreach to Individuals and Groups
	Briefings
	Interviews
	Advisory Committees and Task Forces
	Speakers’ Bureaus
	Tours
	Videos

	Evaluation Tools
	Statistically Valid Surveys
	Informal Surveys/Questionnaires
	Data Tracking and Reporting
	Case Studies or Lessons Learned Evaluations



