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Executive Summary 
 

Invasive Species are one of the greatest threats to Montana’s biodiversity, cited as second only to habitat 
destruction as a result of development. The prevention of aquatic invasive species (AIS) introductions and spread 
provide significant benefits to the environment, state and local economies, and industries dependent on water such 
as hydropower generation and irrigation. The natural resource benefits that can be attained as a result of AIS 
prevention in the Upper Columbia Basin are significant. The Columbia River Basin covers nearly 260,000 square 
miles. It includes the headwaters portion or ‘Upper Columbia,’ of interest here, which consists of western Montana 
and southeastern British Columbia. These headwaters flow downstream into the states of Idaho, Washington and 
Oregon. The Columbia River pours more water into the Pacific Ocean than any other river in North or South 
America; many states, communities, economies and industries rely on the river for benefits such as low cost and 
reliable hydroelectricity, flood control, irrigation, navigation, recreation and fisheries. All these benefits are at risk 
due to the threat of AIS.  
 
The Upper Columbia Conservation Commission (UC3) is in a unique position to not only augment existing AIS 
prevention efforts in the state, but also to assist in the protection of all the bountiful downstream benefits. In order 
to prevent the significant damages that AIS bring to Montana’s biodiversity, ecology, habitat, economies and way of 
life, management agencies, stakeholders and citizens must work together to prevent the introduction and spread of 
AIS into Montana’s waterways. 
 
This 3 year Education and Outreach Plan describes how the UC3 will prioritize and organize its education and 
outreach activities in the Upper Columbia Basin from 2020 to 2023 . The plan describes the approach, objectives, 
strategies, collaborating partners and implementation tactics that will be used to support the Upper Columbia River 
Basin’s prevention and management efforts of aquatic invasive species (AIS). Each of these components are situated 
in this document to provide an organized, comprehensive, and multi-dimensional partnership embodying a shared 
goal of managing Upper Columbia waterways for AIS. Its logo, tagline, and general communications style is designed 
to be regional but inclusive, positive, and representative of a diverse stakeholder base. Rather than negative and 
alarmist messaging, the UC3 will use encouraging, optimistic, and constructive language to engage and influence 
stakeholders in affirmative activities and discussions. 

 
Top of page photos from left to right:  
Common Carp. MT Fish, Wildlife & Parks Field Guide. (fieldguide.mt.gov); Fox, Allison. Eurasian Water Milfoil. 
University of Florida. (Bugwood.org); Westbrooks, Randy. Zebra Mussels. Invasive Plant Control, Inc. (Bugwood.org) 
Flowering Rush. Shutterstock; Ottens, Russ. American Bullfrog. University of Georgia. (Bugwood.org) 



 
 
 

EDUCATION, OUTREACH & COMMUNICATION STRATEGY 

 
 
 

4   

 
 

1) Introduction 
Created in the 2017 legislative session by House Bill 622, the UC3 was established to foster close cooperation and 
coordination between international, federal, regional, state, tribal, and local water resource managers for the 
development and implementation of comprehensive Upper Columbia River Basin prevention and management 
measures to prevent the introduction and/or further establishment of AIS.  

 
 
 
 

 
 

This document is meant to focus on the UC3 objective to develop and implement a three-year AIS education, 
outreach, and communication strategy specifically for the Upper Columbia River Basin in Montana. By implementing 
this strategy, we will also make strides on the following three commission objectives.  
 

• Encourage the close cooperation and coordination between international, federal, tribal, state, regional, and 
local water resource managers for establishment of comprehensive monitoring, data collection, and 
interpretation. 

• Encourage and work for international cooperation and coordination between the state of Montana and the 
Canadian province of British Columbia.  

• Encourage and work toward close partnerships with downstream Columbia River Basin states and adjacent 
provinces to improve coordination and protect the water resources of the region.  

 
2) Community-Based Social Marketing Strategy  
Community-Based Social Marketing (CBSM) is a social science approach to foster sustainable, environmentally 
beneficial behaviors over the long term. CBSM reaches beyond traditional information and awareness campaigns by 
targeting individual behaviors, bridging the gap between awareness and action. This strategy is effective with a 
series of steps including selecting desired behaviors, identifying barriers to and benefits of people performing 
desired behaviors, developing strategies, pilot-testing strategies, and broad-scale implementation.1 
 
Behavioral science shows that there is often a gap between awareness and action. By building “community norms” 
around taking the right actions, everyone is more likely to adopt and consistently practice desirable AIS prevention 
behaviors such as Clean, Drain, and Dry while they are out enjoying our lakes, rivers, and wetlands.2 
 
Information campaigns alone do not typically result in people changing their behaviors, we need to know where we 
can focus our limited resources to have the biggest impact. CBSM provides a step-by-step, comprehensive approach 
to assessing risks and identifying opportunities for long-term change. Strategies are intended to remove barriers 
and promote benefits, making it easier for and motivating people to do the right thing. 

 
 
 
 
1 Fostering Sustainable Behavior, Doug McKenzie-Mohr, William Smith -Copyright 1999 
2 Minnesota Department of Natural Resources, AIS Prevention Behavior Change Campaign.  

The mission of the UC3 is to protect the aquatic environment in Montana tributaries to 
the Columbia River from the threat of AIS in order to protect water resources, 
downstream interests, and the economic and ecological vitality of the region. 
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Desired AIS prevention behaviors are all motorized and non-motorized watercraft stop at watercraft inspection 
stations; ensure watercraft, trailers and equipment are Clean, Drained and Dried before leaving access sites; non-
resident boaters purchase Vessel AIS Prevention Pass before launching in Montana; etc. 
 
The UC3 will aim to build this strategy into all messaging by highlighting the importance of personal responsibility 
(Clean, Drain, Dry campaign tenets), mandatory inspections, and the new rules in Montana that are not consistent 
throughout the basin (e.g., inspection before launch if coming from out of state, crossing the Continental Divide, or 
entering the Flathead Basin).  
 
Messaging will also emphasize the benefits and possible detriment of people performing/not performing the 
desired behaviors including the impact AIS (esp. zebra/quagga mussels) will have on Montana’s water, economy, 
fisheries, recreation, and tourism.  
 

 
Figure 1: Community Based Social Marketing Process/Cycle 

 
3) AIS Programmatic Messaging 
General AIS key messages and materials developed by the Montana Fish, Wildlife & Parks (FWP) Aquatic Invasive 
Species Program will be used on all UC3 materials. These messages include: Clean, Drain Dry, Protect Our Waters, 
current Boating & Fishing regulations, information on watercraft inspection stations, current AIS updates and 
materials, etc. The UC3 will collaborate and coordinate with FWP when creating new materials, advertising, 
implementing outreach, etc.  
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4) UC3 Specific Messaging 
• The UC3 was created as an attachment to the Montana Department of Natural Resources and Conservation 

and is meant to assist and enhance the efforts of the state’s AIS program while leveraging partnerships 
across the basin to do the same. While completing this goal, UC3 will maintain and grow specific branded 
messaging including the commission mission, tagline, logo, style guide and website.  

• The mission of the UC3 is to protect the aquatic environment in Montana tributaries to the Columbia River 
from the threat of AIS in order to protect water resources, downstream interests, and the economic and 
ecological vitality of the region.  

• The tagline of the UC3 is “Partners in Managing Aquatic Invasive Species”. 

• A design and development firm was chosen through the official DNRC RFP process. In addition to the 
development and maintenance of the website3 that houses the UC3 and the Montana Invasive Species 
Council (MISC), that firm will develop brochures, other handouts and free-standing educational displays: 
The materials designed will be vetted with project managers, who will provide content and will follow the 
same style guide as the website and other UC3 materials.   

• As the lead coordinating body for invasive species in Montana, MISC has been tasked by the legislature 
(through House Bill 622) with providing all-taxa invasive species education and outreach to a variety of 
audiences including: the public, natural resource managers, grant seekers, stakeholder groups (e.g. 
watercraft users, irrigators), and regional partners.  

• The goal of the invasive species website (invasivespecies.mt.gov) is to: provide a landing page and shared 
clearinghouse for invasive species management tools, resources, and information. Both MISC and UC3 are 
linked on this main site.  

 

5) UC3 Communication Plan  
a) Goals 

The Goals of the UC3 communications plan are to raise awareness of the AIS issue, the state’s AIS program, 
and the UC3 by informing key audiences about the threats posed by AIS to the Columbia River basin and the 
actions they can take to prevent the introduction/spread of AIS.   

b) Objectives 

• Engage partners and key audiences in AIS messaging 

• Increase AIS awareness and personal behavior to prevent the spread/introduction 

• Recruit support of AIS program and funding from decision makers, legislators, and partners 

• Sustain native species and resources in the Upper Columbia Basin 

• Prevent an invasive mussel introduction into the Upper Columbia Basin 

• Build support for and exposure to the AIS issue in Montana and the UC3 
c) Tactics: Tactics to reach our key audiences (see table below) include: 

• Publications such as UC3 Listserv, tourism, and outdoor publications throughout the basin 

• Regular Listserv updates to partner list 

• Up-to-date and informative website 

• Annual Reports (by fiscal year) 

• Press releases for ‘newsworthy’ information  

 
 
 
 
3 UC3 and MISC all-taxa website: https://invasivespecies.mt.gov/ 

https://invasivespecies.mt.gov/
https://invasivespecies.mt.gov/
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d) Media: 

• Listserv 

• Website: https://invasivespecies.mt.gov/ 

• Letters to the editor, opinion columns by influencers 

• Invite media/public/partners to meetings 

• Prepare and maintain ‘media/info kit’ about UC3 for interested parties 

• Human interest stories connected to key AIS efforts 

• Media releases 
e) Events: 

• Hosted: Meetings (quarterly) 

• Hosted: Rotunda event (MISC, UC3) during Legislative Session 

• Hosted: Committee meetings 

• In partnership: Boat shows, fairs, outdoor recreation focused events 

• In partnership: School events, mussel walk, conservation events 

• In partnership: AIS and MISC summits 

• In partnership: Relevant conferences and meetings (sponsor/table and booth) 
f) Speakers: 

• Presentations to community and watershed groups throughout basin 

• Talking points for lead communicators 

• Sponsorships/engagement with local, regional, and international groups/conferences where 
appropriate 

• Assign best communicators for targeted audiences (i.e., legislators, media, anglers, boaters, etc.) 
g) Resources Needed and Available: 

• Staff, offices, vehicle, administrative tools, A/V resources, agency support (fiscal, administrative) 

• Loaned expertise from members, agencies, and partners 

• Purchased expertise: survey monkey, GovDelivery/Granicus (Listserv), graphic design/website 
contractor 

h) Measurements of Success: 

• Continued AIS program funding 

• Increases in AIS awareness (public, stakeholder/partner, legislators, etc.) 

• Policy changes as recommended 

• Number of media stories on AIS (and UC3) 

• Increase in number of Listserv recipients  

• Number of speaking invitations / presentations 

• Survey participation (e.g. annual Education & Outreach Strategy for basin 
i) Key Audiences table 

Audience Strategies & Activities Timeline 
Anglers • Attend events (fishing films, expos, guide days) 

• Explore opportunities for advertising at fishing films & expos 

• Ensure current AIS materials are at fly shops  

• Angler rack card (existing) 

• Angler PSA (existing) 

• Fly fishing PSA (explore options for development) 

Spring-fall  
 
Summer events 

Boaters - motorized • Attend events (boat shows, store exhibits, ski and wake 
competitions, fishing derbies, etc.) 

Spring-fall 
 

https://invasivespecies.mt.gov/
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• Explore opportunities to tie into boating community more 
(through industry) 

• Ensure current AIS materials are at boat shops (e.g. 
rental/sales and repair shops) for potential clients 

• Boater rack card (existing, updated in 2020) 

• Boater PSA (existing, Clean Drain Dry focus) 

Summer events 

Boaters – non-motorized • Attend events (flotillas, hand-launches, kayak races, 
magazines, stores that focus on non-motorized sales) 

• Explore opportunities to tie into boating community more 
(through industry, Invasive Species Action Network model) 

• Ensure current AIS materials are at boat shops (e.g. 
rental/sales and repair shops) for potential clients 

• Non-motorized boater rack card (explore need/options) 

• Explore options for non-motorized PSA (kayak, canoe, SUP, 
drift boat, raft, etc.) 

Summer 
recreation & 
events 

Watercraft shops • Attend industry events (such as boat shows) 

• Continue Industry Outreach project  

• Ensure current AIS materials are at boat shops (e.g. 
rental/sales and repair shops); staff are knowledgeable 

• Publicize ‘Clean Drain Dry Partner’ businesses via social 
media and press release/website 

• Explore options to offer training video to industry 

Spring-Fall 
 
Summer AIS 
Industry 
Outreach Project 

Fly shops • Attend industry events (films, expos, events)  

• Continue Industry Outreach project in Upper Columbia 

• Ensure current AIS materials are at fly shops and staff are 
knowledgeable on issue 

• Publicize ‘Clean Drain Dry Partner’ businesses via social 
media and press release/website 

Spring-Fall 
 
Summer AIS 
Industry 
Outreach Project 

General public • Augment general outreach and advertising in the Upper 
Columbia Basin. Explore additional options for travelers.  

• Billboards, road signs, radio ads 

• Regular updates via Listserv, press releases and social media 

• Share more ‘good news’ and success stories of AIS partners 
across the state 

Year-round  
 
Events in 
summer (fairs, 
markets, outdoor 
events) 

Legislators/Decision 
Makers 

• Provide regular updates to agencies (DNRC, FWP, etc.), 
Environmental Quality Council interim committee, 
Legislature 

• Encourage leadership and legislator participation on Listserv 
Provide talking points and emphasize AIS whenever possible 

Year-round 
 
Interim 
committees, UC3  

Outdoor retailers • Attend industry events (films, expos, events)  

• Continue Industry Outreach project in Upper Columbia 

• Ensure current AIS materials are at fly shops and staff are 
knowledgeable on issue 

• Publicize ‘Clean Drain Dry Partner’ businesses via social 
media and press release/website 

• Explore options to offer training video to industry 

Spring-Fall 
 
Summer AIS 
Industry 
Outreach Project 

Marinas • Attend industry events (films, expos, events)  Spring-Fall 



 
 
 

EDUCATION, OUTREACH & COMMUNICATION STRATEGY 

 
 
 

9   

 
 

• Continue Industry Outreach project in Upper Columbia 

• Ensure current AIS materials are at fly shops and staff are 
knowledgeable on issue 

• Publicize ‘Clean Drain Dry Partner’ businesses via social 
media and press release/website 

• Explore options to offer training video to industry 

 
Summer AIS 
Industry 
Outreach Project 

Recreationists  • Showcase recreationists in AIS messaging 

• Augment general outreach and advertising in the Upper 
Columbia Basin. Explore additional options for travelers.  

• Billboards, road signs, radio ads, magazines/print that target 
recreation and tourism  

• Share messaging with conservation partners 

• Regular updates via Listserv, press releases and social media 

Year-round  
 
Events in 
summer (fairs, 
markets, outdoor 
events, races) 

Waterfowl Hunters • Explore opportunities for advertising in hunting magazines, 
films and shows 

• Ensure current AIS materials are at outdoor retailers that 
sell waterfowl hunting equipment; staff are knowledgeable  

• Explore options for developing rack card  

• Waterfowl hunter PSA (explore options for development) 

Fall season 

Watershed & 
Conservation Groups and 
other potential partners  

• Emphasize conservation in AIS messaging 

• Augment general outreach and advertising in the Upper 
Columbia Basin.  

• Attend events and share messaging with conservation and 
outdoor (potential) partners 

• Regular updates via Listserv, press releases and social media 

Year-round and 
on-going 

 

 
6) Education & Outreach Plan Objectives 

 

#1 Develop and implement a three-year education, outreach, and 
communication strategy for AIS within the Upper Columbia River Basin. 

#2 Develop and implement an annual outreach plan to augment the state’s 
AIS advertising and outreach efforts. 

#3 Work with stakeholders to document existing education, outreach, and 
advertising efforts to assess coverage, enhance coordination and 
address gaps in the Upper Columbia Basin. 

#4 Ensure continuance of the AIS Industry Outreach Project in the Upper 
Columbia Basin.  
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Objective #1: Develop and implement a three-year education, outreach, and 
communication strategy for AIS within the Upper Columbia River Basin 
• UC3 will update this plan every three years and use it as a guideline to implement education, outreach, and 

communication efforts throughout the Upper Columbia Basin.  

• This plan will be available on the UC3 website for the public and partners to view.  

• The UC3 maintains a Listserv that includes all commission members, federal non-voting members, affiliates, 
and interested parties (open to the public). The Listserv is coordinated and maintained in-house at DNRC 
and sent out quarterly with updates on commission projects, AIS news and meeting updates. 

• UC3 will utilize their staff and design firm to develop new and update current printed and digital content for 
communicating information that supports the state’s AIS program goals to target audiences: boaters, 
anglers, recreationists, irrigators, general citizens, resource managers, state and federal legislatures, non-
governmental organizations, stakeholders, media, and others as identified. 

• The website, quarterly bulletin, Listserv, brochures, materials, and swag will also be updated, created and 
produced as needed to aid in education and outreach efforts each year.  

 
Objective #2: Develop and implement an annual media plan to augment FWP advertising 
efforts. 
• UC3 will coordinate with FWP to enhance the state’s AIS advertising efforts in the Upper Columbia Basin.  

• These efforts include but are not limited to radio, podcasts, television, gas station television, newspapers, 
magazines, billboards, posters, social media, digital advertising and geotargeting.  

• Upon the event of interviews, public service announcements and media releases, UC3 has identified 
spokespersons to be Lori Curtis, UC3 chair, Tom Woolf, FWP AIS Bureau Chief, other MT FWP authorized 
personnel and Kate Wilson, Commission Administrator/DNRC. 

• Media releases explaining the UC3 formation, activities, and meeting announcements will be developed by 
the Executive Committee and distributed by Kate Wilson through DNRC.  

• All media will be released with approval from the Executive Committee and through appropriate media 
outlets listed on UC3/DNRC’s Press and Media Contacts List. 

• Types of advertising/messaging currently utilized by UC3 in the Upper Columbia Basin: print ads, TV, public 
radio, social media, gas station TV, billboards. 

 
 

 
Figure 2: Billboard secured for 2020 season near Polson 
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Objective #3: Work with stakeholders to document existing education, outreach and 
advertising efforts and address gaps within the Upper Columbia Basin. 
• UC3 has created an extensive “working” list of known AIS partners including international, federal, regional, 

state, tribal, and local water resource managers, organizations, non-profits, and community groups.  

• From this data we will be able to better characterize, visually depict and identify any gaps in exposure that 
we may be missing (geographically, by medium or timing). It will also help us avoid duplication by creating 
awareness of partner’s plans for the season. This information will be made available to the public and each 
partner to use as a tool to collaborate, coordinate on AIS messaging and maximize coverage.  

• UC3 will contact known partners annually to gather and share information on existing education and 
outreach efforts.  

 
Objective #4: Ensure continuance of the AIS Industry Outreach Project in the Upper 
Columbia Basin.  
• When possible, utilize the Montana Big Sky Watershed Corps (BSWC) program to host a member to carry 

out the Industry Outreach project in the basin. Explore other options for staffing, including temporary.  

• In partnership with MT FWP and the BSWC, UC3 has hosted an AmeriCorps member for the past two years 
to work on the existing Industry Outreach (Marina, Boating, and Fishing Shop Outreach) project.  

• This project was created in 2019 to address the gap of aquatic based industries that have not been 
sufficiently engaged in AIS prevention and management efforts including marina owners, boating/fishing 
sales, outfitters and service shops to identify barriers for their support and participation with watercraft 
regulations and AIS messaging, enhancing future engagement in Montana’s AIS Program.  

• The continuation of this outreach campaign within the Upper Columbia Basin will encourage stakeholders to 
undertake additional efforts to protect our waters and augment efforts for changing boater behavior, 
increasing boater and angler compliance with all regulations. Ensuring that the stakeholders are up to date 
on program templates, materials and lessons learned to other jurisdictions, including the high-risk mussel-
infested waterbodies in other areas. All marina/boat shop education and outreach activities will be 
coordinated with existing state and regional efforts.  

• The objectives of this project are to increase knowledge and understanding of current AIS Program and 
rules in Montana amongst industry partners, seek partnerships with existing industry partners, increase 
awareness of AIS risks, increase industry participation in AIS outreach and watercraft inspections and ensure 
consistency and two-way communication between AIS practitioners and industry partners.  

• The BSWC member will ensure that the industry inventory list (created in 2019) is up to date and accurate 
before contacting each industry to coordinate an outreach site visit. During this site visit, the BSWC member 
will inform managers and owners of these industry businesses on updated AIS/Watercraft regulations and 
news, provide trainings and presentations for employees and collect data in the form of surveys to identify 
gaps and barriers keeping businesses from participating and/or cooperating.   

• Materials will be distributed during each site visit including informational rack cards, stickers, an updated 
map of MT watercraft inspection stations, current boating regulations, business cards, brochures, Clean, 
Drain, Dry ‘Partner’ signs to qualifying partners and other educational materials.  

• This program will continue to develop and disseminate an inventory of businesses and organizations in the 
Upper Columbia Basin to reach marinas, boating/fishing shops, sporting goods suppliers, outfitters, marine 
sales/service/hauling facilities, marine storage facilities, recreational supplies & rental facilities, commercial 
charter fishing, public travel locations, airports, hotels, vacation rentals, tourism offices, etc.  

 



 
 
 

EDUCATION, OUTREACH & COMMUNICATION STRATEGY 

 
 
 

12   

 
 

Appendix 1: List of Acronyms   
 

AIS Aquatic invasive species GNP  Glacier National Park 

BOR US Bureau of Reclamation  MISC Montana Invasive Species Council 

BSWC Big Sky Watershed Corps (AmeriCorps) MCWD Missoula County Weed District 

CBSM Community Based Social Marketing MWCC Montana Watershed Coordination Council 

CEMIST Central Eastern MT Invasive Species Team NPS National Park Service 

CFC Clark Fork Coalition NRCS Natural Resource Conservation Service 
CFKFBC Clark Fork and Kootenai River Basins Council NZMS New Zealand Mudsnail 
CMP Crown Managers Partnership PSMFC Pacific States Marine Fisheries Commission 
CRB Columbia River Basin SVC Swan Valley Connections 

CRC Clearwater Resource Council TU Trout Unlimited 

CSKT Confederated Salish & Kootenai Tribes UCLN Upper Columbia Lakes Network 

DEQ  Department of Environmental Quality USACE US Army Corps of Engineers  

DNRC Dept. of Natural Resources & Conservation USFS US Forest Service 

eDNA Environmental DNA USFWS US Fish & Wildlife Service 

E & O Education & Outreach WEN Watershed Education Network 
EQC Environmental Quality Council WIS Watercraft Inspection Stations 

EWM Eurasian Watermilfoil WLI Whitefish Lake Institute 

FCD Flathead Conservation District WNP Waterton National Park 

FLBS Flathead Lake Biological Station WRDA Water Resources Development Act 

FWP Montana Fish, Wildlife & Parks WRP Western Regional Panel  

 
 

Appendix 2: List of Resources Referenced 
 

1) UC3 and MISC all-taxa website: https://invasivespecies.mt.gov/  
2) Montana Fish, Wildlife & Parks AIS Program: http://cleandraindry.mt.gov/  
3) Community-Based Social Marketing Strategy: www.cbsm.com 
4) BSWC Industry Outreach Work Plan and Industry Inventory 
5) UC3/DNRC Press and Media Contact List 
6) Upper Columbia Basin AIS Partners List 
7) Annually updated list of AIS outreach events  
8) Upper Columbia Basin AIS Partner E & O Efforts  

 
 

 
 
 
 
 

 

https://invasivespecies.mt.gov/
http://cleandraindry.mt.gov/
http://www.cbsm.com/
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Appendix 3: Map of the Upper Columbia Basin 
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