
Back the Bay
Creating a Regional Awareness Campaign



TITLE GOES HEREAbout GBEP

The Galveston Bay Estuary Program (GBEP) is one of two U.S. EPA 
National Estuary Programs in Texas. As a non-regulatory program 
administered by the Texas Commission on Environmental Quality, 
the program is charged with implementing The Galveston Bay Plan.

Since 2000, GBEP and partners have restored and protected an 
estimated 16,000 acres of important coastal habitats, including 
wetlands and oyster reefs.



Value of the Bay



The Bay’s Value

• Provides:

– Natural resources

– Economic benefits

– Ecological services

– Recreational opportunities

– Transportation connections

– Aesthetic rewards



Quick Facts about the Bay
• Generates more than 1/2 of Texas’ recreational 

fishing revenues

• Generates more than 1/3 of the state’s commercial 
fishing income

• Ecotourism is the fastest growing segment within the 
tourism industry

• Second most productive fishery in the US

• Neighbor to half of the nation’s petrochemical 
production facilities

• Produces more oysters than any other estuary          
in the nation



Challenges

• Wetland loss

• Declining sea grass meadows

• Vanishing forests and coastal prairies

• Pollution

• Seafood contamination

• Population growth 





TITLE GOES HEREGoals

Raise regional awareness of Galveston Bay
and its value; and promote positive behavior changes

that help preserve habitat, conserve water, 
and improve water quality



TITLE GOES HEREPillars

Awareness, Support and Action ultimately lead to:

• Habitat Preservation

• Water Conservation

• Water Quality



TITLE GOES HEREStrategy

Use benchmark research to determine

• Baseline attitudes, awareness, behavior changes, barriers

• Target audiences

• Messages that resonate

Develop a comprehensive campaign

• Brand the bay and create unified, consistent messages

• Highlight connection to the Bay

• Coordinate advertising, publicity, and outreach

• Evaluate at intervals



TITLE GOES HEREPre-Pilot Research

Five key Barriers

• Residents lack knowledge of the expansiveness of the Bay which 
results in lack of sense of membership to the Bay region

• Residence unaware of their impact to the Bay; its value to their 
lives; therefore unable to see how their actions affect the Bay

• Do not perceive preservation concerns

• Do not feel personably responsible for the Bay, and instead 
attribute an unhealthy Bay to forces beyond their control 
such as natural disasters and industry  pollution

• Unaware of the steps  to help  preserve the Bay



TITLE GOES HEREPre-Pilot Research

Audiences

• Residents who engage in outdoor activities in the Bay 
more than once a month

• Residents who are aware their storm drain connects to the Bay

Messages

• “Galveston Bay needs to be preserved for future generations”

• “Conserving water at home improves the Bay’s health”

• “You’re more connected to Galveston Bay than you think”



Pearland Pilot Campaign
June – July 2011



TITLE GOES HEREPearland Pilot Campaign

• Media Mix: 

- Advertising
- Outreach events

- Media relations

• Web Landing Page

• Post-Pilot Research
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Connection to the Bay

Gas Station Pump Topper



TITLE GOES HERE



Billboard



Web Banners





Community Events



Community Events



TITLE GOES HEREPilot Campaign Results

Advertising

– Print: 836,000 estimated impressions

– Pump toppers: 1 million estimated impressions

– Online: 1.8 million estimated impressions

– Billboard: 2.9 million estimated impressions

Outreach events

– 2 events in Pearland

– 350+ visitors

– 190 Back the Bay pledges



TITLE GOES HEREPilot Survey

• To measure awareness of Galveston Bay and 
knowledge/rxn to information seen, read or heard.

• To assess the recall levels of specific information 
(aided recall) about Galveston Bay.

•To measure the impact that Galveston Bay has on
the community, and to assess respondents’ value of 
Galveston Bay and how important it is to their 
quality of life.



TITLE GOES HEREPilot Survey Results

• In 2010, the BP oil spill dominated the news, and 
therefore had a large impact of the views about the 
coast and Galveston Bay.

• There was statistically significant increase in Pearland 
regarding the water that enters the storm drain in your 
area ending up in Galveston Bay 
(60% in 2010, 69% in 2011).



TITLE GOES HEREPilot Survey Results

• There was a statistically significant increase in Pearland 
regarding the percentage of respondents who say the 

daily activities they carry on in and around their homes 
has a lot of impact on the overall health of Galveston 
Bay (5% in 2010, 12% in 2011).

• This effort became part of a broader and important
narrative in which those who have seen, read or heard 
anything about (pay attention to) the Bay are more 
apt to recall specific messaging.



Partnership Opportunities 
How We Can Back the Bay Together



TITLE GOES HERECurrent Activities

• H-GAC Watershed Signs

• City of Pearland 
Stormwater Brochure

• KPRC  Going Green



TITLE GOES HEREDeveloping Partner Program

The Partner program, sponsored by GBEP, will encourage 
organizations to take part in conserving the Bay’s resources.

Partners will receive official recognition annually, as well as other 
incentives for you, your customers, your employees and your 
community.



TITLE GOES HERE

• Recognition

• Resources

• Invitations to participate at Back the Bay 
education and outreach events

• Knowledge that you helped protect and invest 
in one of our most valuable resources

For Your Commitment



TITLE GOES HERE
• Back the Bay with your organization

– Highlight Back the Bay in newsletters

– Hang Back the Bay posters in common areas

– Encourage those in your organization to volunteer

• Back the Bay with your community
– Host an outreach event with our help

– Invite GBEP to speak at your community events

• Help promote Back the Bay
– Pledge to Back the Bay on your website and                             

other materials

– Display Back the Bay window cling / sticker

– Join and engage with Back the Bay stakeholder groups

Partner with Back the Bay



TITLE GOES HERE
• Provide support financially or through in-kind donations

• Adapt a culture of conservation in your organization

• Attend cleanup events and volunteer for similar activities

• Sponsor a specific campaign program such as outreach events 
or challenges that engage the community

Additional Ways to Back the Bay



TITLE GOES HERE
• Company logo on the Bay the Bay Website

– Link to company website on the Back the Bay website 

• Receive Back the Bay support and giveaways for 
outreach events

• Company logo and/or information on campaign 
materials and giveaways

• Opportunity to participate at important campaign 
education and outreach events

• Demonstrating strong community relations by    
taking an active role in supporting the health         
and environment of your community

Partner Benefits



TITLE GOES HEREJoin Us

Join the Back the Bay campaign as a partner, 
and help us protect Galveston Bay.

Galveston Bay Estuary Program 
Phone: 281-486-1246
Email: ericka.mccauley@tceq.texas.gov


