
 

Meeting Minutes 

Meeting date: Wednesday, October 15
th

, 2014  

The fourth 2014 meeting of the Polk County Association of Lakes and Rivers (PCALR) was held 

Wednesday, October 15
th

, 2014 at 7pm at the Polk County Justice Center in Balsam Lake.   

Attending 

Jim Maxwell, Big Blake Lake; Dick Hollar, Pipe Lakes; Jeremy Williamson, Polk County 

LWRD; Larry Bresina, Pipe Lakes; Angelique Edgerton, St. Croix River Association; Julie Selle, 

Lake Wapogasset/Bear Trap; Katelin Holm, Polk County LWRD; Karen Engelbretson, Bone 

Lake; William Johnson, Polk County Board and Coon Lake; Ken Peterson, Big Butternut Lake; 

Peggy Lauritsen, Big Blake Lake; Jackie Crosby, Loveless Lake 

Welcome and Introductions  

Reading and Approval of August Minutes 

Treasurer’s Report  

Current balance is $5.00 in savings and $1,575.19 in checking.   

Membership 

The 2014 membership year began on May 1
st
. Annual dues are $25 for organizations and 

businesses and $10 for individuals.  Thank you to everyone who has renewed their membership 

or joined PCALR for the first time!   Twenty-five members are needed to earn the status of a 

qualified lake association and the ability to apply for Wisconsin DNR grants.  PCALR currently 

has 31 members (17 lake memberships and 14 personal memberships). 

Old Business 

North American Loon Symposium, October 25-26, 2014 

The Sigurd Olson Environmental Institute is hosting the North American Loon Symposium on 

October 25-26 at Northland College in Ashland.  More information can be found at: 

www.northland.edu/loonsymposium   

http://www.northland.edu/loonsymposium


AIS Strategic Plan 

Polk County LWRD will be developing a County-wide AIS Strategic Plan this fall.  If you’re 

interested in getting involved, contact Katelin Holm. 

Who’s Who Brochures 

The popular Who’s Who Brochures: Contacts for Your Waterfront Property Questions, Polk 

County, Wisconsin are available for sale.  The cost for 50 brochures is $19.  Brochures were 

available at the meeting. 

New Business  

WI Lakes Convention Scholarship 

Two members expressed interest in attending the WI Lakes Convention in 2015.  Rather than 

draw names, membership voted and approved awarding two $150 scholarships to cover 

registration for the convention (including the new commissioner training).  Recipients are Greg 

Warner and Peggy Lauritsen.  Congratulations!  Scholarship dollars will be reimbursed after 

recipients have registered.   

St. Croix River Association AIS Strategic Plan 

Angelique Edgerton, Invasive Species Coordinator with the St. Croix River Association, was 

introduced to the group.  Angelique was hired in August 2014 to develop an AIS program to 

enable and facilitate work in the St. Croix River watershed including the development of a 

watershed wide AIS strategic plan.  The first meeting to develop the AIS strategic plan will take 

place on Thursday, October 30
th

 from 10am to 12pm at the St. Croix River Association, 230 S. 

Washington St., St. Croix Falls, WI.  The purpose of the meeting is to prioritize programs and 

strategies across the watershed.  A second meeting will take place at the Crex Meadows Wildlife 

Area in Grantsburg on Friday, December 5
th

 from 9am to 3:30pm.  The AIS strategic plan is set 

to be completed by 2016.  For more information or to RSVP for the meeting please contact 

Angelique Edgerton at 715-483-3300 or angeliquee@scramail.com.  

Communications 

Karen and Katelin presented information from the Water Words that Work website: 

www.waterwordsthatwork.com and a recent UW-Extension handout regarding insights to 

promote natural shorelines among lakeshore property owners (handouts following the minutes).  

Two day trainings with Water Words that Work cost ~$6,200 and two webinar trainings cost 

~$3,300.  These trainings are not being pursued at this time. 

Communication tools discussed included: newsletters, mailings, websites, and social media.  

Examples of local lake group newsletters and lake resident surveys were shared.  The Wisconsin 

Lakes Partnership Lake Tides newsletter was also shared.  Material from this newsletter can be 

reprinted and reproduced at the local level with acknowledgement to the author, Lake Tides, and 

the Wisconsin Lakes Partnership. 

mailto:angeliquee@scramail.com?subject=AIS%20Workshop
http://www.waterwordsthatwork.com/


Roundtable examples/topics included: educational articles in newsletters, annual picnics, boater 

safety, pontoon classrooms for kids and adults, workshops and signs for shoreline restorations, 

special events such as a star watch party with a presentation on light pollution, wildlife and 

habitat lake maps, website workshops, Facebook pages, MailChimp, and PayPal.  

Points of discussion included: the importance of neighbor to neighbor contact and the range of 

challenges that organizations face related to communication.  Challenges discussed included 

getting people to change behavior, budget constraints, and reaching audiences that prefer snail 

mail and electronic communication.    

Bone Lake Wildlife and Habitat Map 

Karen presented the Bone Lake Wildlife and Habitat map for review by members.  Copies of the 

map were show to members and questions were answered regarding map development, printing, 

distribution, and cost.  

Adjourn  

Minutes respectively submitted by 

Katelin Holm, Secretary 

Polk County Association of Lakes and Rivers 

October 2014 



Step One: Begin With Behavior  
Here's the most common mistake we see conservation professionals making out there when they try to 

reach everyday citizens: 

 We try to get our audience to care...but we don't tell them what they would do if they did care... 

 So they don't do anything... and then we think they don't care 

So what's the solution? Begin with Behavior -- not awareness, not attitude, not education. Decide what 

you want your audience to do and build your whole message around that.  

 

Step 2: Find Foolproof Photos 
Environmental advertisements, websites, and outreach materials typically use photographs in an 

unbalanced way — too much nature photography, and not enough faces and photographic examples of 

the behavior you want. Because a picture is worth a thousand words — you should focus your attention 

on good environmental photos before you focus on your environmental writing. 

 

Here are three categories of photos that are "foolproof" — they’ll help you get the response you want: 

 

Faces 

People subconsciously tend behave in more socially conscious ways when they detect a visual pattern 

resembling a gaze 

 

Actions 
It's very simple. Select photographs that show the behavior you want the viewer to emulate. 

 

Before and After 
Your audience often doubts that their contributions make a difference. Address those concerns with 

before-and-after photographs that show the positive impact your work makes (with their help). 

 

Step Three: Swap the Shoptalk  
Adults learn, on average, less than one new word per week. Most are turned off by new vocabulary. 

That's why using outreach efforts to deliver vocabulary lessons is a generally bad idea.  

 

Step three of the Water Words That Work message method is to swap out your shop talk and replace it 

with plain English. You’ll give up some nuance and precision — but you’ll also get more agreement, 

action, and cooperation. 

 

If you are wondering if a particular word or phrase is problematic, put it to the "grandmother test." If 

you can imagine your grandmother using the language in conversation, then it's English. If not, it's 

probably shop talk that you will want to swap out. 

 

Here are some common examples of shop talk that confuse your audience or make them feel excluded, 

along with some suggested substitutes. 

 

 



Shoptalk           Shortcoming  Recommended "Swap" 

Alternative Energy     
"Alternatives" are what you get when 

you don't get what you really want. 
Clean and Safe Energy 

Biodiversity 
Few have any idea what this term 

means. 

Wildlife Conservation, Animal Protection, 

Nature 

Climate Change     
This seems mild, potentially pleasant, 

and natural. 
Global Warming 

Conservation Easement 

"Easements" are associated with power 

lines, septic systems, rights of ways, 

and other intrusions on your property.     

Voluntary Land Protection Agreement 

Endangered Species 
This term makes your friends love you 

more and your foes hate you more. 
Rare Wildlife, Animals 

Infrastructure and Green 

Infrastructure         

Lay people have no idea what you 

mean by this. 

Clean Water Investments, Pollution 

Control Investments 

Landscape     
This term evokes images of 

landscaping -- pretty but not natural.  
Natural Areas 

Land Use Planning 

According to John Russonello, this 

term is "vague yet ominous sounding" 

to lay people. 

Planning Ahead, Balancing Nature and 

Development 

Nonpoint Source Pollution  
This term means nothing to most lay 

people. 

Polluted Runoff, Polluted Stormwater, 

Polluted Water 

Open Space 
Many assume this means "vacant lot" 

and hope it will be developed.  
Natural Area  

Recreation  

The public generally rejects our claim 

that outdoor recreation is a big 

economic driver. The term has 

overtones of fun and triviality.  

Family Activities  

Run Out of Water  
The public perceives this term as a 

gross overstatement. 
Chronic Shortage, Man-Made Drought 

Sprawl  

The term means different things to 

different people, and means nothing to 

surprisingly many.  

Overdevelopment, Runaway Development  

Stormwater  
Many aren't sure what this means, and 

they assume rainwater is clean.  
Polluted Runoff  

 Sustainable 
Few lay people understand what you 

mean with this. 

Responsible, Environmentally Friendly, 

Balanced  

 Tourism 
Tourists are rude and jobs in the tourist 

industry are low wage service jobs.  
Family Vacations  

Undeveloped Land  

To lay people, this sounds like land that 

is waiting to be developed and should 

be developed. 

Natural Areas  

Water Conservation  

The term evokes individual and 

household actions like shorter showers 

and not watering the lawn. Lay people 

do not associate this with large scale 

measures.  

 Waste prevention, water efficiency 

Watershed          
For more than half of lay people, this 

term has no meaning at all.  

Upstream and downstream, area, land and 

water conservation,  

 

 



Step Four: Insert the Words That Work  
Synthesizing years of experience and a pile of social research, here is a list of two dozen “words that 

work.”� These are the words that you should use heavily in your environmental writing, social 

marketing campaigns, and other outreach efforts. Everyday Americans understand these terms, respond 

well to them — and most importantly for the purpose of general environmental awareness — feel 

comfortable using them among their friends and family. 

 

Use these Words to Introduce Your Work! 

 

1. Protect nature 

2. Control pollution 

3. Enough Clean Water 

4. Wildlife Conservation 

 

Use these Words to Explain the Importance! 
 

5. Future Generations 

6. Healthy 

7. Family/Children 

8. Safe 

9. Trends 

 

Use these Words to Encourage them to Act! 
 

10. Make a Difference 

11. Doing My/Your/Their Part 

12. It affects you 

13. Here’s what you can do 

14. Working together 

15. Save Money 

16. Before it’s too late 

 

Use these Words to Ask for their Agreement! 
 

17. Accountability 

18. Corporations (are bad) Businesses (are good) 

19. Choice 

20. Fair 

21. Balance 

22. Planning Ahead 

23. Responsible 

24. Freedom 

25. Investment 

26. Law 

 



Step Five: Tempting Testimonials  
With the “Words That Work” in Step Four, we answer the question “is this a good cause?” In Step Five, 

we answer a different question your audience has: “What’s in it for me?” 

The step is optional because it only suitable for pieces with several hundred words or more. 

Tempting testimonials must be personal and honest. These stories must use the language that your 

audience would use, and you should use real faces and real names. 

 

Sample Testimonials: Personal and Practical Benefits 
Arrange for representatives of your target audience to explain what’s in it for them, not you! Find a 

farmer to say that responsible practices improve their crop yields. Recruit a business leader to say that a 

clean river helps them attract new customers. Enlist a pastor or minister to make the connection between 

conservation and their faith. 

Sample Testimonials: Social Benefits 
Have a representative of your target audience explain, in their own words, how taking this step for 

conservation enhanced their standing in the eyes of their peers 

Step Six: Review Readability  
Conservation professionals tend to have high educations and top reading skills. Most everyday citizens 

do not. Step Six in the Environmental Message Method is to calibrate the writing in your piece so it is 

suitable for the intended audience.  

 

Here are three basic simple principles that determine how easy a passage of text is to read: 

1. Longer sentences are harder to read than shorter sentences. 

2. Longer words are harder to read than shorter words. 

3. Sentences in the passive voice are harder to read than sentences in the active voice. 

The first two principles are self-explanatory. The last principal deserves some extra explanation. 

 Passive: A voluntary land protection agreement was signed for the farm. 

 Active: The farmer signed a voluntary land agreement for her farm 

 Passive: The wetland petition was signed by more than 800 citizens 

 Active: More than 800 residents signed the petition in support of protecting the wetland. 

 Passive: $3500 was raised for the new boardwalk along the marsh 

 Active: More than 30 donors contributed a total of $3500 to build the boardwalk along the 

marsh. 

Scientific and government writers use a great deal of passive voice -- sometimes as many as 60% of the 

sentences. While it is easier for you to write in passive voice, it is harder for your audience to read it. 

When you rewrite passages from the passive to the active voice, you will immediately notice the 

difference. 



The Flesch Reading Ease Score 
 

Linguists have devised any number of systems to evaluate the readability of text passages. We 

recommend that you check the Flesch Reading Ease score for all your messages that you intend for 

nonprofessional audiences. We prefer this system over other options for two reasons: 

 It’s built right in to Microsoft Word, so it’s readily available to you. 

 The 1-100 scale is more useful than a 1-12 grade-level scale 

Here’s some guidance for how you can interpret your scores: 

 

 Score          Good Range For 

 80 to 100      "Underserved Audiences" 

 60-70  Average Readers, “The General Public” 

 45-55     
 White Collar Professionals, Elected Officials, 

Journalists, Most  Donors & Funders 

 30-40  Your Professional Peers 

 <30  Nobody 

 

In our experience, your probably write at a Flesch Reading Ease score of 35-45 unless you make a 

conscious effort to write more inclusively. 

 

Here is how use the Flesch Reading Ease tool when you are write your piece: 

 Determine your optimal Flesch Reading Ease score. 

 Check the actual Flesch Reading Ease score or your draft. 

 Edit your piece — break up long sentences, replace long words, rewrite passive sentences. 

 Check your score again. 

 Repeat until you achieve your optimal Flesch Reading Ease score. 

 

http://office.microsoft.com/en-us/word-help/test-your-document-s-readability-HP010148506.aspx


Outreach  
Step One: Decide The Target Audience  
Untrained or unskilled communicators often try to get their message to "everybody." But when 

experienced professionals set out to deliver a message, one the first and most important decisions they 

make is the target audience: What kind of person will be spend our precious time and money trying to 

reach?  

 

Here are a few sample target audiences that might be appropriate for various types of environmental 

outreach efforts.  Once you have determined the target audience -- and estimated how large it is -- you 

can make a good decision about how to best reach that audience.  

 Target Audience Size  Target Audience #s  Recommended Impression Types 

Small Dozens 
Personal requests in person, over the phone, or via 

email 

Medium         Hundreds, Thousands 
Blast email, Direct Mail, Telemarketing, Door-To-

Door, Press Releases, Craigslist, Bulletin Boards, etc.   

Large 
Tens of thousands and 

up 

Web Advertisements (Facebook and Google), 

Broadcast Advertisements, News Stories, Billboards, 

etc. 
 

 

Step Two: Make Impressions  
Once you have selected your target audience, you have to the get the message to them! There are 

limitless numbers of ways to do that, but only a few of them will be appropriate for any given situation. 

Here are a few important rules of thumb to keep in mind: 

 

Effective Impressions 
Personal requests and word of mouth recommendations are far and away the most effective. You can 

expect the highest rate of response -- 10% and up. This kind of outreach is labor intensive and is 

generally most appropriate when your target audience is counted in dozens.  

 

Step Three: Record Conversions  
If you don't convert them -- they will forget you. Design your communication program so there is an 

opportunity for the target audience to respond to your message -- and for you to record the response. 

Surveys, donations by check, facebook activity. 

 

When your target audience responds, here are four questions you want to get the answer to: 

 What is your name? 

 What is your phone number? 

 What is your email address? 

 How did you hear about us? 

Once you have collected this information, you have to store it somewhere so you can contact these 

individuals again.  Spreadsheets, Apple computers’ free address book program.  



Step Four: Cultivate the Relationship  
Out of sight, out of mind. What this old saying means for you is that the people you worked so hard to 

get your message to are busy living their lives -- if you don't follow up with them after they respond. 

 

Cultivation is perhaps the trickiest part of an outreach effort to get right. If you over-cultivate, you'll 

chase your audience away. We've all had the experience of ending up on somebody's email address and 

getting pelted until we unsubscribe. That's the mistake that we tend to think of first. 

 

But the mistake you are probably making is to under-cultivate: Failing to acknowledge the donation. 

Forgetting to report on how the policy debate turned out. Neglecting to invite a volunteer to the next 

event. Etc. 

 

You must be prepared to invest time and energy into cultivating a relationship if you want to move your 

target audience towards big steps like this:  

 Putting a conservation easement on their property 

 Making a major gift to your organization 

 Committing many hours to a volunteer committee or board 

 Taking a day off work to lobby their state legislator in person 

Here are a few examples of activities that follow under the heading of "cultivation:" 

 Thank people when giving a speech 

 Post periodic updates to Facebook page 

 Newsletter or email news 

 Invitation to a fun event 

 Phone call to say thanks and offer a briefing on progress 

 Thank you cards 

 Invitation to lunch 

 Awards, permanent & public acknowledgment 

Step Five: Urge The Big Step  
This is what you wanted all along! The actions that individuals and businesses can take that really make 

a difference! 

 

Here are some examples of big steps that an individual or business are much more likely to take if you 

invest a little time cultivating a relationship with them and giving them plenty of encouragement: 

 Install porous pavers 

 Plant a buffer along the lake 

 Install and maintain a silt fence during construction 

 Add a rain garden 

 

Source: Water Words that Work www.waterwordsthatwork.com 
 

 



	  
 
 

• To: Leaders promoting healthy lakes in Wisconsin and elsewhere  
 

• From: Bret Shaw, Ph.D., Associate Professor, Life Sciences Communication, 
UW-Madison & Environmental Communication Specialist, UW-
Extension; John Haack, Regional Natural Resources Educator, UW-
Extension; Mike Amato, Ph.D., Research Post-doc, ClearWay 
Minnesota 

 
• RE: Insights to promote natural shorelines among lakeshore property owners 

 
• Date: September 10, 2014  

 
 

Factors Related to Adoption of Natural Shorelines 
 
This research synthesizes insights derived from the outreach and research experience by the 
authors and others related to protecting water resources and promoting more natural 
vegetation among lakeshore property owners to promote wildlife habitat and water quality.  
Key insights include the following: 

 
• Beliefs in importance of natural shorelines alone do not appear to be directly related to 

actual behavior in terms of landscaping practices.  Lake property owners may already 
know about the importance of shoreland habitats but still may have overly manicured 
shorelines.   Most agree that more natural shorelines are important for lake health 
regardless of how they actually maintain their own land suggesting that changing or 
activating existing attitudes alone may be necessary but not sufficient to produce 
behavior change.   

 
• People are in varying levels of readiness to adopt more natural shorelines.  Similar to 

other health and environmental behavior change contexts, property owners are at 
different stages of considering making landscaping changes. Therefore, a ‘one-size fits 
all’ outreach strategy may not be as effective as more tailored appeals.   

 
• Property owners perceive they have more natural shorelines than do their neighbors or 

biologists. Two of our studies tested whether self-perception bias, a universal human 
tendency for overly positive evaluations of one's self and past behavior, is a barrier to the 
success of those programs. We found strong evidence that self-perception bias affects 
property owners' evaluations of their shoreline's state, potentially preventing steps for 
remediation that might otherwise be taken.  Taken into context with our other studies, this 
phenomenon suggests that property owners may agree natural shorelines are important 
and feel they are already doing better than their neighbors.  
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• Understand the specific property owners you are trying to reach. It is always helpful to 
learn about the perspectives of property owners living around the specific lakes you are 
trying to improve because each lake may have unique perspectives and norms.  This is 
also a way to engage with your constituents. With local or regional education campaigns, 
consider using a survey, in-depth interviews and/or focus groups to better understand 
their self-interests and concerns. Use what you learn to develop and refine more effective 
educational messages.   
 

 

Messaging Recommendations 
 

• Providing objective feedback mildly increases intention to adopt natural shorelines.  In 
another one of our studies, paper surveys were mailed to a random sample of 1,000 
shoreline property owners in Portage, Marathon, and Waushara counties. All participants 
were asked to respond to a set of questions about 1) their goals for shoreline maintenance, 
2) beliefs predicted to be related to shoreline decisions, and 3) willingness to increase the 
vegetation on their shoreline. Some participants received a map showing the amount of 
shoreline vegetation around their lake, some received a worksheet with information about 
how shoreline vegetation affects lake health, some received both, and some received 
neither. Participants reported slightly greater willingness to increase their shoreline 
vegetation if they received the map, the worksheet, or both, compared to participants who 
received neither.  

 
• Use outreach messages emphasizing social norms.  Emphasize prescriptive social norms 

(group-held beliefs about how members “should” behave in a given context) in outreach 
campaigns to promote natural shorelines. Particularly when people aren’t sure what to do, 
they look to others when deciding how to act. Examples might be “Your neighbors are 
protecting your lake. Are you?” or “Join your neighbors in adopting a natural shoreline to 
protect your lake.” Additionally, consider developing programs that highlight positive 
descriptive social norms (group-held beliefs about what other members actually do in a 
given context). Possibly use public lands as examples, and shine a spotlight on good 
stewards and restored shorelands in lake association meetings, newsletters, local media, 
the Internet and other venues.  

 
• Choose words selectively in promoting natural shorelines. The words you use in 

promoting natural shorelines matters.  It’s not just what you say but how you say it that 
can have the greatest impact.  Water Words That Work is a consulting firm that 
specializes in communication strategies for groups working on protecting water resources 
(www.waterwordsthatwork.com). They recommend using words that imply ownership 
and inclusivity, such as ‘we,' “our,” “shared,” and “public.” In many contexts, you should 
emphasize “water protection” and “preserving water quality” -- people don’t necessarily 
see the problems now but they recognize need to protect water for the future. They also 
recommend linking benefits of water conservation to ‘future generations.’ Another useful 
memo by Fairbank, Maslin, Maullin, Metz & Associates and Public Opinion Strategies 
(Metz & Weigel, 2013) commissioned by The Nature Conservancy recommends keeping 
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people in the picture when talking about water issues as a majority say “benefits to 
people” are the best reasons to conserve nature. Benefits to people include swimming, 
fishing, boating, watching wildlife and scenic beauty.  It is also important to avoid jargon.  
For example, use words like “land around rivers, lakes and streams”, not “watershed”; 
“fish and wildlife” rather than “biodiversity”; and “natural areas”, not “ecosystems”. 

 
• Subtle differences in messaging can have significant impacts on property owner response 

to promotions promoting natural shorelines.  In one of our studies, we tested which of 
two promotional direct mail strategies would yield the most coupon redemptions for 
native shoreline plants -- a “$5 OFF (or free pack)” headline, or the “FREE pack (or $5 
dollars off). There was no functional difference in the messages contained within both 
coupon versions. Both gave the recipient $5 worth of native plants. However, a simple 
inversion of the messaging –focusing on the $5 free versus the $5 off almost doubled 
response to the promotion. 

 
• Existing norms for natural shorelines of adjacent properties are very important. The 

amount of vegetation on a participant’s shoreline was more strongly related to the amount 
of vegetation on neighbors’ shorelines than it was to their property management goals or 
stewardship.  This suggests that when possible it may make sense to target outreach 
efforts at property owners whose neighbors already have more natural shorelines 
expanding upon areas of the lake where supportive norms already exist.  

 
• Emphasize stewardship rationale in outreach promoting natural shorelines.  In one of 

our studies, participants who had strong stewardship beliefs, measured with survey items 
like “property owners have a responsibility to protect lake health for future generations” 
and “taking good care of my shoreline is important to me” indicated greater willingness 
to increase their shoreline vegetation.  However, they did not differ from other 
participants in the amount of vegetation currently on their shorelines.  Future research 
should explore how to convert this self-reported increased willingness to actual behavior. 

 
• Emphasize that native plants will produce outcomes they want and not those they don’t. 

Attitudes toward native plants are associated with behavioral intention. Natural resource 
educators should work to enhance beliefs that native plants will contribute to positive 
outcomes they personally care about (e.g., habitat for desired wildlife, aesthetics of their 
property) and refute beliefs that rain gardens will contribute to outcomes they do not want 
to occur (e.g., blocking their view, looking ‘messy’, decreased property value).  

 
• Address property owners’ goals for shoreline landscaping preferences.  Our data indicate 

that some goals are significantly related to the amount of vegetation on their shoreline. 
Participants who reported that personal benefit goals, such as “presenting a neatly 
groomed landscape that does not look messy” and “how much I will like the visual look 
of an option I am considering” were important to them when considering changes to their 
shoreline tended to have less vegetation, compared to participants who reported that those 
goals were less important.  Outreach should present restoration solutions that are 
compatible with personal use and a neat, tidy appearance, emphasizing access corridors 
and aesthetically pleasing native plants.  Earlier focus groups had also indicated that one 



Best	  Practices	  in	  Promoting	  Natural	  Shorelines	  

	  
4	  |	  P a g e 	  

	  

reason property owners do not adopt more natural shorelines is because they wanted a 
direct view of the lake from their house. For people with this concern, promote the use of 
low growing native shrubs and plants that don’t block their view of the lake. 
Additionally, we learned that some property owners were concerned about ticks 
associated with more natural vegetation – where this is the case, promote mulched 
pathways and mulched edges as a way to reduce tick exposure. 

 
• Promote native plants and natural shorelines as way to attract desired wildlife.  Property 

owners liked the idea of seeing more songbirds on native plants and shrubs. Frogs were 
also considered to be a sign of a healthy shoreline as longtime property owners 
remembered when frogs were present or more abundant on their shoreline, and this 
resonated as a “canary in the coalmine” for some focus group participants.  The benefits 
of submerged aquatic plants to game fish for spawning and food may be attractive too. 
Highlight species that are most meaningful to the property owners you work with. 

 
• Emphasize the benefits of natural shorelines for preventing geese. Our focus groups 

revealed that while people like to see Canada geese flying overhead, they do not like 
them congregating and defecating on their lawns and beaches.  Let property owners know 
that more natural vegetation on their shoreline and less mowed lawn and manufactured 
beach will prevent unwelcome geese from pooping on their lakeshore. 

 
 

Other Considerations  
 
• Pick your message sources carefully.  Who delivers your message will influence how it is  

received. For many, it is preferable to choose a source to deliver your message who is 
similar to your target audience, such as neighbors, friends or lake association members. 
Property owners are more likely to respond favorably to requests from peers than to 
requests from government workers or other perceived “authorities.” 

 
• A vocal minority of property owners are put-off by efforts to encourage shoreline 

restoration. This is well known by professionals and conservationists who have worked 
on this issue for years. Reactance Theory suggests that one factor may be a perceived 
threat to autonomy. When individuals feel they are pressured to act in a certain way, they 
often are motivated to act counter to it. Reactance is greatest when the pressure comes 
from an authoritative source (e.g., government) or some other untrusted entity viewed as 
inappropriately interfering with their private property rights. Communication 
encouraging restoration may evoke the least reactance when it comes from sources who 
do not have authority over property owners, such as neighbors or volunteers who are not 
connected to governmental bodies.   

 
• Multiple strategies over an extended time period may be necessary.  Use approaches that 

complement each other to influence change. Create long-term lake shoreline owner 
relationships, as real change toward more natural shorelines takes time.   
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• Be patient.  Achieving behavior change in shoreline maintenance requires patience.  
Anticipate incremental behavior change over time.  We worked over five years on a 
series of outreach efforts and examined changes on shoreland buffers (the area 35 feet 
above the ordinary high water mark) to measure the effects.  We reviewed the original 
data collected and recorded on data sheets along with photographs taken at the time of the 
original inspections. Lot-by-lot observations indicated that natural shoreland vegetation 
on 18% of the 154 parcels examined had acquired additional square feet of unmowed or 
untrimmed vegetation in the 35-foot shoreland buffer area. Shoreland buffer vegetation 
on these parcels increased an average of 660 square feet per parcel, ranging from 100 to 
1,600 square feet per parcel for a cumulative grand total of 17,921 square feet on Long 
Lake in Burnett County. Approximately one third of the properties had significantly more 
emergent vegetation such as bulrushes and sedges suggesting that some property owners 
did not disturb the exposed lakebed during a drought where these plants were able to re-
establish and provide good habitat in shallow water areas. While the changes were 
modest, similar behavior change rates in health campaigns such as smoking cessation see 
incremental change over time eventually adding up to significant success.   

 
 

Acknowledgements 
 

• This research reported on in this document on how to promote natural shorelines among 
lakeshore property owners was made possible with funding from the UW-Madison 
Graduate School, the University of Wisconsin Consortium for Extension and Research in 
Agriculture and Natural Resources and the Wisconsin Department of Natural Resources.  
The research itself relied heavily on the team at the Wisconsin Lakes Partnership at UW-
Stevens Point, and special thanks are given to Nancy Turyk, Eric Olson and Dan 
McFarland.  We also thank Dave Ferris with Burnett County Land and Conservation, 
Mike Kornman with UW-Extension in Burnett County, and Cheryl Clemens with 
Harmony Environmental for their ongoing guidance and feedback. Finally, we extend our 
gratitude to Carroll Schall and Pamela Toshner with the Wisconsin Department of 
Natural Resources for their support and guidance.   

 

References 
 
• Amato, M.S. (2014). Environmental risk perception, motivated cognition, and antecedents of behavior: Field studies of 

cooperation on Wisconsin's shorelands (Doctoral Dissertation). University of Wisconsin, Madison. 
• Amato MS, Shaw BR, & Haack J. (2012). The challenge of self-enhancement bias for educational programs designed 

to encourage natural shorelines. Lake and Reservoir Management, 28:206–211. 
• Amato, M.S. Shaw, B.R., Haack, J. & Moore, C. (2013). The influence of self-enhancement bias on perceptions of 

shoreline buffer quality.  Final Report delivered to Wisconsin Department of Natural Resources.  
• Amato, M.S. & Shaw, B.R. Property owner decisions about shoreline vegetation.  (2013). Final report delivered to the 

Wisconsin Department of Natural Resources and UW-Extension.   
• Amato, M.S., Shaw, B.R., Moore, C.F. (under review) Self-perception bias on property owner evaluations of residential 

shorelines. Journal of Environmental Psychology. 
• Amato, M.S., Shaw, B.R., Haack, J., & Moore, C.F. (under review). Shoreline maintenance behaviors and the structure 



Best	  Practices	  in	  Promoting	  Natural	  Shorelines	  

	  
6	  |	  P a g e 	  

	  

of lake property owners' beliefs. Lake and Reservoir Management 
• Haack, J. & Shaw, B.  B.R. (2013).  Shoreland habitat protection social marketing strategies. Final report for 5-year 

social marketing campaign focused on promoting natural shorelines to protect wildlife habitat and water quality 
distributed to the Department of Natural Resources and lake protection professionals throughout the state.  Available at: 
http://blogs.ces.uwex.edu/haack/files/2012/08/Burnett-CBSM-final-report-12-9-13.pdf 

• Metz, D. & Weigel, L. (2013). The language of conservation 2013: Updated recommendations on how to communicate 
effectively to build support for conservation. Available at: https://www.conservationgateway.org/Files/Pages/language-
conservation-mem.aspx 

• Shaw, B.R., Radler, B., Chenoweth, R., Heiberger, P., & Dearlove, P. (2011). Predicting intent to install a rain garden 
to protect a local lake: An application of the theory of planned behavior. Journal of Extension, 49, 204. 

• Shaw, BR, Radler BT, & Haack, J. (2012). Comparing two direct mail strategies to sell native plants in a campaign to 
promote natural shorelines.  Social Marketing Quarterly, 18: 274-280. 

• Shaw BR, Radler BT, & Haack J. (2011). Exploring the utility of the stages of change model to promote natural 
shorelines. Lake and Reservoir Management, 27, 310–320. 



Produced by the Wildlife and Natural Beauty Committee of Bone Lake Management District, Polk County, WI,  
with funding from Wisconsin Department of Natural Resources small scale grants. 

© 2014 Bone Lake Management District. All rights reserved.
Contributors: Brian M. Collins, bird survey and frog survey; Matthew S. Berg, frog survey;  

Cheryl Clemens, Harmony Environmental, consultant.  
Wildlife and Natural Beauty Committee: Cris Dueholm, Wayne Wolsey, Karen Engelbretson.  

Special thanks to Bob Boyd.
Design: Karen Engelbretson    Illustration: Roberta Avidor    Printing: First Impression Group, Inc. 

For more about Bone Lake, and to access the complete bird and frog reports and surveys, go to www.bonelakewi.com.

THE NATIVE PLANTING at the north landing stabilizes the shoreline, adds 

natural beauty to our lake, and helps slow runoff. The 10X35 Native Planting 

Program provides Bone Lake property owners with support to establish 

these small zones of native plants on their waterfront. Native plants provide 

food and nesting sites for birds, nectar for butterflies and other pollinators, 

summer flowers, fall color and winter interest for us.

The invasive species RUSTY CRAYFISH  
has been found in Fox Creek. Larger  
 than native crayfish and
 aggressive, they can be   
  harmful to fish and aquatic  
     plant populations.

AQUATIC BIRDS like the Trumpeter Swan, Common Loon and 
Mallard Duck use Bone Lake’s open water for safety and feeding. 
The Wood Duck and Hooded Merganser, both tree-nesting species, 
find an abundance of suitable nesting habitat. Fish-eating species 
include Common Loon, Double-crested Cormorant, Hooded 
Merganser, Great Blue Heron, and Belted Kingfisher. While not really 
aquatic birds, swallows were most abundant of all small birds using 
Bone Lake; Barn Swallow, Tree Swallow, and Purple Martin are all 
common. Northern Rough-winged Swallows are also present.

— LEGEND — 
 Sensitive Areas 

 Tamarack Lowlands/
 Bog Sedge Meadow

 Residential Woodlot

 Second-growth Forest

Along the west shore 
of Bone Lake is an 
extraordinary aquatic 
plant community of 
Bulrush, Bur-reed  and 
Spike Rush. This is 
excellent fish habitat 
with spawning areas 
for northern pike 
and, in early spring, 
nesting cover for 
bluegills. Bulrushes 
attract marsh birds 
and songbirds and 
provide food for ducks, 
geese, and swans. 
Many frogs live here. 

Eighty-five species of birds were 
recorded around Bone Lake in our 
2011 bird survey. The Wisconsin 
DNR parcel of alder/tamarack 
lowland and sedge meadow at 
the northwest corner of the lake 
supports thirty-three species, 
including several of conservation 
concern: Golden-winged Warbler, 
Common Loon, Sandhill Crane, 
Great Blue Heron, Merlin  
and Red-shouldered Hawk.

The Bald Eagle, Trumpeter Swan and Common Loon are 
threatened by lead fishing tackle, frequently ingested by 
these birds as they forage and fish. A lead jig provides a 
lethal dose. Get the Lead out! Please use non-toxic tackle!

These tropical warblers use  
Bone Lake’s forests as a 

migratory corridor. Small flocks 
of migrating birds may linger into 

early June, mainly using larger 
trees near the water’s edge. 

BONE LAKE IS HOME TO A TOTAL OF  
SEVEN FROG AND TOAD SPECIES BONE LAKE TURTLES LIVE IN MARSHES AND SHALLOW BAYS

Painted turtles spend the winter 

at the bottom of the lake 

and rise to the surface 

when water temperatures 

reach 50 degrees. Snapping turtles are known to travel upland to 

overwinter in marshes and ponds. Both species lay their eggs on 

land; but nests are vulnerable to predators. Turtle populations are 

in decline throughout Wisconsin due to habitat loss, pollution and 

collisions with vehicles. Make a safe place for turtles near you. 

Maintain floating aquatic plant populations, leave fallen wood in 

the water, and consider a fish sticks installation at your property. 

RESIDENTIAL WOODLOT BIRDS

Seventy-eight species of birds are found in residential areas 

with a house or cabin and altered landscapes. Barn Swallow, 

Tree Swallow and Purple Martin are the most abundant using 

the tall canopy trees. Red-bellied Woodpeckers and Pine 

Warblers are present here but do not occur in other habitats 

around the lake. Great Crested Flycatcher and Bald Eagle 

are common, using old, mature pine and cottonwood trees. 

Small songbirds are abundant. Red-headed Woodpecker is 

very common here while populations are declining elsewhere 

across North America. Maintaining mature trees, and  

allowing dead trees to remain provides important  

 habitat for these rapidly declining species.

SECOND-GROWTH FOREST BIRDS

Most birds found in residential woodlots are also present in 

Bone Lake’s second growth forests, along with these more 

sensitive species: Great Horned Owl, Blue-gray Gnatcatcher, 

Least Flycatcher, Ovenbird, Rose-breasted Grosbeak, Scarlet 

Tanager, Veery, and a Wisconsin Threatened Species, the Red-

shouldered Hawk. The forests have a greater density of  

  American Redstart, Yellow Warbler and  

         Yellow-throated Vireo. Baltimore Oriole,  

   Red-eyed Vireo and Common  

   Yellow-throat, are abundant. 

Clean water, natural vegetation along the shore, 
intact tracts of forest, wetlands, woodland pools 
and secluded lowland areas are all important to 
this diverse group of sensitive animals.

The green area along the shore indicates the number of frogs and number 
of species recorded during the spring 2012 Frog and Toad Survey. 

FEWER FROGS    MORE FROGS
FEWER SPECIES    MORE SPECIES
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