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Project Title: SC Palmetto Utility Protection Service
Date Submitted: 10/14/11
Submitted by: Charleigh Elebash, Public Awareness Coordinator
Specific Objective(s) of the Agreement 
Development and implementation of methods for effective communication 
Foster support and partnership with stakeholders 
Support a Damage Prevention Education Program for industry stakeholders Support Public Awareness and Stakeholder Education 
Work scope
Element (1): Participation by operators, and other stakeholders in the development and implementation of methods for establishing and maintaining effective communications between stakeholders from receipt of an excavation notification until successful completion of the excavation, as appropriate. 
Element (2): A process for fostering and ensuring the support and partnership of stakeholders, including excavators, operators, locators, designers, and local government in all phases of the program. 
Element (4):Participation by operators, excavators, and other stakeholders in the development and implementation of effective employee training programs to ensure that operators, the once call center, the enforcing agency, and the excavators have partnered to design and implement training for the employees of operators, excavators, and locators. 
Element (5): A process for fostering and ensuring active participation by all stakeholders in public education for damage prevention activities.
Accomplishments for this period (Item 1 under Article IX, Section 9.01 Progress Report: “A comparison of actual accomplishments to the objectives established for the period.”)

Thus far, only funds have been used to implement Element 5 in promoting public education. One of our methods to increase public education was to create new commercials that were more direct and straightforward with our messaging. With the money awarded, SC811 was able to create five new commercials including one Spanish commercial. We have received excellent feedback on the commercials and we believe that we have accomplished our goal in creating a variety of commercials that are each more audience specific. With the awarded funds, we have also been able to purchase additional advertising, some of which we attempted new directions in our advertising methods. We placed an ad in all South Carolina copies of the June issue of Southern Living, a popular magazine in SC. We also had a campaign in April on Comcast Cable in the Charleston area. A good portion of the awarded funds were used during August for 8/11 day. One of our new means of advertising was joining with the SC Newspaper Network to have an ad placed in every newspaper in the state at the beginning of August. We advertised in a total of 111 publications which reached over 2.5 million people. We also advertised on Time Warner Cable on various stations in Columbia, Lexington, Orangeburg, Florence, Sumter and Georgetown. We tried a new approach to radio advertising by promoting the popular sports team, the University of South Carolina Gamecocks, in our ads on Clear Channel in Columbia.  Another new approach was advertising with Jabar Communications on their local Hispanic television and radio stations in Charleston. With awarded funds, we were able to reach the entire state with our message over a variety of media.
Quantifiable Metrics/Measures of Effectiveness (Item 2 under Article IX, Section 9.01 Project Report: “Where the output of the project can be quantified, a computation of the cost per unit of output.”)
A computation of cost per unit output is difficult to determine when it comes to advertising because although people are hearing our message, they may not need to use the service for months or years so there is no way to measure how many people are simply learning. The awarded funds for Element 5 are allowing us to determine which method of advertising is the most effective way to advertise. Through the use of this grant money as well as surveys, we are determining the most efficient way to reach our audience at the lowest cost. Currently we have two methods in place to determine how effective our advertising and public education efforts are. We have a public awareness survey that is emailed with the receipt of a ticket and we also are constantly reviewing the Google Analytics which shows the web traffic on our site and where it is coming from. According to the survey, the most effective means of our advertising is by television, other than word of mouth or information on a utility bill. A good portion of this grant money was used for advertising in August to promote 811 Day. According to Google Analytics, our web traffic was up in August from previous months as well. We received 518 more site visits in August than in July. Although it is difficult to pinpoint exactly what is working, these tools help narrow down the more effective efforts and this information will be helpful as we prepare for upcoming campaigns. 
Issues, Problems or Challenges (Item 3 under Article IX, Section 9.01 Project Report: “The reasons for slippage if established objectives were not met. “)
There are no issues, problems or challenges to report. 
Mid-term Financial Status Report 

The mid-term financial report has been sent as a separate attachment to the AA.
Plans for Next Period (Remainder of Grant)

For the next period and remainder of the grant, we will create the software for Positive Response, create a membership DVD, send two employees to the SOCS managers meeting in the Spring, and create a training video for CSRs and remote users. We will also finish using the funds for public education. 
Requests of the AOTR and/or PHMSA 

No actions requested at this time.
