
Spring 2010 Advocacy Campaign

Students: Chelsea Ardle, Sarah Austin, Gillian Clark, William Elting, Christopher 
Everett, Haley Flanders-Patten, Rory McGuire, Stacy Morrison, Jonathan Neary,  

Jamie Nemecek, Barbara Peabody, Joshua Ross

Unity College Professor Nancy Ross



TarynHallweaver, from our community partner the Alliance for a Clean and Healthy Maine, 
worked with us to analyze internal Strengths and Weaknesses and external Opportunities and 

Threats (SWOT).

Using the results of the SWOT, we identified critical issues for our campaign.

Internal External

Strengths Weaknesses Opportunities Threats

Familiarity with 
audience

Guaranteed 
meeting time and 
place

Support from 
administration

Library resources

Support from 
Alliance for Clean 
and Healthy Maine 
and MOFGA

Lack of knowledge
of alternatives

Limited time span 
for campaign to 
fulfill itself

Limited funding

Inexperience

Changing public 
attitude (green 
movement)

Local foods 
movement

Toxics legislation

Community 
businesses that 
value local foods

Diverse audience

Lack of alternatives

Indifference 

No current 
legislation 
regulating toxics in 
food packaging



Á Safe and sustainable alternatives to foods and food 
packaging used by Unity College students

Á Affordability

Á Availability

Á Acceptability

Á Replicability at other campuses

Á Connections between local foods and safe and sustainable 
foods and packaging



1. To make UC students more aware of toxics in food 
packaging.

2. To promote the use of more local foods for UC students.

3. To offer UC students alternatives to toxic food packaging 
and global industrial food.

4. To ask UC students to support TSCA reform.



Phase One: 
ÅWhat are the campus demographics?

ÅWho are the opinion leaders on campus?

ÅWhat do students use for products, how much do they use them, and who uses which 
products?

ÅWhy do they use/eat what they do?

ÅWhat chemicals or toxics are in the products? What are their effects?

ÅWhat are the costs and benefits of switching alternatives? What are the alternatives?

ÅWhat is the cost of the products used, costs of alternative products, sources, and 
preparation methods?



Phase Two:
ÅPopcorn and popping technologies that are healthy alternatives to microwave 
ǇƻǇŎƻǊƴ ŀƴŘ ǘƘŀǘ ǿƻǊƪ ŦƻǊ ƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ƴŜŜŘǎΦ

ÅContainers that are healthy alternatives to microwave plastic containers and that 
ǿƻǊƪ ŦƻǊ ƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ƴŜŜŘǎΦ

ÅElectric metal kettles for dorms that are healthy, safe, durable, green alternatives to 
heating water in plastic in a microwave.

ÅWhere can we purchase local popcorn?

ÅWhat are the service and operation needs of a movie style popcorn popper? 

ÅHow could students use this in the dorms? Who would do the work? How could we 
overcome potential problems?

ÅFind an alternative popper idea, pop-o-pots?



Phase Three:
Å Order the microwave ceramic popper: where is the best 

place to get them?

Å Research the vending machine company contracts and if we 
can change some of the opinions in the vending machines.

Å Instead of giving the incoming students water bottles, what 
else could we provide?

Å Would we be able to change the incoming gift? If so what is 
our budget?



Phase Four:
Å Find combinations of seasonings to bring more taste to the local 

popcorn popped in the pop-o-pot.

Å How would we get students the kernels?

Å Instead of giving the incoming students a welcome item, how 
often are they purchased in the bookstore?

Å Research the idea of a floor charge on the pop-o-pot, what dorms 
have microwaves and would need them. Ask Steve Nason if it 
would be possible to remove microwaves from the suggested list 
to bring to campus.



Phase Five:

Å Are we able to change the options in the vending 
machines?

Å Other ideas for dispensing the popcorn kernels: 
bubble gum machines?



To test our hypotheses

To uncover operative social norms, opinion leaders, 
reliable channels of communication, effective 
messages, and accepted framings of values.

We held different groups for each important segment 
of our audience.



Å {ǘǳŘŜƴǘǎ ǿƛƭƭ Ŝŀǘ ǇƻǇŎƻǊƴ ƛŦ ƛǘΩǎ ŦǊŜŜΗ

Å Bright colors will attract students to posters and flyers

Å First year dorm bathrooms are a good spot for flyers

Å E-mail is not an effective method of reaching students

Å Cost and availability were the two most common 
barriers to buying local food

Å Facts and statistics are important to make the campaign 
credible 

Å The art on campus would need to be eye-catching and 
might require some explanation



Å Most liked the idea of using stickers as prompts

Å Reproductive health and general health were the most 
important values for use in framing our campaign

Å RAs are opinion leaders for first year students

Å Most like the idea of metal kettle to heat water and 
pop-o-pot popcorn; a barrier is keeping pop-o-pot clean

Å Taste of popcorn is important; seasonings would help

Å RAs will model use of kettle and pop-o-pot and arrange 
movies and other events to support use

Å In class presentations are a good way to present ideas 
about toxics policy to more conservative students



1. Designed a range of messages

2. Selected channels of communication

3. Framed messages that we hypothesized 
would be effective with our audience.



To meet our goals

To include a call to action

To make written and public statements of 
commitment.

To evaluate our campaign



Pop-o-pot demo

Local popcorn tasting

Colorful poster (local food advantages, toxics in food packaging and health 
effects, need for toxics policy reform)

Students signing call for Toxic Substances Control Act reform by Senators Snowe 
and Collins

Gillian Clark 
with the 

poster she 
designed,
April 17, 

2010



Will Elting Sarah Austin

Signing on to the message for 
Congressional change .



The Poster

Gillian, setting 
up 

Adding the seasonings Signing On


