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Foundation 

• Link between recreation and pathways of spread for terrestrial 
invasive species is not well understood by the recreational 
public. 

• 2009, research described current knowledge, attitudes and 
behaviors among campers, motorized and non-motorized trail 
users in south, north and central Minnesota. 

• An advisory team of stakeholders (30 people) and interagency 
scientific team (10 people).  



Key Points Learned 
• Most MN recreationists demonstrated: 

– Knowledge of aquatic invasives, but not                              
those on land 

– Strong desire to do what’s right 
– Strong pride in their state 
– Concern about the time it takes to clean their gear.  

• Motorized trail users and horseback riders were: 
– Less likely to see their role in the spread of invasive species 
– More likely to take firewood from home 
– More likely to clean their gear, but at home, not before leaving 

the recreation site 
• MN recreationists participate in multiple sports, so generalizations 

by user groups may not be useful. 
 



Campaign Development 
• 2010 Education plan completed by interagency task force with 

guidance from a large stakeholder group. 
• 2011 Branding effort initiated with direction from an interagency 

task force.  
• 2012 Launch, with social web pages,                                                        

potential partner packet and outreach,                                                   
and 1st annual PlayCleanGo Day 

• Outreach Goal: 

To give recreationists a clear call to action - to 
be informed, attentive and accountable for 
stopping the spread of invasive species. 

 



Branding Context 
• Be fun - encourage recreation 
• Positive, action-oriented messaging 
• Easy & accessible - speak to their concern about the time 

involved 
• Be flexible – so it can accommodate various audiences and 

media outlets 
• Be compatible with the Stop Aquatic Hitchhikers brand and 

other partner brands 
• Hired the branding firm that created: 

• Build on the existing education plan to change public behavior 
 



Simple Actions to Take 

• Arrive with clean gear 
• Burn local or certified 

firewood 
• Use local or weed-free hay  
• Stay on the trails 
• Before leaving, remove 

mud, seeds and eggmasses 



PlayCleanGo Partnerships 
In exchange for logo, url and promise to comply 
with graphic standards, partners: 

• Get library of graphics, photos and media 
• Get basic graphic services to customize 

invasive species ads 
• Contribute to effort through consistent look 

and messaging 
• Expand opportunities for audience exposure 
• Build new social norm in sustainable 

behavior 
Currently 70 public and private partners across US 
and Canada - Just added North American Invasive 
Species Management Association (NAIMSA) 

 
 
 
 
 

 



Using PlayCleanGo 

Full color poster 

Two color ad 

Sign for a 
boot brush 
kiosk 

Educational 
display at the 

State Fair 



Media – Leveraging the Brand Name 



Media – Leveraging the Activity 



Media – Systems Approach 



Work.Clean.Go. 
• Implementing these 

principles for DNR staff 
and other field workers 



Working With Other Partners 



Social Media 



Online Successes 
January – July 2014 

Venue Results 

PlayCleanGo website 66,256 page views 

You Tube PlayCleanGo videos 25,396 views 

Google ads 6,032,356 impressions 

You Tube ads 208,516 impressions 

Facebook ads 1,164,615 impressions 

* Note that ads are only displayed within Minnesota 



Continuing Plans for PlayCleanGo 
• Post on-line order form 

for PCG supplies 
• Grow resources and make 

available on PCG website. 
• Grow partnerships and 

audience exposure (currently 
70 partners across U.S. and 
Canada) 

• Create coordinator 
position 

• Secure continuing funding 



What You Can Do 

• Follow PlayCleanGo on Facebook, Twitter,  YouTube                              
and Pinterest, and share with others. 

• Become a PCG partner. It’s free! 
• Link to www.playcleango.org from your webpage. 
• Incorporate PCG brand messaging into your outreach materials. 
• Sign up for PlayCleanGo news. 
• Let us know of grant or other funding opportunities to expand our 

collective outreach efforts. 
• Let us know what we can do for you! 

– i.e. specific products, graphics, articles, etc. 

http://www.playcleango.org/


Participate in Local Events 
• Create a display or 

borrow ours (if in MN) 
• Utilize PCG handouts 
• Invite volunteers & 

partners to join you 
 



Organize a PlayCleanGo/Natl Get 
Outdoors Day Celebration 

2nd Saturday every June 



Contact Us 

• PlayCleanGo: easy to sign up 
http://www.playcleango.org/join 

• Susan Burks, MN DNR 
– Susan.Burks@state.mn.us 
– 651-259-5251 

• Laura Van Riper, MN DNR 
– Laura.Vanriper@state.mn.us 
– 651-259-5090 

http://www.playcleango.org/join
mailto:Susan.Burks@state.mn.us
mailto:Laura.Vanriper@state.mn.us
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