


Liz Mattson,  
Hanford Challenge 



Engage the public early and often. 
Educate the public by providing 

timely, accurate, and 
understandable information. 



Incorporate public values in 
the decision making process 
and in the decisions made. 

 
Prepare future generations for 

informed engagement and 
participation. 

Ice Cream Socials 



Build a sense of community around Hanford  
(locally, regionally, and beyond). 

Ice Cream Socials 



 Organize Event: 
› Located in a place people are already gathering 

› Provide free food: cost is usually around $250 

› Make it fun: music, games 

› Document: make sure someone is there just responsible for 
taking pictures 

 Educate. 

 Provide opportunity for action: comment writing, survey, 
poll.  

 Reward: ice cream! 

 Repeat: make it a regular event people in your community 
can anticipate 
 Ice Cream Socials 



 Expense/Capacity Issues: team up, 
collaborate with other organizations in 
your area and volunteers, ask for 
donations or discounts on food in 
advance. 

 Feels Complicated: simplify. 
 Need more info: contact Liz Mattson at 

lizm@hanfordchallenge.org or 206-292-
2850 x21 

Ice Cream Socials 



Theresa Labriola,  
Columbia Riverkeeper 



 Engage the public 

 Educate young people  

 Provide both educational and 
interactive public involvement activities 

Paddle Trips 



Hanford Paddle Trips - 101 

Paddle Trips 



 Timing and audience 
 Agency partnership can enhance 

Hanford education 
Paddle Trips 



Paddle Trips 

 On water education provides a unique 
look at Hanford’s accidental nature 

 Participants are river users, fishers, artists 



Ken Niles 
Oregon Department of Energy 



 Engage the public by providing timely, 
accurate and understandable and 
accessible information 

 Educate young people for informed 
engagement and participation 

 

Science Pubs 



 Existing organization/forum 

 Built-in audience 

 Existing method of publicity 

Science Pubs 



 Existing market through the Oregon Museum of 
Science and Industry (OMSI) is saturated  
› Oregon presented last year in Portland, and will do so this 

year in McMinnville, Eugene and Salem. 
 

 However, Washington Ecology or others could 
work with the Pacific Science Center in Seattle, 
the Mobius Science Center in Spokane, or 
some Tri-City organization to establish science 
pub type presentations in Washington state. 

  
 

Science Pubs 



 Provides a new interested audience 

 Non-confrontational forum 

 Plenty of time to delve into the topic  
in detail 

 Relaxed setting – food and beer/wine 
available for purchase 

 
Science Pubs 





Dieter Bohrmann 
Washington State 
Department of Ecology 
 



 Post “events” such as public meetings and 
comment periods to go beyond a listserv 
notice. Send reminders, as needed. 

 Share links to items of public interest, such as 
the annual TPA survey or news articles. 

 Share photos of outreach events & promote 
Ecology speakers bureau. 

 Encourage conversation & engagement with 
the public on hot topics through social media  

Social Media 



 Post regularly (preferably daily) 

 Include photos, whenever possible 

 Tone matters; be conversational, not rigid & 
bureaucratic (in other words, don’t sound like a 
government agency) 

 Put a personal face on our sites 

 Be responsive – put the “social”  
in social media 

Social Media 



 Immediate, portable & inexpensive 
 Can engage w/many audiences at once 
 It’s fun & exciting! 

 
 

Social Media 

 Can tax resources w/need to feed & monitor 
 Not a replacement for face-to-face 

interaction 
 Can be tough to walk the line between 

conversational/professional 
 
 



 October was Hanford History Month 
(marking 70 years) 

 Ecology posted trivia question daily on 
Twitter & Facebook 

 Daily posts helped create more direct 
engagement with our followers  

 Ecology considers project a success, but 
tough to sustain. Looking for ways to do 
this. 

Social Media 



 Get your coffee this a.m.? Hanford workers sure 
did during construction in the mid-40s. How 
much coffee was consumed each day?  

 What nickname did workers give to central 
Hanford’s huge chemical separations plants? 

 What did Hanford’s manager hand out when 
the Tri-Party Agreement was first signed in 
1989? 
 

Answers: 8,000 lbs. (344,000 cups), Queen Marys, Brooms 

Social Media 



Facebook “Likes” Twitter Followers 

October 1 249 October 1 88 

November 
1 

271 November 
1 

102 

Septemb
er 

October 

Social Media 



www.facebook.com/HanfordEducation 

twitter.com/@ecyhanford 

Social Media 

http://www.facebook.com/HanfordEducation


Kim Ballinger 
U.S. Department of Energy 
Richland Operations Office 
 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=G8o56gUXuUyfeM&tbnid=9aOB70Yrs0iALM:&ved=0CAUQjRw&url=http://www.blogelina.com/2013/10/the-best-ways-to-promote-your-blog-content-through-facebook/&ei=i5umUtPaKMbaoATL_oKwDA&bvm=bv.57799294,d.cGU&psig=AFQjCNGOOaCMotwxzuR1ybMX7VAWGayUPA&ust=1386735862318771


Emy Laija 
U.S. Environmental Protection Agency 
 



Liz Mattson 
Hanford Challenge 
 



Flickr 

Flickr 



Flickr 



Flickr 



Flickr 

http://www.flickr.com/photos/hanfordchallenge/


Flickr 





Flickr 
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