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Communication Tools 
 

All the tools and tactics below with illustrations can be found in the link "Communication Tools" above. 

To see specific examples of the entire information product such as the Citizen's Guide or the Closeout 

Newsletter click on the links below. 
 

¶ Advertisement For Public Information Exchange 

¶ Advertisement For Closeout Celebration 

¶ Citizen's Guide 

¶ Closeout Celebration 

¶ Closeout Commemorative Agenda 

¶ Closeout Celebration Newsletter 

¶ Closeout Celebration Web Site 
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¶ Photo Gallery Of Closeout Celebration 

¶ Photo Gallery of Before And After Haley's Run 

¶ Planting - Celebration Activity 

¶ Postal Card For Invitations 

¶ Posters For Informational Meetings 

¶ Presenters 

¶ Public Information Exchange Meeting 

¶ Project Sign - Unique Site Information Approach 

¶ Team Integration 

¶ You Tube Video- Produced Day Of Event 

¶ Video - Professionally Produced 

¶ Video - Western Reserve Land Conservancy 

 

END OF OUTLINE  
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This complete document can be reviewed on line at  http://www.ldarrylarmstrong.com/2010-HALEYSRUN.html 

EXECUTIVE SUMMARY 

INTRODUCTION 
The Lockheed Martin Corporation in Akron, Ohio voluntarily cleaned up polychlorinated biphenyls 

(PCBs) and restored an urban ditch ƪƴƻǿƴ ŀǎ IŀƭŜȅΩǎ 5ƛǘŎƘ ƛƴ ŀ ƴŜƛƎƘōƻǊƘƻƻŘ ŀŘƧŀŎŜƴǘ ǘƻ ǘƘŜƛǊ Ǉƭŀƴǘ 

site. Upon completion of the project, ǘƘŜ ǎƛǘŜ ǿŀǎ ǊŜƴŀƳŜŘ IŀƭŜȅΩǎ wǳƴ ŀƴŘ ŘŜŘƛŎŀǘŜŘ ŀǎ ŀ walking trail 

to the community. The project has been touted by local, state and federal government officials as a 

άƳƻŘŜƭέ ŦƻǊ ǘƘŜ ǿŀȅ future restoration projects should be done and sets a stage for how to do it right. 

The communications and community outreach on this project were conducted between January 2008 

and June 2010 followed by post evaluations in August 2010.  
 

RESEARCH 

¢ƘŜ ǇǊƛƳŀǊȅΣ ǎŜŎƻƴŘŀǊȅ ŀƴŘ ŎƻƴŦƛǊƳŀǘƻǊȅ ǊŜǎŜŀǊŎƘ ƛƴŘƛŎŀǘŜŘ ǘƘŀǘ ǾŀǊƛƻǳǎ ά[ƻǿ-Tech-High-¢ƻǳŎƘέ ό[¢I¢ύ 

ŀƴŘ ŀ ŦŜǿ άIƛƎƘ-Tech- Low-ToǳŎƘέ όI¢[¢ύ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǘƻƻƭǎ ŎƻǳƭŘ ōŜ ǳǎŜŘΦ Our initial behavioral 

assessment of the possible stakeholders that would have an interest in the project indicated that the 

majority of the fence-line neighbors most likely would prefer LTHT methods.  Further, behavioral 

analysis and confirmatory research indicated these stakeholders were predominantly visual (seeing) and 

kinesthetic (feeling) learners, confirming the LTHT basis. The stakeholders assessed predominantly had 

high school educations, had lived in the community for a number of years, were proud of their 

associations with the industries in the area, showed pride of homeownership and their country and had 

a sense of history. These traits helped us fashion and shape the community outreach program tactics 

and messages. 
 

ACTION PLANNING 

Two plans and one process were developed.  A communication and community outreach plan (C/CO 

Plan) incorporating LTHT tools was designed to develop relationships with the impacted fence-line 

neighbors and facilitate the cleanup effort. It focused on using effective and efficient behaviorally-based 

two-way communications strategies and tactics with measureable outcomes. The C/CO plan used the 

conventional public relations research, action planning, communications and evaluation (R.A.C.E.) 

model. Since we have seen projects fail too frequently when crisis management plans were not 

formulated on the front-end, we developed such a plan to be used in the event of an injury or other 

issue at the site that would garner media and public attention. Finally, an inquiry and issue process that 

ƛƴŎƻǊǇƻǊŀǘŜŘ ǘƘŜ ǎƛǘŜΩǎ cƻƳƳǳƴƛŎŀǘƛƻƴǎΩ representative was developed to ensure the timely answering 

and resolution of stakeholder and media questions and issues.  This process ensured that inquiries were 

logged and passed to the site project manager for prompt disposition and resolution. 
 

INNOVATIVE STRATEGIES 

Among the innovative strategies used:  1) Integration at the outset of the communications team with 

the technical team; 2) Use of a behavioral analysis and profile to discern fence-line neighborΩs 

http://www.ldarrylarmstrong.com/2010-HALEYSRUN.html
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communications needs; 3) Establishment of behavioral based measurements;  4) The right project 

manager - Dave Gunnarson was the best possible choice as a manger for this project. He understood the 

importance of communications and community outreach and was willing to be counseled. His 

demeanor, understanding of the project and his ability to deliver information in a conversational yet 

professional style was a major asset to this program; 5) Partnering ς The project manager from the 

outset of the project worked closely with the Western Reserve Land Conservancy and the City of Akron 

Parks and Recreation to facilitate a future operating agreement to maintain and enhance the community 

walking trail once the remediation and restoration was completed. 
 

COMMUNICATIONS 

Standard as well as innovative communication strategies, tactics and tools were developed and used. 

Among them were integration of the communications team with the technical team, behavioral analysis 

of fence line neighbors to help us determine the relationship and learning styles of our audience, 

development of a unique and comprehensive /ƛǘƛȊŜƴΩǎ DǳƛŘŜ, a closeout celebration for the public, and 

partnering with the City of Akron and the Western Reserve Land Conservancy for future maintenance of 

the remediated and restored area. A complete list of all the strategies, tactics and tools and their uses is 

found within the report. 
 

EVALUATION 

The following six strategic objectives were developed based on the research. Behavioral measurements 
were defined for each objective. The performance on all objectives met or exceeded expectations. The 
outcome of each is incorporated in the report as are the results from the post interviews of 25 of the 32 
fence-line neighbors. The strategic objectives for this project were: 
 

1. To develop positive working relationships with key stakeholders in the community, who have an 
interest in engaging in a conversation about the project  

2.  To ensure that information on the project is presented factually and in a timely manner to 
members of the public that have an interest 

3. To present the concept in easily understandable language and with appropriate visuals and then 
engage interested stakeholders in a conversation to understand their concerns and issues and to 
get their feedback and input 

4. To educate and inform the affected, impacted or interested members of the business 

community about the project and listen to their issues and concerns, and integrate them into 

the planning for a path forward 

5. To sustain interest and support for the project and the community outreach initiative 

throughout the project so that conflicting interests or concerns are resolved in a timely manner 

and to the satisfaction of all parties whenever possible 

6. To build trust and integrity with the stakeholders through our behaviors 
 

BUDGET 
The original budget for this project was set at $150,000 ς actual expenditures were $116,962.00. 

 

END OF EXECUTIVE SUMMARY 
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INTRODUCTION 

In 1929, the Goodyear-Zeppelin Corporation built a facility for manufacturing its enormous lighter-than-
air ships, including the famous Goodyear Blimp. Known as the Airdock, the building τ which is larger 
than seven football fields τ is located at 1210 Massillon Road in Akron, Ohio. 

Lockheed Martin assumed ownership of the local landmark in 1997, when it acquired portions of Loral 
Corporation, which had owned the building since purchasing assets of Goodyear Aerospace Corporation 
in 1987. The Summit County Port Authority assumed ownership of the Airdock in 2006, and it leases the 
building to Lockheed Martin. The Corporation employs about 650 people at its Akron facility. 

The Airdock was constructed using material coated with a fire retardant substance that contained PCBs, 
including the compound known ŀǎ !ǊƻŎƭƻǊ мнсуΦ hǾŜǊ ǘƘŜ ȅŜŀǊǎΣ ǎƻƳŜ ƻŦ ǘƘŜ !ƛǊŘƻŎƪΩǎ ǊƻƻŦƛƴƎ ŀƴŘ 
siding material eroded, and dust particles fell to the ground. 

Rainwater carried the particles into the local storm drainage system where they traveled through the 
pipes underground, surfaŎƛƴƎ ŀƎŀƛƴ ƛƴ IŀƭŜȅΩǎ 5ƛǘŎƘ τ a drainage ditch that begins several thousand feet 
north of the Airdock and extends through private, industrial and municipal properties before reaching 
the Little Cuyahoga River. 

After PCBs were detected at the Airdock in 2003, Lockheed Martin worked closely with the U.S. 
Environmental Protection Agency (EPA) to evaluate the extent of the contamination and to clean up the 
Airdock and the surrounding pavement, soils and storm drain system. That cleanup has been completed. 

Working with the U.S. EPA and the Ohio EPA, Lockheed Martin also assessed the extent of the 
contamination in the soil and sediment in the 1,800-Ŧƻƻǘ ǎǘǊŜǘŎƘ ƻŦ IŀƭŜȅΩǎ 5ƛǘŎƘΦ .ŜǘǿŜŜƴ нллр ŀƴŘ 
2008, Lockheed Martin collected more than 500 soil and sediment samples from 150 locations in and 
ŀŘƧŀŎŜƴǘ ǘƻ IŀƭŜȅΩǎ 5ƛǘŎƘΦ 

Based on the results, the Corporation developed a cleanup plan and submitted the proposed plan to the 
U.S. EPA in January 2009 and work began in June 2009Φ [ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ ƻōƧŜŎǘƛǾŜ ŦƻǊ ǘƘŜ ŎƭŜŀƴǳǇ was 
to remove PCB-contaminated soil and sediment to achieve a level that would ƴƻǘ ǇƻǎŜ ŀ Ǌƛǎƪ ǘƻ ǇŜƻǇƭŜΩǎ 
health or to the environment. 

The project, which began in June 2009, removed and disposed of off-site soft sediment as well as soil 
that contained PCB concentrations greater than an EPA actionable level. Contaminated soil removed 
from excavated areas was replaced with cleaner soil. The ǎƛǘŜΩǎ excavated areas were restored after the 
cleanup was completed. 

Lockheed Martin has reduced the risk of future contamination by installing a rubber membrane over the 
roof of the Airdock, replacing siding on the building, replacing rain gutters, and installing filters over 
storm drain surface openings. 
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Upon completion of the project in June 2010, the site was renamed IŀƭŜȅΩǎ wǳƴ ŀƴŘ ŘŜŘƛŎŀǘŜŘ ŀǎ ŀ 

walking trail to the community. The project has been touted by local, state and federal government 

ƻŦŦƛŎƛŀƭǎ ŀǎ ŀ άƳƻŘŜƭέ ŦƻǊ ǘƘŜ ǿŀȅǎ future restoration projects should be done and sets a stage for how 

to do it right. The communications and community outreach on this project was conducted between 

January 2008 and June 2010 with post evaluations in August 2010.  
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RESEARCH 
 

The protocol for the research on the project followed a traditional approach τ three types of research 

were conducted prior to the development of a behavioral profile. This profile leads to the development 

of the communications/community outreach plan. The profile helps the researchers understand the 

communications and relationship styles, the preferred styles for learning tools ς visual, auditory or 

kinesthetic styles ς and suggests those stakeholders who might be interested in the IŀƭŜȅΩǎ 5ƛǘŎƘ 

environmental cleanup. Primary research (Internet reviews and research); secondary research including 

community visits and observations; and confirmatory research conducted through interviews with 

attendees at the June 2009 public information meeting were all used to help build the 

communications/community outreach plan. 

 

PRIMARY RESEARCH 

Primary research was conducted using the Internet and included:  

¶ Demographic 

¶ Socio-economic 

¶ Psycho-graphic  

¶ Media 

  

¶ Demographic research helps determine who lives in the area, their ages, number of family 

members, median income, home values, consumer interests, gender, race, education levels,  

etc. This research helps us determine on whom we will focus our communication program, and 

helps us determine how best to develop and frame understandable messages. Although there 

were about 600~ households within a two-mile radius (the site is located in an industrial area), 

we determined that only about 40 - 50 ƻŦ ǘƘŜǎŜ ƘƻǳǎŜƘƻƭŘǎ ǇŜǊŎŜƛǾŜŘ ǘƘŜ IŀƭŜȅΩǎ 5ƛǘŎƘ ǎƛǘŜ ŀǎ 

their neighbor and had an interest in the actual cleanup of the environmental problem.   

¶ Socio-economic research helps determine how and what the neighbors spend their money on 

such as electronics. It also helps us understand what their interests are in things of an 

environmental nature and how many of them most likely have computers and Internet access. 

We determined that less than 50% of the neighbors to the site used the Internet to get primary 

information and news. 

¶ Psycho-graphic research helps us understand their social and community views, problems and 

issues. For example, this research determined they were interested in having a safe and clean 

environment where their children and grandchildren could live and play. They were interested 

in having a clean and orderly environment around their homes and took great pride in keeping 

their properties in good repair.  The research also showed they had no exceptional or high 

concern about such issues such as environmental or health problems. 

¶ Media research indicated that between 30-45% of the people in the defined neighborhood read 

a publication of some kind to get their news; about 25% used Cleveland, Canton or cable 
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television stations; and about 50% or so used the Internet but seemingly only as a secondary 

information source. A review of the media outlets were conducted for their history on coverage 

of events pertaining to Lockheed Martin. We concluded that we would use the local newspaper 

to place display advertisements to announce public meetings.   

 

Findings from this research helped us to develop a 600~ household and business mailing list for 

invitations to the first public information exchange held in June 2009. However, it was our professional 

assessment based on our research that those households closest to the site ς ƻǳǊ άŦŜƴŎŜ-line neighborsέ 

(the 40 - 50 previously mentioned) ς would be the main focus for an ongoing and systematic 

communications program of a personalized nature. We anticipated that  between 45 - 50 neighbors 

would attend the meeting; 32 people actually attended. 

 

SECONDARY FIELD RESEARCH  

Secondary field research was conducted during a site visit. The consultants drove through the 

neighborhoods to observe the homes and visit locations of potential meeting sites and to gather 

observatory data on the surrounding environment to the site. In this research, we determined the site 

was located adjacent to a salvage yard, a small operating chemical plant and body shop, and a 

neighborhood of middle income homes and rental apartments. We did not find signs of graffiti or any 

gang symbols. We observed children playing in their yards and that the site was fenced on all sides.  We 

observed yards were well kept, no abandoned vehicles, and no trash in or around the residences. We 

saw homes flying flags, neighborhood bars and grills, and the local municipal airport was at one end of 

the geographic area and the Goodyear complex at the other. This was a neighborhood surrounded by 

industrial complexes that had maintained for the most part its own identity and was reminiscent of a 

1950s subdivision. 

CONFIRMATORY RESEARCH 

Confirmatory research is used to further develop a stakeholder behavioral profile to help us determine 

how to best engage with the neighbors. It helps us develop the communicationsΩ venues and tools for 

those actually attending and participating in a public information outreach. We have used confirmatory 

research at other sites to help us determine aspects of behaviors of our stakeholders. We do this type of 

research through face-to-face interviews that occur either before, during or after public information 

sessions. These interviews help us determine if the primary research is reasonably accurate (thus the 

term confirmatory) and help us brainstorm the outreach strategies, information tactics and specialized 

tools used to effectively communicate with those who demonstrate an interest in the project from that 

point forward.  
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DEVELOPMENT OF THE BEHAVIORAL PROFILE 

The primary, secondary and confirmatory research is analyzed. We then use this research to develop a 

behavioral profile of what the stakeholders may need to understand the project; how best to deliver this 

information; and the anticipated reaction and responses to this engagement.  From the survey questions 

and the research, we determine if those attending the public information exchange are formal or 

informal in relationship and communications styles; whether they are analytical or emotional in their 

interpersonal styles, and whether they prefer information delivered in visual (seeing), auditory (hearing), 

or kinesthetic (feeling) learning styles.  
 

 BEHAVIORAL PROFILE ANALYSIS 

Our initial profile suggested: 

¶ About 40 - 50 households were the closest neighbors to the site and would most likely 

participate in the outreach effort  (Would become the focused stakeholder group ς άƻǳǊ 

ƴŜƛƎƘōƻǊǎέύ 

¶ Six small, two medium-size and two large businesses were possible stakeholders  

¶ Neighbors ranged in age from 25 to 85 years of age 

¶ Families had children ranging from two years to late teens 

¶ A number of the older neighbors were helping to raise their grandchildren 

¶ Homes in the neighborhood were well maintained (Demonstrates pride and accomplishment) 

¶ For the most part the neighbors demonstrated pride in their community, i.e. flags displayed, 

grounds well maintained, play equipment in yards in good repair, no abandoned vehicles in 

yards (although an adjacent salvage yard had their entire yard fenced in to try to minimize visual 

views of the salvage)  

¶ About 50% of these neighbors were retired from industry in the immediate area (WWII, Korean 

and Vietnam and Baby-boomer era adults) 

¶ The majority of those employed were working locally and were middle income 

¶ There were employed and retired union members living in the area 

¶ The Eliot Community Center and a local elementary school seemed to be the most desirable 

places to conduct public outreach meetings  

¶ The Akron Beacon Journal had less than 25% market share in the defined neighborhood and 

other print media outlets even less 

¶ Television outlets were limited to stations in Cleveland and Canton, Ohio ς 20 and 40 miles from 

the site; we determined coverage of the project would be limited unless there were problems or 

controversy 

¶ The Akron radio station did not have a significant news outreach component  

¶ Lockheed Martin had a communicationΩs representative on site to handle media 

¶ Media coverage about Lockheed Martin basically had been limited to usual news from an 

industrial park, i.e. layoffs, management changes and legal controversies 

¶ Coverage of environmental issues and controversies in the immediate area were limited 
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¶ bƻ ǎƛƳƳŜǊƛƴƎ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ƻǊ ŀŎǘƛǾƛǎǘǎΩ ƛǎǎǳŜǎ ǿŜǊŜ ŘƛǎŎƻǾŜǊŜŘ 

¶ No health concerns or issues were discovered 

 

The primary and secondary research, the responses to the survey questions, the stakeholder 

interactions at the public outreach meeting with the project leads and other attendees, and the 

observation of the interpersonal behaviors that resulted determined that as a whole the interested 

stakeholders were: 

¶ Pre-dominantly high school educated 

¶ Had lived in the community for a number of years 

¶ Proud of their associations with the industries in the area 

¶ Proud of their homeownership  

¶ Proud of their country 

¶ Had a sense of history  

¶ Pre-dominantly informal in relationship and communications style 

¶ Working class or retired 

¶ Visual and kinesthetic in their preferred learning styles 

¶ Men and women of all ages seemed to equally participate in the Q&A and poster session  

¶ Came prepared to the meeting having read the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ and with questions written in the 

Guide 

 

This assessment suggested that:  

¶ We needed to deliver information in a printed hard copy format (Kinesthetic and Visual) ς this 

as opposed to an Internet delivery 

¶ Easy to read (at the 9th grade or lower levels whenever possible) ς this would mean we would 

ƴŜŜŘ ǘƻ ƳƛƴƛƳƛȊŜ ƻǊ ŜȄǇƭŀƛƴ ƛƴ ƭŀȅƳŜƴΩǎ ƭŀƴƎǳŀƎŜ ǘŜŎƘƴƛŎŀƭ ǘŜǊƳǎ  

¶ Loaded with photographs or easy to understand art or drawings (Visual) 

¶ Delivered in small group poster style Q&A meetings where the stakeholders could visit one-to-

one and get their questions answered (Informal relationship style) 

 

Further, we determined that we would need to continue to develop and maintain relationships with key 

stakeholders who expressed interest, raised issues, or questioned project planning and activities at the 

information exchange as they served as gatekeepers of information for many others in the community 

and helped set the appropriate relationship stage. 
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SURVEY QUESTIONS ς PUBLIC INFORMATION EXCHANGE ς JUNE 2009  

The following survey questions were used at the initial public information exchange in June 2009 as the 

confirmatory research. This survey helped us further refine our behavioral profile and determine 

appropriate communications strategies and tactics. Thirty-two people attended this meeting and we 

were able to extensively interview 15 of those who attended. We opted to conduct this type of research 

because a focus group did not appear to be feasible.  

N = 15 

 

The questions were: 

1. Did you receive the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ ǘƻ ǘƘŜ IŀƭŜȅΩǎ 5ƛǘŎƘ Project? (Attention to postal materials ς 

100% replied they did) 

2. Did you look at or read this information prior to attending this meeting? (Visual ς 90% replied 

yes) 

3. Do you prefer an informal approach such as this public information exchange or a more formal 

public hearing or meeting with presentations to get your information? (Behavioral relationship 

style ς 95% said yes they preferred informal style meetings) 

4. Do you want information on a regular basis about the work underway at the site? Weekly, 

Monthly, Quarterly? (Frequency of interest ς 95% replied monthly)  

5. Should this be written or oral information? (Kinesthetic ς 50%; Auditory ς 50%) 

6. Do you want this information to include photographs showing progress of this work? (Visual ς 

100%) 

7. Do you read the local newspaper? (Educational interest ς 25% replied they did) 

8. Would you use this newspaper to keep up-to-date on this project? (Kinesthetic ς 25% and Visual 

ς 25%) 

9. Do you have an interest in getting updates through the local television news? (Visual ς 25%) 

10. Do you have a computer and access to the Internet in your home, business, school or local 

library? (Kinesthetic ς 50%) 

11. Would you use the Internet to get information about this project if it were made available? 

(Technical abilities ς 50%) 

12. If a person were made available to provide you face-to-face contact to answer questions and 

resolve issues would you call, e-mail or otherwise contact this person to assist you? (Behavioral 

relationship style ς 45%) 
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COMMENTS FROM ATTENDEES 

¶ ά²Ŝ ŎŀƳŜ ƘŜǊŜ ǘƘƛǎ ŜǾŜƴƛƴƎ ǘƻ see ǿƘŀǘ ƛǘ ƛǎ ǘƘŀǘ ȅƻǳ ŀǊŜ ƎƻƛƴƎ ǘƻ ŘƻΦέ (Visual) 

¶ ά²Ŝ ǊŜŀƭƭȅ ƭƛƪŜ ǘƘŜ photos that explain the projectΦέ (Visual) 

¶ άIŀǾŜ ȅƻǳ ŜǾŜǊ thought about doing some videos ŦƻǊ ¸ƻǳ¢ǳōŜ ǘƻ ƪŜŜǇ ǳǎ ǳǇŘŀǘŜŘΚέ (Analytical 

& Visual) 

¶ ά²ƘŜƴ L look ƻǳǘ ǘƘŜǊŜ L ǊŜŀƭƭȅ Řƻ ǎŜŜ ŀƴ ŀǊŜŀ ǘƘŀǘ ƴŜŜŘǎ ǘƻ ōŜ ŎƭŜŀƴŜŘ ǳǇΦέ (Visual) 

¶ άL ŀǇǇǊŜŎƛŀǘŜŘ ƘŀǾƛƴƎ ǘƘƛǎ ƎǳƛŘŜ Χ ƛǘ ƎŀǾŜ ƳŜ ƎƻƻŘ ƛƴŦƻǊƳŀǘƛƻƴ ƛƴ ƻƴŜ ǇƭŀŎŜΦέ (Kinesthetic) 

¶ ά¢Ƙƛǎ ƛǎ ŀ ƴƛŎŜƭȅ ŘƻƴŜ ōƻƻƪƭŜǘ ǘƘŀǘ ŀƴǎǿŜǊǎ Ƴȅ ǉǳŜǎǘƛƻƴǎ ς I read it front to back and wrote down 

Ƴȅ ǉǳŜǎǘƛƻƴǎ ƘŜǊŜΦέ(Kinesthetic) 

¶ άbƻǿΣ ǿƘƻ ƛǎ ƛǘ ǘƘŀǘ ǿƛƭƭ ōŜ ƘŀƴŘƭƛƴƎ ǘƘƛǎ ǿƻǊƪ ŦƻǊ ȅƻǳΚέ (Relational) 

¶ άL ƴŜŜŘ ǘƻ show ȅƻǳǊ ƳŀƴŀƎŜǊ ǿƘŀǘ Ƴȅ ŎƻƴŎŜǊƴ ƛǎΦέ (Visual) 

 

OBSERVATIONS OF THE INTERVIEWER 

¶ People were polite and orderly 

¶ At least 20 of the 32 attendees brought their /ƛǘƛȊŜƴΩǎ DǳƛŘŜǎ with them and had marked them 

up with questions 

¶ Several people spent a good amount of time looking at maps and diagrams 

¶ When people had a question they wanted face-to-face contact with the project manager 

¶ All 32 attendees requested to be kept informed about the project as work began and proceeded 

 

This information was analyzed and became the basis for the design of the communications and 

community outreach program. 

 

KEY MESSAGES DEVELOPED BASED ON ANALYSIS 

Based on the behavioral analysis we determined that the key messages for consistent use throughout 

this project would be: 

¶ Lockheed Martin will do the right thing, because it is the right thing to do. This was a 

reaffirmation of the corporate message used for all remedial site projects. It is the foundation of 

ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇƘƛƭƻǎƻǇƘȅ in conducting this type of work. 

¶ Lockheed Martin will comply with all local, state and federal regulations and collaborate with 

the regulators to ensure the project is done to meet or exceed their expectations. 

¶ Lockheed Martin will be a good neighbor and an exemplary corporate citizen to the site 

neighbors. 

¶ Lockheed Martin will keep the neighbors informed and involved and will resolve problems, 

issues and concerns promptly.  
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ACTION PLANNING 
 
The action planning phase of the project involved taking the lessons learned from other award-winning 

projects and combining the best possible brainstorming to this project to design a comprehensive plan. 

 

Two plans and a procedure were designed as part of the action planning process.  

 

¶ The comprehensive communications and community outreach plan (C/CO Plan) was designed 

and set to a budget and schedule 

¶ A crisis management plan was developed. This plan was designed to handle site personnel or 

event crises and designated the facility spokesperson as the media point of interface 

¶ An issue management procedure designating project and facility personnel also was prepared. 

The issues management procedure provided a 1.800 telephone number, an e-mail address and a 

facility point of contact for stakeholder entry into the issue resolution or question answering 

process. The facility /ƻƳƳǳƴƛŎŀǘƛƻƴΩǎ wŜǇǊŜǎŜƴǘŀǘƛǾŜ  worked closely with the site project 

manager (PM) to contact stakeholders, define the issue and pass it to the PM for handling and 

closure 

 

PLANNING PHILOSOPHY 

We believe that each project should be approached with a well-defined philosophy. The C/CO Plan 

philosophy focused on developing relationships with the impacted fence-line neighbors so that we 

could:  

1. Build a relationship of trust and integrity with the neighbors 

2. Communicate information to them in a manner and style that could be easily accepted and 

understood  

3. Create an ongoing dialogue with the neighbors so that any questions, concerns or issues could 

be addressed in a timely fashion using the issues management procedure 

4. Resolve any problems with the neighbors while still maintaining the integrity of the project 

5. Meet the requests of the neighbors whenever possible to extend our collaborative efforts and 

incorporate those things which improves the projectΩǎ outcome 

6. Restore the site to a condition that would allow the neighborhood to be able to use it and be 

proud of having it returned to them in a remediated and restored manner (it was at the time the 

work began grown up with weeds, fenced in and fenced off from all use) 

7. Demonstrate through our behaviors ǘƘŀǘ [ƻŎƪƘŜŜŘ aŀǊǘƛƴ ǿŀǎ ŎƻƳƳƛǘǘŜŘ ǘƻ άŘƻƛƴƎ ǘƘŜ ǊƛƎƘǘ 

thing, ƛƴ ǘƘŜ ǊƛƎƘǘ ǿŀȅέ ƛƴ ǘƘŜ ǿƻǊƪ ǘƘŜȅ ǿŜǊŜ ǇŜǊŦƻǊƳƛƴƎ ǘƻ ŎƻǊǊŜŎǘ ŀƴ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ƛƴǎǳƭǘ  

8.  Reassure the neighbors that the work was being done and inspected under appropriate local, 

state and federal oversight and would meet or exceed all commitments made in the approved 

work plan 
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The plan used informationΣ ŜŘǳŎŀǘƛƻƴŀƭ ŀƴŘ ōŜƘŀǾƛƻǊŀƭ ǇǳōƭƛŎ ǊŜƭŀǘƛƻƴǎΩ ǎǘǊŀǘŜƎƛŜǎ ŀƴŘ ǘŀŎǘƛŎǎ ǘƻ 

accomplish this task.  

PLANNING MODEL 

The conventional public relations model incorporating  research, action planning, communications and 

evaluation (R.A.C.E.) was used to build the plan. Behavioral analysis, confirmatory research and 

stakeholder profiling were additional innovative tactics used in the design of the plan. Innovative 

communications tools were generated from the plan development.  

 
GENERAL ASSUMPTIONS 
As we worked to build the plan, we engaged the Lockheed Martin team in preliminary discussions to 

ensure we were in agreement on the following general assumptions: 

 

¶ That we will conduct a systematic plan of action to introduce and then communicate the 
remedial actions to the targeted audiences 

¶ That we are committed to engaging the public in an informational and educational process that 
will help us understand their concerns, issues and needs, and if and when discovered they will 
be dealt with efficiently and effectively to maintain the integrity of Lockheed aŀǊǘƛƴΩs 
remediation and community outreach process, and that whenever possible a mutually 
agreeable settlement of the issue is reached 

¶ That there is sufficient commitment of funding and a reasonable time frame to do properly a 
community involvement and outreach effort  

¶ That all parties are prompt in their review and approval of materials to ensure that the best 
possible information products can be prepared in a non-crisis manner 

 
SPECIFIC PROJECT ASSUMPTIONS 
The Lockheed Martin remediation and restoration team indicated to us they some specific assumptions 
also should be incorporated into the planning. These included: 

¶ That in the winter (1st Quarter 2009) removal of trees and underbrush is a possibility but that 
such removal would not be conducted prior planned interactions with the impacted 
stakeholders 

¶ That the latest removal of trees and underbrush would occur around July 2009 

¶ That onsite remediation work would begin August 2009 

¶ That about 15,000 to 17,000 tons of soil and sediment would be removed or about 1,000 dump 
trucks loads  

¶ That work would be completed and an onsite close-out ceremony would be held sometime 
between June and August 2010 
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STRATEGIC OBJECTIVES AND BEHAVIORAL MEASUREMENTS 
From these discussions and based on our experience at other sites, we developed the following six C/CO 
Plan strategic objectives: 
 

1. To develop positive working relationships with key stakeholders in the community, who have an 
interest following and in engaging in a conversation about the project 
 

a. BEHAVIORAL MEASUREMENTS ς  
i. Number of attendees at the initial  public information exchange   
ii. Number of written or telephone inquiries submitted by stakeholders after this 

event and during the project work 
iii. Number of attendees at a closeout ceremony  

 
2. To ensure that information on the project is presented factually and in a timely manner to 

members of the public who have an interest 
 

a. BEHAVIORAL MEASUREMENTS ς  
i. Internal planning would ensurŜ ǘƘŀǘ ƴƻ άǇƛƴŎƘέ ƻǊ άŎǊƛǎƛǎέ ǊŜŀŎǘƛƻƴǎ ǘƻ 

requests for  information or educational needs would arise so that the best 
quality information could  be produced and delivered in a timely fashion  

ii. The fence-line neighbor in one-to-one  interviews would provide their 
opinions of the timeliness and factualness of the information 

 
3. To present the concept in easily understandable language and with appropriate visuals and then 

engage interested stakeholders in a conversation to understand their concerns and issues and to 
get their feedback and input 
 

a. BEHAVIORAL MEASUREMENTS ς  
i. Fence-line neighbors  would tell us if information distributed was read, 

understood and was helpful 
 

4. To educate and inform the affected, impacted or interested members of the business 
community about the project and listen to their issues and concerns, and integrate them into 
the planning for a path forward 
 

a. BEHAVIORAL MEASUREMENTS ς  
i. A written process ensures that when issues, concerns, inquiries, requests or 

questions were submitted via telephone or e-mail that they were handled by 
the project manager and a decision was reached and documented 
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5. To sustain interest and support for the project and the community outreach initiative 
throughout the project so that conflicting interests or concerns are resolved in a timely manner 
and to the satisfaction of all parties whenever possible 
 

a. BEHAVIORAL MEASUREMENTS ς  
i. That the actual number of complaints aired through the media or other public 

forums would be less than ten 
 

 
6. To seek to continually build trust and integrity with the stakeholders through our behaviors 

 
a. BEHAVIORAL MEASUREMENT ς  

i. That in post survey interviews the interviewees on a scale of 1.0 to 10.0  

would rate the level of trust and integrity 7.0 or higher 

 
IMPLEMENTATION PHILOSOPHY  
The communications team agreed on the front-end with the technical team to base the C/CO plan 
philosophy on three key philosophies: 
 

¶ Develop a fundamental understanding with the targeted audiences about the remedial project 
ǇƭŀƴƴŜŘ ŦƻǊ IŀƭŜȅΩǎ 5ƛǘŎƘ 

¶ Ensure that the interested stakeholders have input into assisting Lockheed Martin in making the 
appropriate decisions for the impacted area  

¶ Resolve any and all stakeholder issues and concerns efficiently and effectively with mutual gains 
for each party whenever possible 

 
PROPOSED GEOGRAPHIC COVERAGE AREA 
Based on the understanding of the economic, environmental, social and visual impacts that the project 
could have on the surrounding geographic area, it was determined that the following geographic area 
(see map) around the site would be the universe. The smaller area was the targeted area and we 
anticipated would include between 40-50 fence-line neighbors; in reality we ended up with 32 fence-line 
neighbors interested in the project. 
 
Approximate area of the άǳƴƛǾŜǊǎŜέ ƻŦ ǇƻǎǎƛōƭŜ ǎǘŀƪŜƘƻƭŘŜǊǎ ŜȄǘŜƴŘǎ ŦǊƻƳ IŀƭŜȅΩǎ 5ƛǘŎƘ ǘƻ !ŘŀƳΩǎ wǳƴΣ 
East Archwood Avenue and Triplett Blvd. The fence-line neighbors are outlined in red with light red fill. 
This area contained the 32 neighbors used as the targeted stakeholder group. 
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There are no residences along Archwood Ave and only a few businesses south of Triplett. We estimated 
around 400~+ stakeholders in this universe and then we included:  

 

¶ Elected officials and their staffs ς local, state and federal levels 

¶ Federal and state field office staff representatives 

¶ Unions and related trade associations 

¶ Public school systems 

¶ Small and medium size service businesses 

¶ Industries 

¶ Chambers of commerce  

¶ Economic development groups 

¶ Medical services community 

¶ Civic clubs and associations 

¶ Employees and their families at Lockheed Martin MS2 

¶ Lockheed Martin MS2 retirees and their families  

Haleyôs 

Ditch 
Adams 

Run 
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¶ Professionals within the geographic area 

¶ State associations who may have a stake in the project 

¶ Contractors, their employees and families 
 

The overall mailing list came to 600~ with the focus for ongoing communications on the 32 fence-line 

neighbors. 

 

MEDIA COVERAGE ANALYSIS 

A review of the media outlets ς newspaper, radio and television in the Akron, Cleveland and North 

Canton area ς helped us decide to use the media as a passive information resource. We determined the 

most likely interest would be from the Akron Beacon Journal and that other outlets would have little or 

no interest unless there was an accident or controversy.   We decided to use the Akron newspaper to 

place display advertisements to announce the two public events in June 2009 and June 2010. 

 

TARGETED STAKEHOLDER GROUP 

Since funds to develop and implement a C/CO plan are always limited, it becomes necessary to narrow 
down the audiences to the key targeted stakeholders. The universe as defined by the geographic 
assessment had 600~ +  households while the smaller targeted area included 40-50 households that are 
άŦŜƴŎŜ-line neighborsέ to the site. Ultimately the targeted audience was narrowed to 32 people, who 
were mostly our fence-line neighbors who had attended the June 2009 public information exchange and 
said they wanted to be kept informed about the work underway including progress newsletters.  
 
INITIAL MAILINGS AND CONTACT 
To begin the engagement process and determine actual interest, two initial mass mailings were 
prepared and sent to the larger list. Two similar mass mailings were done when the project was closed 
out and dedicated. 
 
The  mass mailings to the 600~+ name mailing list included:  

1) Initial mailing of the /ƛǘƛȊŜƴǎΩ DǳƛŘŜ ǘƻ ǘƘŜ tǊƻǇƻǎŜŘ /ƭŜŀƴǳǇ ŀǘ IŀƭŜȅΩǎ 5ƛǘŎƘ with a 
letter of introduction to the project and invitation to attend the June 2009 public 
information exchange 

2) Follow-up mailing of a historic postal card showing the Air Dock that included a 
reminder to attend the June 2009 session 

3) Postal card showing a photograph of the restored site and inviting folks to attend the 
closeout and celebration ceremony on June 30, 2010 

4) Closeout newsletter mailed in August 2010  
 
These mailings ensured that the larger geographic area was at least given the opportunity to stay 
informed and involved should anyone else choose to engage. 
 

 

 

 



LOCKHEE5 a!w¢LbΩ{ I![9¸Ω{ 5L¢/I 9b±Lwhba9b¢![ w9a95L!¢Lhb !b5 w9{¢hw!¢Lhb PROJECT:  

CHANGING AN URBAN DITCH INTO A COMMUNITY WALKING TRAIL     21 

 

 
Prepared for Lockheed Martin by Dr. L. Darryl Armstrong and Associates Behavioral Public Relations 
www.ldarrylarmstrong.com ς 1.888.340.2006 ς drdarryl@aol.com 

INNOVATIVE STRATEGIES 

Among the innovative strategies used: 

¶ Integration at the outset of the communications team with the technical team 

¶ Use of a behavioral analysis and profile to discern fence-line neighbors communications needs 

¶ Establishment of behavioral based measurements 

¶ Dave Gunnarson was the best possible choice as a manger for this project. Mr. Gunnarson 

understood the importance of communications and community outreach. He was willing to be 

counseled on handling various aspects of the communications. His demeanor, understanding of 

the project and his ability to deliver information in a conversational yet professional style was a 

major asset to this program 

¶  Partnering ς The project manager from the outset of the project worked closely with the 

Western Reserve Land Conservancy and the City of Akron Parks and Recreation to facilitate a 

future operating agreement to maintain and enhance the community walking trail once the 

remediation and restoration was completed 
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COMMUNICATIONS 
 

Standard as well as innovative strategies and communication tools and tactics were developed based on 

the behavioral profile and the proposed strategic objectives and defined behavioral measurements. 

 

PRINTED COMMUNICATIONS 

Seven printed communications tools were developed to meet the visual and kinesthetic needs of the 

targeted audience: 

¶ A comprehensive /ƛǘƛȊŜƴΩǎ DǳƛŘŜ ǘƻ ǘƘŜ tǊƻǇƻǎŜŘ {ƻƛƭ /ƭŜŀƴǳǇ ŀǘ IŀƭŜȅΩǎ 5ƛǘŎƘ 

¶ Two postal cards ς one historical showing a photograph of the airship hanger; the other showing 

the restored  site 

¶ High-definition posters for the public information exchange in June 2009 and others for the 

celebration and closeout ceremony in June 2010 

¶ A unique site project sign used to introduce the community to the contractors and provide a 

venue for interested neighbors to get copies of the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ and the monthly progress 

newsletters 

¶ Monthly progress newsletters laden with progress photographs were issued monthly 

throughout the projectΦ ¢Ƙƛǎ ǿŀǎ ƳŀŘŜ ǇƻǎǎƛōƭŜ ōȅ [ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ ŎƻƴǘǊŀŎǘƻǊǎ ƘŀǾƛƴƎ ǘŀƪŜƴ 

weekly photographs to document their work and progress and then sharing them with the 

communications team using www.photobucket.com 

¶ An educational three-sided kiosk for the entrance to the walking trail that gave the history of 

the site, the process of the remediation and restoration in words and photographs as well as 

holders of additional newsletters and /ƛǘƛȊŜƴΩǎ DǳƛŘŜǎ 

¶ A close-out newsletter that focused on the activities of the celebration held on June 30, 2010 

 

ELECTRONIC, INTERNET AND SOCIAL COMMUNICATIONS 

Two web sites were used to provide information via the Internet: 

¶ The Lockheed Martin web site (www.lockheedmartin.com) was used to house all reports and 

published communications tools such as the /ƛǘƛȊŜƴΩǎ Dǳƛde and monthly progress newsletters.  

¶ After the closeout and celebration ceremony a special web site (www.haleysrun.com) was 

designed so those attending the event could download and keep photographs from the event. 

YouTube style videos also were developed and loaded to this site. 

¶ No social media was deployed 

 

 

 

 

 

 

http://www.photobucket.com/
http://www.lockheedmartin.com/
http://www.haleysrun.com/


LOCKHEE5 a!w¢LbΩ{ I![9¸Ω{ 5L¢/I 9b±Lwhba9b¢![ w9a95L!¢Lhb !b5 w9{¢hw!¢Lhb PROJECT:  

CHANGING AN URBAN DITCH INTO A COMMUNITY WALKING TRAIL     23 

 

 
Prepared for Lockheed Martin by Dr. L. Darryl Armstrong and Associates Behavioral Public Relations 
www.ldarrylarmstrong.com ς 1.888.340.2006 ς drdarryl@aol.com 

COMMUNITY OUTREACH EVENTS 

Two outreach events were designed and implemented: 

¶ In June 2009, an informal public information Q&A session was arranged and held at the local 

community center 

¶ The second event was the closeout celebration held in June 2010 in a tent on the site of the 

ǊŜƳŜŘƛŀǘŜŘ ŀƴŘ ǊŜǎǘƻǊŜŘ IŀƭŜȅΩǎ 5ƛǘŎƘ 

¶ As part of the celebration ceremony, the over 200 attendees were given the opportunity to 

plant flowers and shrubs along the newly dedicated trail  

 

MEDIA INTERFACE 

Lockheed Martin chose to be passive in their handling of the media. Although invited to each event, the 

media was not proactively engaged. Display advertising and a post closeout celebration news release 

were distributed to the media.  

 

COMMUNICATION AND COMMUNITY OUTREACH TACTICS AND TOOLS 

The following communications and community outreach tactics and tools were deployed and used for 

this project. See the appendices for examples of each.  Listed in alphabetical order: 

¶ Advertisements 

¶ Behavioral Analysis 

¶ Celebration Web Site 

¶ /ƛǘƛȊŜƴΩǎ DǳƛŘŜ 

¶ Closeout Celebration 

¶ Closeout Newsletter 

¶ Inquiry Process 

¶ Kiosk 

¶ Lockheed Martin Web Site 

¶ Monthly Progress Newsletters 

¶ Partnering 

¶ Photo and Video Documentation 

¶ Planting Activity 

¶ Postal Cards 

¶ Posters 

¶ Presenters 

¶ Site Project Sign 

¶ Surveys  - Interviews 

¶ Team Integration 

¶ You Tube Video 

¶ Video ς Lockheed Martin Professionally Produced 
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Advertisements   

Two ads were developed and published in the Akron Beacon Journal to invite interested members of the 

public to the June 2009 and June 2010 events. Anecdotal evidence suggests both ads influenced 

members of the public to attend both events. 

 

Behavioral Analysis 

Further behavioral analysis beyond the initial profile confirmed the 32 primary stakeholders 

(determined by who showed up at the initial public information exchange and expressed interest in 

having ongoing contact and communications) as being Low Tech-High Touch (LTHT) in nature. This 

confirmed our initial hypothesis and assessment. Therefore, to meet their needs a suite of 

communications tools were developed and used including a comprehensive /ƛǘƛȊŜƴΩǎ DǳƛŘŜ, a series of 

posters with photographs and monthly progress newsletters.  To fulfill interest for the few High Tech-

Low Touch (HTLT) stakeholders, all reports and other information also were loaded to the 

www.Lockheed Martin.com website.  No social media was deployed. 

 

Celebration Web Site 

 A special www.HaleysRun.com web site also was designed where all photographs from the event were 

loaded along with a short video. The public was encouraged to go to the site and download the 

photographs of their families and friends. After receipt of the closeout newsletter in mid-August, the 

IŀƭŜȅΩǎ Run site had over 300 hits within a seven day period. The site was designed to honor the 

contributions the public made to the closeout celebration.  

 

/ƛǘƛȊŜƴΩǎ Guide 

A comprehensive /ƛǘƛȊŜƴΩǎ DǳƛŘŜ ǘƻ ǘƘŜ tǊƻǇƻǎŜŘ {ƻƛƭ /ƭŜŀƴǳǇ ŀǘ IŀƭŜȅΩǎ 5ƛǘŎƘ, as opposed to the 

conventional fact sheet usually done for these types of projects, was developed and sent to an initial 

mailing list of 600~ possible stakeholders prior to the first public information exchange. This guide, 

written at an average 9th grade level incorporated background information, an assessment of the 

ŎƻƴǘŀƳƛƴŀǘƛƻƴ ŀǘ IŀƭŜȅΩǎ 5ƛǘŎƘΣ ǘƘŜ ǇǊƻǇƻǎŜŘ ǿƻǊƪ ǇƭŀƴΣ maps of the area to be cleaned up, historical 

and current site photographs, FAQs and contact information for  the user. The intent was to provide a 

one-stop-shop of information for the user. 

 

Closeout Celebration 

At the completion of the project, the stakeholders surrounding the site, the contractors and their 

families, the local dignitaries, local, state and federal officials, the area media and the general public 

were invited to attend the rededication of the site. At this event held in June 2010 the attendees could 

see posters of before and after photographs of the work; review a sequential timeline; sign a 

commemorative trail sign for posterity; enjoy refreshments; walk the trail with personnel and get 

explanations of the work conducted; ask and get their questions answered; and attend the official trail 

dedication with local, state and federal dignitaries. More than 200 people attended this event and were 

given a laminated commemorative agenda as a memento of the occasion. 

http://www.haleysrun.com/
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Closeout Commemorative Agenda 

Attendees at the closeout ceremony received a specially designed laminated keepsake agenda and trail 

map for a memento. More than 250 of these were given away during the event. 

 

Closeout Newsletter 

The closeout ceremony was extensively photographed and videotaped as part of the communications 

plan. The photographs were used in a closeout newsletter sent to the 600~ plus mailing list. The 

newsletter also was loaded onto the Lockheed Martin web site, distributed to the local library and to the 

local employees and contractors. 

 

Employee and Contractor Relations 

Critical to the success of any project is keeping the employees of the local Lockheed Martin facility well 

ƛƴŦƻǊƳŜŘ ŀƴŘ ǳǇŘŀǘŜŘ ƴƻǘ Ƨǳǎǘ ƻƴ ǘƘŜ ƛǎǎǳŜǎ ōǳǘ ŀƭǎƻ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǿƻǊƪ ŀǎ ǿŜƭƭΦ wŜƎǳƭŀǊ ŜƳǇƭƻȅŜŜ 

informational sessions were held to which contractors working the project were invited. The level of 

attendance at these sessions directly seems to depend on the level of community interest or 

controversy surrounding the project. The Lockheed Martin management at Akron through the auspices 

of the communications representative  used internal electronic and print sources to keep employees 

updated. Employees and their families, and the contractors and families were invited to the celebration 

and dedication and it was extremely well attended after work hours.  Lockheed Martin Corporate was so 

ƛƳǇǊŜǎǎŜŘ ǿƛǘƘ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǎǳŎŎŜǎǎ ǘƘŜȅ ŘŜŘƛŎŀǘŜŘ ŀƴ ŀǊǘicle in the in-house publication Today to the 

work of the team and the successful completion of the work. That article can be seen here:  8.10.2010 

TODAY: Environmental Restoration ς Team Transforms Site into Public Park. 

 

Inquiry Process 

 A formal process was established with the Lockheed Martin site communicationΩs representative where 

inquiries and questions were logged and then directed for quick resolution to the project manager. 

Requests that improved the project appearance or maintained good community relations were 

immediately handled. Requests and concerns were handled face-to-face whenever possible. As one 

neighbor clearly indicated in post interviews, ά[ƻŎƪƘŜŜŘ aŀǊǘƛƴ Ƙŀǎ ƎƻƴŜ ŀōƻǾŜ ŀƴŘ ōŜȅƻƴŘ ŀƴȅǘƘƛƴƎ ǿŜ 

ever expected they would do to cleanup this site and return it to our community and we are most 

ǘƘŀƴƪŦǳƭΦέ 

 

Kiosk 

An educational three-sided kiosk for the entrance to the walking trail was developed to give users the 

history of the site, the process of the remediation and restoration in words and photographs. 

 

Lockheed Martin Website 

The Lockheed Martin web site www.lockheedmartin.com was used to load technical reports and public 

information to for those inclined to use the Internet. 

 

http://lmco.cn/data/assets/corporate/documents/LMToday-Aug10.pdf
http://www.lockheedmartin.com/
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Monthly Progress Newsletters 

Monthly newsletters showing progress photographs were produced and sent to the 32 original 

stakeholders who attended the information meeting and hundreds more printed for distribution at the 

Kiosk sign, onsite at the plant, at the local library and for the contractors to use. 

 

Partnering 

Concurrent with the cleanup operations ŀǘ ǘƘŜ ǎƛǘŜΣ [ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ project manager worked closely 

with the City of Akron officials, the U.S. Army Corps of Engineers, the U.S. Environmental Protection 

Agency, state officials and a representative from the Western Reserve Land Conservancy to facilitate the 

ƛƴŎƻǊǇƻǊŀǘƛƻƴ ƻŦ ǘƘŜ ǎƛǘŜ  ƛƴǘƻ ǘƘŜ /ƛǘȅΩǎ ŎƻƳǇƭŜȄ ƻŦ ǿŀƭƪƛƴƎ ŀƴŘ ƘƛƪƛƴƎ ǘǊŀƛƭǎΦ ¢Ƙƛǎ ǇŀǊǘƴŜǊƛƴƎ ŜŦŦƻǊǘ ƛǎ 

unique in that it allowed the company to remediate the site and return it to the community for future 

use. Previously the site was  fenced in and unavailable for any public use. 

 

Photo and Video Documentation 

Field personnel were assigned to take numerous weekly photographs of the work underway for 

documentation and information purposes. A professional photographer and videographer were used to 

document the closeout celebration; however, because of the usual and customary turnaround time on 

getting a professionalΩΩ ǿƻǊƪ ƳŀŘŜ ŀǾŀƛƭŀōƭŜ ŦƻǊ ǘƘŜ ǎǇŜŎƛŀƭ ǿŜō ǎƛǘŜ, two semi-professional 

photographers and a videographer also were engaged. This allowed the client to immediately upload a 

large number of photographs and YouTube style videos to the closeout celebration web site. Later the 

ǇǊƻŦŜǎǎƛƻƴŀƭ ǇƘƻǘƻƎǊŀǇƘŜǊΩǎ photographs also were uploaded. All photographs were uploaded 

throughout the project to www.photobucket.com as a resource for users of the photographs. The 

professional video is expected to be available in September 2010.  

 

Planting Activity 

The project manager suggested that attendees be given the opportunity to plant flowers and shrubs 

along the trail to commemorate the event. Adults and children alike participated with more than 1,000 

plantings taking place. This idea was generated from an earlier situation in the project when an 11-year 

old young man from the neighborhood had asked if he could plant a tree on the property. Lockheed 

Martin readily agreed to his request and assisted him. They then decided to expand on the idea for the 

closeout celebration.   

 

 

 

 

 

 

 

 

 

http://www.photobucket.com/
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Postal Cards 

Research on the community and the stakeholders had indicated they had a sense of history and were 

visual and kinesthetic. Understanding this, we had printed on a large postal card a historical photograph 

ƻŦ ǘƘŜ ŀƛǊǎƘƛǇ ƘŀƴƎŜǊ ǘƘŀǘ ǿŀǎ ƻƴǎƛǘŜΦ ¢Ƙƛǎ άƪŜŜǇǎŀƪŜέ Ǉƻǎǘŀƭ ŎŀǊŘ ǿŀǎ ǳǎŜŘ ǘƻ invite the 600~ potential 

stakeholders surrounding the site to the initial public information exchange in June 2009. Past 

experience had indicated to us that we could expect about 10% of the universe contacted to attend ς 

that would have been about 60 people; 32 actually people attended. We also used a postal card to invite 

the same 600~ people to the June 2010 closeout celebration. This card showed the restored and 

ƭŀƴŘǎŎŀǇŜŘ IŀƭŜȅΩǎ wǳƴ ¢ǊŀƛƭΦ  9ȄǇŜǊƛŜƴŎŜ ƛƴŘƛŎŀǘŜŘ ǘƘŀǘ ǿŜ ǎƘƻǳƭŘ ƎŜǘ ŀōƻǳǘ нл҈ ƻŦ ǘƘŜ сллϤ people 

universe to attend or about 120 people; over 200 people actually attend for a 35~% penetration.  

 

Posters 

Posters with high-resolution photographs designed and based on the information in the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ 

were used in an informal meeting at the public information exchange held in June 2009 instead of a 

power point and formal presentation. Posters also were used for the Celebration/Close-out ceremony 

on June 30, 2010. 

 

Presenters 

Knowledgeable project personnel with high interpersonal skills were selected and coached and 

counseled on how to deliver the information and answer questions at the public information session.   

 

Public Information Exchange 

An informal Q&A poster session was held at the Eliot Community Center, a neighborhood gathering 

place in June 2009.  

 

Repository of Information 

Although we provide all information electronically on web sites, we have found without reservation that 

a physical repository such as a nearby public library is still needed for certain generational audiences ς 

primarily adults from the WWII, Korean War and Baby-Boomer eras. A public repository was established 

at a local library near the project site for this audience. 

 

Site Project Sign 

A unique project sign was built and erected onsite to provide a resource for information distribution to 

anyone who visited the site from the neighborhood. The project manager advised us that at times they 

had difficulty keeping enough progress newsletters and /ƛǘƛȊŜƴΩǎ DǳƛŘŜǎ in the distribution rack because 

so many neighbors came to the site entrance to observe the work and carry back information to their 

neighbors. 
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Surveys ς Pre and Post 

At the outset it was determined that we would do a pre and post survey to help gather information 

valuable to us in developing our communications tactics and tools.  The pre survey was conducted 

through personal interviews of 15 of the 32 attendees at the June 2009 Public Information Exchange. 

The post survey was conducted following the closeout celebration in June 2010. Telephone interviews 

were conducted with 25 of the 32 original attendees.  

 

Team Integration 

Unlike many projects, the communications team was integrated at the outset into the project 

management team and worked on a weekly basis with the technical team through teleconferences.  This 

integration enabled us to help educate the technical team to the sensitivities associated with 

communicating information to members of the community.  

 

You Tube Video 

To quickly load a video to the celebration site that would explain the basics of the project, a You Tube 

style video was done on site the day of the event with the project manager. This short 60-second highly 

informative video introduces and explains the project simply and succinctly. It is available at the 

www.haleysrun.com web site or on You Tube at http://www.youtube.com/watch?v=QaJYCDH5Mvg. 

Video ς Professionally Produced by Lockheed Martin 

A professionally produced video was shot and edited following the event. Lockheed Martin has loaded 

that video to theƛǊ ŎƻǊǇƻǊŀǘŜ ǿŜō ǎƛǘŜ ŀƴŘ ƛǘ ƛǎ ƭƛƴƪŜŘ ǘƻ ǘƘŜ IŀƭŜȅΩǎ wǳƴ ŎŜƭŜōǊŀǘƛƻƴ ǎƛǘŜΦ 

  

http://www.haleysrun.com/
http://www.youtube.com/watch?v=QaJYCDH5Mvg
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TIMELINE FOR COMMUNICATIONS TACTICS AND TOOLS DEPLOYMENT 

 

 

  
June ς Dec 2008 

Pre-project 
consultations      

 
Jan ς Mar 2009 RESEARCH PHASE 

Apr-09  ACTION PLANNING PHASE - Behavioral Analysis, Partnering Talks Begin, Team Integration  

May-09 COMMUNICATIONS PHASE - Citizen's Guide, Lockheed Martin Web Site Loaded, Posters Developed  

Jun-09 Advertisements, Public Information Exchange, Postal Card Invitation, Presenters Briefed, Pre - Survey Deployed 

Jul-09 Communications plan tweaked to accommodate findings of pre-survey 

Jul-09 
Site, Project Sign Installed, Inquiry Process, Monthly Progress Newsletters Begin, Photo and Video Documentation 
Begins 

Jan-10 Mid-point Evaluation and Assessment 

July 09 - June 10 Remediation followed by Restoration of site 

Jun-10 Celebration - Closeout, Kiosk, Planting Activity 

Jul-10 Celebration Web Site, , Monthly Progress Reports End 

Aug-10 Closeout Newsletter 

Aug-10 EVALUATION PHASE - Project end survey conducted by telephone 
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EVALUATION 
 

A post survey was conducted with 25 of the 32 fence-line neighbors. This survey was partially used to 

determine if the strategic objectives accomplished the behavioral measurements proposed at the outset 

of the project. Those assessments are listed as outcomes in the evaluation. Further, the communications 

team interviewed the project manager and the team leaders for the remediation and restoration teams 

to secure any lessons learned. 

 

STRATEGIC OBJECTIVES, BEHAVIORAL MEASUREMENTS AND OUTCOMES  

All strategic objectives were achieved. 
 
The following six strategic objectives and behavioral measurements were developed based on our 
research. The outcome of each is incorporated below as are the results assessed from the post interview 
of 25 of the 32 fence-line neighbors: 
 
N = 25 
 

1. To develop positive  working  relationships with key stakeholders in the 
community, who have an interest in engaging in a conversation about the project 

 
POST SURVEY QUESTION ς Did the Lockheed Martin project manager, the public information 
exchange and the closeout celebration help develop a positive, responsive working relationship with 
you as a fence-line neighbor?   Additional comments?  

  
a. BEHAVIORAL MEASUREMENTS ς  

i. Number of attendees at the initial  public information exchange   
ii. Number of written or telephone inquiries submitted by stakeholders after this 

event and during the project work 
iii. Number of attendees at a closeout ceremony  

 
b. OUTCOMES ς  

i. We projected 10% of the 600~ invited would attend the initial public 
information exchange ς 32 actually attended   

ii. We projected 20% of the same 600~ invited would attend the closeout 
ceremony; however, more than 200 attended the event  

iii. Of the 32 stakeholders that we engaged on the front-end, we interviewed 25 
of the same ones at the conclusion of the project 

iv. 25 of the 25 interviewees (100%) at the conclusion of the project replied that 
the project manager and contractors had developed a responsive and positive 
working relationship with them 

 
 
 



LOCKHEE5 a!w¢LbΩ{ I![9¸Ω{ 5L¢/I 9b±Lwhba9b¢![ w9a95L!¢Lhb !b5 w9{¢hw!¢Lhb PROJECT:  

CHANGING AN URBAN DITCH INTO A COMMUNITY WALKING TRAIL     31 

 

 
Prepared for Lockheed Martin by Dr. L. Darryl Armstrong and Associates Behavioral Public Relations 
www.ldarrylarmstrong.com ς 1.888.340.2006 ς drdarryl@aol.com 

2. To ensure that information on the project is presented factually and in a timely 
manner to members of the public that have an interest 

 
POST SURVEY QUESTION ς Did you think/feel that the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ, the posters at the 
public information exchange and closeout celebration and the monthly progress newsletters 
provided you timely and factual information?   Additional comments?  
 

a. BEHAVIORAL MEASUREMENTS ς  
i. Internal planning would ŜƴǎǳǊŜ ǘƘŀǘ ƴƻ άǇƛƴŎƘέ ƻǊ άŎǊƛǎƛǎέ ǊŜŀŎǘƛƻƴǎ ǘƻ 

requests for  information or educational needs would arise so that the 
best quality information could  be produced and delivered in a timely 
fashion  

ii. The fence-line neighbor in one-to-one  interviews would provide their 
opinions of the timeliness and factualness of the information 

 
b. OUTCOMES ς  

i. All deliverables for the project met or exceeded deadlines set 
ii. No pinches or crises occurred over deadline issues or information needs  
iii. 15 of 15 (100%) neighbors when interviewed at the outset of  public 

information exchange and 25 of 25 (100%) neighbors when interviewed 
after the closeout ceremony confirmed the factual and timely distribution 
of this information 
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3. To present the concept in easily understandable language and with appropriate 
visuals and then engage interested stakeholders in a conversation to understand 
their concerns and issues and to get their feedback and input 

 
POST SURVEY QUESTION - Did you think/feel that the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ, the posters at the public 
information exchange and closeout celebration and the monthly progress newsletters were 
άŎƻƳǇƭŜǘŜΣ ŀŎŎǳǊŀǘŜ ŀƴŘ Ŝŀǎƛƭȅ ǳƴŘŜǊǎǘƻƻŘ?  Were they written in easy to understand 
language and had sufficient visuals (photographs or art work) to help you understand the 
work to be conducted at the site?  Additional comments?  
 

a. BEHAVIORAL MEASUREMENTS ς  
i. Fence-line neighbors  would tell us if information distributed was read, 

understood and was helpful 
 

b. OUTCOMES ς  
i. 15 of the 15 interviewees (100%) at the public information exchange and  

25 of the 25 (100%) interviewees after the  closeout ceremony when 
interviewed advised they had read, understood and appreciated the LT-HT 
CitizeƴΩǎ DǳƛŘŜ  and ŎƻƴŦƛǊƳŜŘ ǘƘŜȅ ŦƻǳƴŘ ǘƘŜ ƎǳƛŘŜ ǘƻ ōŜ άŎƻƳǇƭŜǘŜΣ 
ŀŎŎǳǊŀǘŜ ŀƴŘ ƘŜƭǇŦǳƭέ  

ii. 15 of 15 (100%)  interviewees at the public information exchange 
expressed  appreciation for  having the information provided to them in 
advance of the initial outreach meeting so they could design their 
questions for the project team 

iii. 15  of the 25 (60%) in the post survey indicated they picked up copies of 
the guide at the project sign and shared them with neighbors 

iv.  25 of the 25 (100%) interviewed post celebration indicated they had 
regularly read the monthly progress newsletters  

v. 12 of the 25 interviewed (48%) post celebration indicated they had visited 
the site entrance to get information from the project sign 

vi.  6 of the 25 (24%) interviewed post celebration indicated they had ongoing 
contact with the project manager and shared information with their 
neighbors 
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4. To educate and inform the affected, impacted or interested members of the 

business community about the project and listen to their issues and concerns, and 

integrate them into the planning for a path forward 

 

POST SURVEY QUESTION ς Did you talk to the project manager or anyone at the site about an 

issue or concern you had? If yes, did the project manager listen to you and take action on your 

issue or concern?  Were you satisfied with the action taken? Additional comments?  

a. BEHAVIORAL MEASUREMENTS ς  
i. A written process ensures that when issues, concerns, inquiries, requests 

or questions were submitted via telephone or e-mail that they were 
handled by the project manager and a decision was reached and 
documented 

 
b. OUTCOMES ς  

i. Only 6 of the 25 interviewees in the post survey indicated they had 
actually submitted requests to the project manager or a member of the 
contractor team 

ii. Post celebration interviews of the 6 confirmed that all their requests and 
opinions were integrated where possible, and if not possible, that it was 
explained as to why they could not be integrated 

iii.  The site communicationΩǎ representative advised that 20 different 
telephone or e-mail inquiries were logged and handled to the satisfaction 
of the inquirer 
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5. To sustain interest and support for the project and the community outreach 

initiative throughout the project so that conflicting interests or concerns are 
resolved in a timely manner and to the satisfaction of all parties whenever 
possible 

 
POST SURVEY QUESTION ς Were your questions, concerns or issues answered in a timely 
manner? Were they resolved to your satisfaction?  Additional comments?  
 

a. BEHAVIORAL MEASUREMENT ς  
i. That the actual number of complaints aired through the media or other 

public forums would be less than 10 
 

b. OUTCOME -   
i. Zero complaints were aired through the media or any public forums 
ii. All 6 of the 25 post survey interviewees who had questions, issues or 

concerns (6 of 6 or 100%) indicated they received timely answers and their 
concerns were resolved ultimately to their satisfaction 
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6. To build trust and integrity with the stakeholders through our behaviors 

 

POST SURVEY QUESTION ς On a scale of 1 to 10 with 1 being little trust and integrity was built 

during this project to 10 being the most possible trust and integrity was built, how would you 

rate the level of trust and integrity you have in Lockheed Martin and its contractors? 

Additional comments?  

 

a. BEHAVIORAL MEASUREMENT ς  

i. That in post survey interviews the interviewees on a scale of 1  to 10  

would rate the level of trust and integrity 7.0 or higher 

 

b. OUTCOME ς 

i.  The 25 post survey interviewees rated as an average the level of trust and 

integrity at 8.75 
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COMMENTS FROM POST SURVEY INTERVIEWEES 

¶ άL ǘƘƛƴƪ ȅΩŀƭƭ ŘƛŘ ŀ ŦƛƴŜ ƧƻōΦ .ŜǘǘŜǊ ǘƘŀƴ L ŜǾŜǊ ŜȄǇŜŎǘŜŘΦέ 

¶ ά¢ƘŜ /ƛǘƛȊŜƴΩǎ DǳƛŘŜ ǿŀǎ ŀ ƎƻƻŘ ǿŀȅ ǘƻ Ǉŀǎǎ ƛƴŦƻǊƳŀǘƛƻƴ ǘƻ ǳǎΦ L ǿƛǎƘ ǘƘƻǳƎƘ ȅƻǳ ǿƻǳƭŘ ǿǊƛǘŜ ƛǘ 

even easier for me to understand - after all excavation is nothing more than digging up stuff and 

ƘŀǳƭƛƴƎ ƛǘ ƻŦŦΦέ 

¶ ά!ƭƭ ȅƻǳǊ ōƻȅǎ ƻǾŜǊ ǘƘŜǊŜ ǿŜǊŜ ǇƻƭƛǘŜ ŀƴŘ ƴŜƛƎƘōƻǊƭȅ ŀƴŘ ŀƴȅ ǘƛƳŜ L ƘŀŘ ŀ ǉǳŜǎǘƛƻƴ L Ƨǳǎǘ ǿŀƭƪŜŘ 

ƻǾŜǊ ŀƴŘ ǘŀƭƪŜŘ ǘƻ ǘƘŜƳΦέ 

¶ άL ǊŜŀƭƭȅ ŘƛŘƴΩǘ ǘƘƛƴƪ ƛǘ ǿƻǳƭŘ ŜǾŜǊ ƭƻƻƪ ǘƘƛǎ ƎƻƻŘΦέ 

¶ ά[ƻŎƪƘŜŜŘ aŀǊǘƛƴ was serious when they said they would do the right thing in the right way. 

¢Ƙŀƴƪ ȅƻǳΦ !Ŏǘǳŀƭƭȅ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ Ƴƛǎǎ ȅƻǳ ŀƭƭ ōŜƛƴƎ ƘŜǊŜΦέ 

¶ ά5ƻƴŜ ƎƻƻŘΦ 5ƻƴΩǘ ƪƴƻǿ Ƙƻǿ ȅƻǳ ŎƻǳƭŘ ƘŀǾŜ ŘƻƴŜ ōŜǘǘŜǊΦέ 

¶ άL ŀǎƪŜŘ aǊΦ DǳƴƴŀǊǎƻƴ ŦƻǊ ǎƻƳŜ ǘǊŜŜǎ ŀǘ ǘƘŜ ōŀŎƪ ƻŦ Ƴȅ ŀǇŀǊǘƳŜƴǘǎ ŀƴŘ ǎǳǊŜ ŜƴƻǳƎƘ ƘŜ ƳŀŘŜ 

iǘ ƘŀǇǇŜƴΦ ¢Ƙƛǎ ǿƘƻƭŜ ǘǊŀƛƭ ƛǎ ƴƻǿ ŀ ƎǊŜŀǘ ǘƘƛƴƎ ŦƻǊ ǘƘŜ ŎƻƳƳǳƴƛǘȅΦ ¢Ƙŀƴƪǎ ǘƻ ȅƻǳ ŀƭƭΦέ 

¶ ά²Ŝ ǊŜŀƭƭȅ ŀǇǇǊŜŎƛŀǘŜŘ ȅƻǳ Ǝǳȅǎ ƎŜǘǘƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ƻǳǘ ǘƻ ǳǎ ƛƴ ŀŘǾŀƴŎŜ ƻŦ ȅƻǳǊ ƳŜŜǘƛƴƎΦ ¢ƘŜ 

Guide was a great way to do that and sending it out in advance meant we had time to read, 

ǎǘǳŘȅ ŀƴŘ ǿǊƛǘŜ ƻǳǘ ƻǳǊ ǉǳŜǎǘƛƻƴǎΦ ¢ƘŀƴƪǎΦέ 

¶ ά[ƻŎƪƘŜŜŘ aŀǊǘƛƴ Ƙŀǎ ƎƻƴŜ ŀōƻǾŜ ŀƴŘ ōŜȅƻƴŘ ŀƴȅǘƘƛƴƎ ǿŜ ŜǾŜǊ ŜȄǇŜŎǘŜŘ ǘƘŜȅ ǿƻǳƭŘ Řƻ ǘƻ 

ŎƭŜŀƴǳǇ ǘƘƛǎ ǎƛǘŜ ŀƴŘ ǊŜǘǳǊƴ ƛǘ ǘƻ ƻǳǊ ŎƻƳƳǳƴƛǘȅ ŀƴŘ ǿŜ ŀǊŜ Ƴƻǎǘ ǘƘŀƴƪŦǳƭΦέ 

 

QUOTES FROM INTERNAL AND EXTERNAL SOURCES 

¶ άLǘ Ƙŀǎ ōŜŜƴ ƴƛŎŜ ǘƻ ǎŜŜ ǘƘŜ [ƻŎƪƘŜŜŘ aŀǊǘƛƴ /ƻǊǇƻǊŀǘƛƻƴ ǊŜǎǇƻƴŘ ŀƴŘ ƳŀƪŜ ǘƘŜǎŜ ƛƳǇǊƻǾŜƳŜƴǘǎ 
ŦƻǊ ǘƘŜ ŎƻƳƳǳƴƛǘȅΣέ ǎŀƛŘ John Nordine, U.S. Environmental Protection Agency project manager 
for the cleanup portion of the projectΦ άL ŀƳ ǎǳǊŜ ǘƘŜ ŎƛǘƛȊŜƴǎ ǿƛƭƭ ŜƴƧƻȅ ǘƘƛǎ ǘǊŀƛƭΦέ 

 

¶ άLΩǾŜ ōŜŜƴ ǿƻǊƪƛƴƎ ƛƴ ǘƘŜ ǊŜƳŜŘƛŀǘƛƻƴ ōǳǎƛƴŜǎǎ ŦƻǊ ол ȅŜŀǊǎ ƴƻǿΣ ŀƴŘ L Ŏŀƴ ǘŜƭƭ ȅƻǳ ǘƘŀǘ ŦƻǊ ŀ 
ǾŀǊƛŜǘȅ ƻŦ ǊŜŀǎƻƴǎΣ ƛǘΩǎ ƴƻǘ ǾŜǊȅ ƻŦǘŜƴ ǘƘŀǘ ȅƻǳ Ŏŀƴ ŎƭŜŀƴ ǳǇ ŀ ǇǊƻǇŜǊǘȅ ŀƴŘ ǊŜǎǘƻǊŜ ƛǘ ǘƻ ŀ ǇŀǊƪΣέ 
Dave Gunnarson, project  manager in [ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ a{нΩǎ 9ƴǾƛǊƻƴƳŜƴǘŀƭΣ {ŀŦŜǘȅ ϧ 
Health ό9{Iύ ƻǊƎŀƴƛȊŀǘƛƻƴ ǎŀƛŘΦ ά.ǳǘ ǘƘƛǎ project worked out that way, and it was the right thing 
ǘƻ ŘƻΦέ 

 

¶ ά5ŀǾŜ ŀƴŘ Ƙƛǎ ǘŜŀƳ ǿƻǊƪŜŘ ǿƛǘƘ ƭŀƴŘ ŎƻƴǎŜǊǾŀƴŎȅ ƎǊƻǳǇǎ ŀƴŘ ƭƻŎŀƭ ƎƻǾŜǊƴƳŜƴǘ ǘƻ ŘŜǾŜƭƻǇ ǘƘƛǎ 
communitȅ ǿŀƭƪƛƴƎ ǘǊŀƛƭΣ ǿƘƛŎƘ ǿƛƭƭ ōŜ ǇŀǊǘ ƻŦ ŀ ƭŀǊƎŜǊ ǘǊŀƛƭ ƛƴ 9ŀǎǘŜǊƴ hƘƛƻΣέ Spence Curtis, 
ǎŜƴƛƻǊ ƳŀƴŀƎŜǊ ƻŦ [ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ a{нΩǎ 9{I ƻǊƎŀƴƛȊŀǘƛƻƴ ǎŀƛŘΦ άLǘ Ŝŀǎƛƭȅ ŎƻǳƭŘ ƘŀǾŜ ōŜŜƴ 
just a cleanup and a replacement of trees that were cut down during the cleanup, but through 
5ŀǾƛŘΩǎ ƛƴǎƛƎƘǘ ŀƴŘ ŜǾŜǊȅƻƴŜΩǎ ŎƻƭƭŀōƻǊŀǘƛƻƴΣ [ƻŎƪƘŜŜŘ aŀǊǘƛƴ ŎǊŜŀǘŜŘ ŀ project that the EPA is 
ƘŀǇǇȅ ǿƛǘƘ ŀƴŘ ǘƘŀǘΩǎ ŀ ǊŜŀƭ ǿƛƴ ŦƻǊ ǘƘŜ ŎƻƳƳǳƴƛǘȅΦέ 

 

¶ άhƴŜ ƻŦ ǘƘŜ Ƴƻǎǘ ǘƻǳŎƘƛƴƎ ǘƘƛƴƎǎ ŀǘ ǘƘŜ IŀƭŜȅΩǎ wǳƴ ƻǇŜƴƛƴƎ ǿŀǎ ǎŜŜƛƴƎ ŎƘƛƭŘǊŜƴ ŦǊƻƳ ǘƘŜ 
nŜƛƎƘōƻǊƘƻƻŘ ǇƭŀƴǘƛƴƎ ŦƭƻǿŜǊǎ ŀƴŘ ǎƘǊǳōǎ ŀƭƻƴƎ ǘƘŜ ǘǊŀƛƭΣέ Spence Curtis, senior manager of 
[ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ a{нΩǎ 9{I ƻǊƎŀƴƛȊŀǘƛƻƴ ǎŀƛŘΦ ά¢Ƙŀǘ ƎŀǾŜ ƳŜ ŀ ǊŜŀƭƭȅ ŎƭŜŀǊ ǇƛŎǘǳǊŜ ƻŦ ǿƘŀǘ ŀ 
ǇƻǎƛǘƛǾŜ ƛƳǇŀŎǘ ƛǘ ǿƛƭƭ ƘŀǾŜ ŦƻǊ ǘƘŜ ŦǳǘǳǊŜ ƛƴ ǘƘƛǎ ŎƻƳƳǳƴƛǘȅΦέ 
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COMMUNITY OUTREACH EVENTS EVALUATION 

Two outreach events were designed and implemented: 

¶ In June 2009, a public information exchange was arranged and held at the local community 

center.  

o 600 plus invitations were issued. 

o  It was anticipated that 10% penetration would occur from the mailing. In reality, 32 

people attended the informal Q&A and poster session.  

o 15 of these 32 people were extensively interviewed for the pre-survey.   

o !ƭƭ он ŀǘǘŜƴŘŜŜǎ ǊŜǉǳŜǎǘŜŘ ǘƻ ōŜ έƪŜǇǘ ƛƴ ǘƘŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ƭƻƻǇέ ŀƴŘ ǎŜǊǾŜŘ ŀǎ ƻǳǊ 

fence-line neighbors targeted group for intensive communications throughout the 

project. They helped us disseminate information to other interested neighbors in the 

community. 

¶ The second event was the Closeout celebration held in June 2010 on the site of the remediated 

ŀƴŘ ǊŜǎǘƻǊŜŘ IŀƭŜȅΩǎ 5ƛǘŎƘΦ  

o 600 plus invitations were issued.  

o We anticipated a 20% penetration but actually had more than 200 people attend.  

o The event provided an informal Q&A poster session for attendees. 

o  High-definition posters showing before and after photographs of the remediation and 

restoration along with a time-line of the project were displayed.  

o Attendees also had refreshments, personalized tours and attended the formal 

dedication of the walking trail and renaming of the site HalŜȅΩǎ wǳƴΦ  

o Professional photographers and videographers documented the event. All photographs 

taken at the event were loaded to the www.haleysrun.com web site and were used for 

internal Lockheed Martin and contractor and agency publications.   

o Local, state and federal officials attended along with families from the neighborhood, 

employees and retirees of Lockheed Martin, and area businesses. 

¶ As part of the celebration, attendees were given the opportunity to plant flowers and shrubs 

along the newly dedicated trail. 

o More than 1,000 plantings were done during this event.  

o This special activity was inspired by an 11-year old neighbor, who had earlier asked to 

plant a tree at the site. Lockheed Martin willingly accommodated ǘƘŜ ȅƻǳƴƎ ƳŀƴΩǎ 

request and the project manager came to recommend this as a public activity at the 

closeout ceremony. The young man was honored at the dedication by being asked to 

help cut the ribbon for the new trail. 

 

 

 

 

 

 

http://www.haleysrun.com/
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MEDIA EVALUATION AND OUTCOMES 

Lockheed Martin chose to be passive in their handling of the media. Although invited to each event, the 

media was not proactively engaged. A news release was prepared for distribution to the media after the 

Closeout celebration. We also prepared and distributed information kits, which included the news 

release, a copy of a DVD that with all the photographs and the YouTube style video taken at the 

celebration and a copy of the /ƛǘƛȊŜƴΩǎ DǳƛŘŜ. This information kit was distributed to all the contractors 

that assisted Lockheed Martin and the local, state and federal agency representatives that attended.   

 

The following άƘƛǘǎέ ǿŜǊŜ ŦƻǳƴŘ ƛƴ ŀƴ LƴǘŜǊƴŜǘ ǎŜŀǊŎƘ ƻƴ !ǳƎǳǎǘ нлΣ нлмлΥ 

 

6.29.2010 IŀƭŜȅΩǎ wǳƴ /ŜƭŜōǊŀǘƛƻƴ ŀ {ǳŎŎŜǎǎ ς More than 200 Attend  

 6.29.2010 9{ !ƴƴƻǳƴŎŜǎ DǊŀƴŘ hǇŜƴƛƴƎ ƻŦ IŀƭŜȅΩǎ wǳƴ wŜǎǘƻǊation Project! 
7.01.2010 Akron: Lockheed Martin transforms 'Haley's Ditch' 
8.10.2010 TODAY: Environmental Restoration ς Team Transforms Site into Public Park 

8.10.2010 RUBBER-PLASTICS NEWS - A bŜǿ ¢Ǌŀƛƭ IŀƭŜȅΩǎ wǳƴ ƛƴ !ƪǊƻƴ aŀȅ .Ŝ 9ȄǘŜƴŘŜŘ 

8.12.2010 ! ƴŜǿƭȅ ƻǇŜƴŜŘ ǘǊŀƛƭ ŀƭƻƴƎ IŀƭŜȅΩǎ wǳƴ 

8.20.2010 Grants pave way for area trail improvements 

Summer 2009 Greenways Work Starts in Akron 

  

http://ldarrylarmstrong.wordpress.com/2010/07/02/haleys-run-celebration-a-success-more-than-300-attend-event/
http://www.enviroscienceinc.com/cgi-bin/displayContent.pl?type=news&id=83
http://www.wkyc.com/news/news_article.aspx?storyid=138865
http://lmco.cn/data/assets/corporate/documents/LMToday-Aug10.pdf
http://www.topix.com/business/rubber-plastics
http://www.ohiobikeways.net/news.htm
http://www.ohio.com/news/100541854.html
http://www.ohio.com/news/100541854.html
http://www.wrlandconservancy.org/pdf/landline/akron-summer2009.pdf
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LESSONS LEARNED 

A plus/delta evaluation was conducted with the project manager and his team and the 

communications team. The following deltas (suggested changes) were captured as lessons 

learned from this project: 

¶ The project schedule would be more carefully defined and calendared 

¶ ! ƭŀȅƳŜƴΩǎ ƎƭƻǎǎŀǊȅ ǿƻǳƭŘ ōŜ ǇǊƻǾƛŘŜŘ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜ /ƛǘƛȊŜƴΩǎ DǳƛŘŜ 

¶ The /ƛǘƛȊŜƴΩǎ DǳƛŘŜ should be written at an even more user friendly level 

¶ The /ƛǘƛȊŜƴΩǎ DǳƛŘŜ could be read by 8th grade students to get a better understanding of 

clarity 

¶ Radios to be used for the closeout would be field tested 

¶ A golf cart or similar vehicle would be rented for use at the site during the closeout 

¶ More administrative assistance would be provided at the check-in desk for the 

celebration and the public information exchange 

 

BUDGET 

The original budget for the project was set at $150,000 ς actual expenditure $ 

 

June ς December 2008  =  $ 6,701.00 

January ς December 2009  = $48,170.00 

January ς September 2010 = $62,091.00 

TOTAL    = $116,962.00 

 

COMMUNICATIONS PROFESSIONALS INVOLVED 

¶ Dŀƛƭ wȅƳŜǊΣ [ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ 5ƛǊŜŎǘƻǊ ƻŦ 9ƴǾƛǊƻƴƳŜƴǘŀƭ /ƻƳƳǳƴƛŎŀǘƛƻƴǎ ŦƻǊ 9ƴǾƛǊƻƴƳŜƴǘŀƭΣ 

Energy and Safety 

¶  Cory Smith, Lockheed Martin MS2 Communications Representative 

¶ L. Darryl Armstrong and Associates Behavioral Public Relations designed, implemented and 

evaluated the communications and community outreach for the project.  

¶ Members of the team were: 

o  Mary Lee Sauder, writer 

o  Penelope Soule, graphic artist 

o Darryl and Kay Armstrong, behavioral public relations consultants and practitioners 

o  Susan Gaffney-Evans, researcher 

 

END OF PROJECT REPORT 
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APPENDICES - COMMUNICATION TOOLS 

 

The communication tools and tactics are listed and illustrated here in alphabetical order. 

 

Advertisement (Public Information Exchange) ς June 2009 

 

 
. 

This display ad was inserted three times in the Akron Beacon Journal  prior to the June 2009 public 

information exchange.  

 

Note: It is our belief that advertisements of this type must be informative and explain clearly the 

purpose, process and pay-off of a public meeting. In other words we want readers of this ad to know 

such things as: 

¶ Why should I attend? 

¶ What will I learn? 

¶ What role will I have in such a meeting? 

¶ Will the meeting be formal or informal? 

¶ Will there be time to talk one-on-one with project staff? 

¶ Where can I get further information before I attend? 

¶ Where do I get information after the meeting? 
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¶ Do I have any role in shaping future meetings? 

¶ What time will the meeting be held? 

¶ Is the meeting a drop-by or set to an agenda and schedule? 

 

²Ŝ Ŏŀƭƭ ǘƘŜǎŜ ǘȅǇŜǎ ƻŦ ŀŘǎ ǇǊƛƴǘŜŘ άinfomercialsέ ŀƴŘ ƻŦǘŜƴ ŎƭƛŜƴǘǎ ǿƘƻ ƘŀǾŜ ōŜŜƴ ǳǎŜŘ ǘƻ άǎƭƛŎƪέ 

advertising push back. However, we have found in the 37-years of our experience that these ads work to 

the benefit of the client and the reader.  Therefore, when the client agrees we use the following or 

similar language for all our advertisements: 

 

¢Ƙƛǎ ǿƛƭƭ ōŜ ŀ άŘǊƻǇ-by-at-ȅƻǳǊ ŎƻƴǾŜƴƛŜƴŎŜέ ƛƴŦƻǊƳŀǘƛƻƴ ŜȄŎƘŀƴƎŜ ǘƻ ƳŜŜǘ ǘƘŜ project manager and 
his team to get your information needs met and questions answered. There will not be a formal 
presentation at this event. This event is designed to give us ample time to meet you and spend as 
much one-on-one discussion time with you as you desire in getting your informational needs met. 
 
We also would like to hear from you as to how you would prefer we communicate with you in the 
future and how often you would like for us to do that. Your input is important to this project and us 
and we are interested in hearing your opinions and suggestions. A CitizŜƴΩǎ DǳƛŘŜ ǘƻ ǘƘŜ IŀƭŜȅΩǎ 5ƛǘŎƘ 
Project that gives you the historical background, the results of our sampling, the next steps we will be 
taking, and how you can participate in the process will be available. The guide also has a section 
ŜƴǘƛǘƭŜŘ ά¢ƘŜ aƻǎǘ CǊŜǉǳŜƴǘƭȅ !ǎƪŜŘ vǳŜǎǘƛƻƴǎέ ǘƘŀǘ Ƴŀȅ ŀƴǎǿŜǊ Ƴŀƴȅ ƻŦ ȅƻǳǊ ǉǳŜǎǘƛƻƴǎΦ 
 
You may also wish to review the information on our web site at 
http://www.lockheedmartin.com/aboutus/energy_environment/community_solutions/akron-
oh.html. 
 
The same information is available at the Akron Public Library where we have established a repository. 
 
Ellet Branch Library hours: 
Monday - Thursday 10 a.m. - 8:30 p.m. 
Friday 10 a.m. - 6 p.m. 
Saturday 10 a.m. - 5 p.m. 
Closed on Sunday 
2470 E. Market Street 
Akron, Ohio 44312 
(330) 784-2019 
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Advertisement  (Closeout Celebration ) ς June 2010 
 

This advertisement was used to announce the closeout celebration June 2010. The ad was designed by 

[ƻŎƪƘŜŜŘ aŀǊǘƛƴΩǎ /ƻǊǇƻǊŀǘŜ ǎǘŀŦŦΦ 

 

 

 

 

Celebration Web Site 

 
 A special www.HaleysRun.com web site also was designed where all photographs from the event were 

loaded along with a short video. The public was encouraged to go to the site and download the 

photographs of their families and friends. After receipt of the closeout newsletter in mid-August the 

IŀƭŜȅΩǎ wǳƴ ǎƛǘŜ ƘŀŘ ƻǾŜǊ олл Ƙƛǘǎ within a seven day period. The site was designed to honor the 

contributions the public made to the closeout celebration.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.haleysrun.com/
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/ƛǘƛȊŜƴΩǎ DǳƛŘŜ 

 
A comprehensive /ƛǘƛȊŜƴΩǎ DǳƛdŜ ǘƻ ǘƘŜ tǊƻǇƻǎŜŘ {ƻƛƭ /ƭŜŀƴǳǇ ŀǘ IŀƭŜȅΩǎ 5ƛǘŎƘ, as opposed to the 

conventional fact sheet usually done for these types of projects, was developed and sent to an initial 

mailing list of 600~ possible stakeholders prior to the public information exchange. This guide, written at 

an average 9th grade level incorporated background information, an assessment of the contamination at 

IŀƭŜȅΩǎ 5ƛǘŎƘΣ ǘƘŜ ǇǊƻǇƻǎŜŘ ǿƻǊƪ ǇƭŀƴΣ maps of the area to be cleaned up, historical and current site 

photographs, FAQs and contact information for  the user. The intent was to provide a one-stop-shop of 

information for the user. 
 

Available at this web site address:  

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Haley-Ditch-

Citizens-Guide-11May2009.pdf 

 

 

 

 

  

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Haley-Ditch-Citizens-Guide-11May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Haley-Ditch-Citizens-Guide-11May2009.pdf
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Closeout Celebration 

 
At the completion of the project the stakeholders surrounding the site, the contractors and their 

families, the local dignitaries, local, state and federal officials, the area media and the general public 

were invited to attend the rededication of the site. At this closeout ceremony held in June 2010 the 

attendees could see posters of before and after photographs of the work; review a sequential timeline; 

sign a commemorative trail sign for posterity; enjoy refreshments; walk the trail with personnel and get 

explanations of the work conducted; ask and get their questions answered; and attend the official trail 

dedication with local, state and federal dignitaries. More than 200 people attended this event.. 
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Closeout Commemorative Agenda 

Attendees at the closeout ceremony received a specially designed laminated keepsake agenda and trail 

map for a memento. More than 250 of these were given away during the event. 
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Closeout Newsletter 

 
The closeout ceremony was extensively photographed and videotaped as part of the communications 

plan. The photographs were used in a closeout newsletter sent to the 600~ plus mailing list. The 

newsletter also was loaded onto the Lockheed Martin web site, distributed to the local library and to the 

local employees and contractors. 

 

The complete newsletter can be viewed at:  

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/90-

AkronNWSLTRweb.pdf 

 

  

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/90-AkronNWSLTRweb.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/90-AkronNWSLTRweb.pdf


LOCKHEE5 a!w¢LbΩ{ I![9¸Ω{ 5L¢/I 9b±Lwhba9b¢![ w9a95L!¢Lhb !b5 w9{¢hw!¢Lhb PROJECT:  

CHANGING AN URBAN DITCH INTO A COMMUNITY WALKING TRAIL     47 

 

 
Prepared for Lockheed Martin by Dr. L. Darryl Armstrong and Associates Behavioral Public Relations 
www.ldarrylarmstrong.com ς 1.888.340.2006 ς drdarryl@aol.com 

Employee and Contractor Relations 
 

Critical to the success of any project is keeping the employees of the local Lockheed Martin facility well 

ƛƴŦƻǊƳŜŘ ŀƴŘ ǳǇŘŀǘŜŘ ƴƻǘ Ƨǳǎǘ ƻƴ ǘƘŜ ƛǎǎǳŜǎ ōǳǘ ŀƭǎƻ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǿƻǊƪ ŀǎ ǿŜƭƭΦ wŜƎǳƭŀǊ ŜƳǇƭƻȅŜŜ 

informational sessions were held to which contractors working the project were invited. The level of 

attendance at these sessions directly seems to depend on the level of community interest or 

controversy surrounding the project. The Lockheed Martin management at Akron through the auspices 

of the communications representative  used internal electronic and print sources to keep employees 

updated. Employees and their families, and the contractors and families were invited to the celebration 

and dedication and it was extremely well attended after work hours.  Lockheed Martin Corporate was so 

ƛƳǇǊŜǎǎŜŘ ǿƛǘƘ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ǎǳŎŎŜǎǎ ǘƘŜȅ ŘŜŘƛŎŀǘŜŘ ŀƴ ŀǊǘicle in the in-house publication Today to the 

work of the team and the successful completion of the work. That article can be seen here:  8.10.2010 

TODAY: Environmental Restoration ς Team Transforms Site into Public Park. 

 

 

 

 

  

http://lmco.cn/data/assets/corporate/documents/LMToday-Aug10.pdf
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IŀƭŜȅΩǎ wǳƴ /ƭƻǎŜƻǳǘ ²ŜōǎƛǘŜ 

A special www.HaleysRun.com web site also was designed where all photographs from the event were 

loaded along with a short video. The public was encouraged to go to the site and download the 

photographs of their families and friends. After receipt of the closeout newsletter in mid-August, the 

IŀƭŜȅΩǎ wǳƴ ǎƛǘŜ ƘŀŘ ƻǾŜǊ олл Ƙƛǘǎ ǿƛǘƘƛƴ ŀ ǎŜǾŜƴ Řŀȅ ǇŜǊƛƻŘΦ ¢ƘŜ ǎƛǘŜ ǿŀǎ ŘŜǎƛƎƴŜŘ ǘƻ ƘƻƴƻǊ ǘƘŜ 

contributions the public made to the closeout celebration. The site also includes a You Tube style video 

that gives a succinct explanation of the project by the project manager and other videos produced by 

our partners. 

 

 

The following links are available at this web site: 

 

PHOTOGRAPHS, VIDEO AND CLOSEOUT NEWSLETTER 

You are invited to view , download and print any of these photographs you wish. 

Haley's Run Celebration - June 30, 2010 

Haley's Run Celebration - Page 2 

(The following two links require the free Adobe Reader available by clicking on the link) 

Before and After Photographs at Haley's Run 

Closeout Newsletter 

Western Reserve Land Conservancy Video 
 

http://www.haleysrun.com/
http://haleysrun.com/PHOTOS.html
http://haleysrun.com/PHOTOSPAGE-2.html
http://get.adobe.com/reader/?promoid=BUIGO
http://haleysrun.com/BeforeandAfterposters.pdf
http://haleysrun.com/AkronNWSLTRweb.pdf
http://www.youtube.com/watch?v=5RPx4QfP3JQ
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Kiosk 

An educational three-sided kiosk for the entrance to the walking trail was developed to give users the 

history of the site, the process of the remediation and restoration in words and photographs. The same 

information was provided on a temporary kiosk at the information tent on the day of the event just in 

case it rained and people could not walk to the trail head and see the outside kiosk. 
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Lockheed Martin Website 

 
The Lockheed Martin web site www.lockheedmartin.com was used to load technical reports and public 

information to for those inclined to use the Internet. 

 

 

The following reports and public information is available at this site: 

90 Haley's Run Celebration  Newsletter  -  August 2010  
89 Haley's Run Remediation Newsletter Update  -  June 2010  

88 Haley's Run Remediation Newsletter Update  -  May 2010  

87 Haley's Run Remediation Newsletter Update  -  April 2010  

86B Haley's Run Remediation Certification Report  -  Feb2010  

86A Haley's Run Remediation Report Cover Letter to EPA  -  Feb2010  

85 Response to SCWD Inspection Letter  

84 SCWD Inspection Letter  

83 Progress Report Number 6  

82 Haley's Ditch newsletter December 2009  

81 Progress Report Number 4  

80 Conservation Summit Fall Newsletter  

79 SWCD Letter  

78 Progress Report Number 3  

77 Progress Report Number 2  

76 Progress Report Number 1  

75 Akron Wastewater Discharge Approval  

74 OEPA Stormwater General Permit ï Riverworks  

73 OPEA Stormwater General Permit ï Arcadis  

72 Informational Meeting Letter  

71 OEPA Finding of No Significant Impact  

70 Nationwide 38 Permit  

69 SWPPP Approval  

68 Haleyôs Ditch Restoration Plan 

http://www.lockheedmartin.com/
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/90-AkronNWSLTRweb.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/89-Haleys-Run-Newsletter-June-2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/88-Haleys-Ditch-Newsletter-May-2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/87-Haleys-Run-Newsletter-April2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/86B-Haleys-Run-Remediation-Certification-Report-2Feb2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/86A-Haleys-Run-Remediation-Cover-2Feb2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/85-Response-SWCD-10Dec2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/84-SCWD-Inspection-Letter-1Dec2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/83-Haleys-Ditch-Newsletter-January-2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/83-Haleys-Ditch-Newsletter-January-2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/82-Haleys-Ditch-News.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/81-Haleys-Ditch-November-2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/81-Haleys-Ditch-November-2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/80-SWCD-Fall2009-Newsletter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/79-SWCD-Letter-2Nov2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/October-2009-Haleys-Ditch-Newsletter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Aug-2009-Haleys-Ditch-Newsletter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/76-July-2009-Newsletter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/75-Wastewater-Discharge-Approval-Request.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/74-Ohio-EPA-Co-Permitee-NOI-RiverReach.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/73-Ohio-EPA-Stormwater-Permit-Approval.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/72-Informational-Meeting-Letter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/71-Ohio-EPA-No-Significant-Impact-Notice.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/70-Nationwide-38-Permit.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/SWCD-approval-20May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Restoration-Plan-19May2009.pdf
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67 Response to SWCD Comments  

66 Haleyôs Ditch Remediation Plan 

65 Storm Drain Soil Investigation Plan  

64 Storm Drain Pipe Debris Removal Report  

63 Citizens Guide  

62 EPA Approval Letter  

61 SWCD Comment Letter  

60 Citizens Outreach Plan  

59 Storm Water Pollution Prevention Plan application  

58 NPDES Stormwater Permit  

57 SWCD Response Letter  

56 Ohio EPA Airdock Inspection  

55 April 15 Grading Permit Application  

54 April 15 Stormwater Sampling Results  

53 2009 March 9 NPDES Notice of Intent Application   

52 2009 March 26 Response to EPA Questions  

51 2009 March 16 Ohio EPA Soil Application Comment Letter  

50 March 12 Preliminary Jurisdictional  Determination  

49 2009 March  5 Response to EPA Questions  

48 2009 March 5 NFA Submission to Ohio EPA  

47 March 3 Ohio EPA Request for Information  

46 2009 February 27 US EPA Information Request  

45 2009 January 9 Haley's Ditch Approval Request to EPA  

44 2009 January 9 Stormwater Sampling Results  

43 2008 December 18 EPA CAFO  

42 2008 December 8 Nationwide 38 P ermit Application  

41 2008 December 1 Storm Debris Removal Project  Report  

40 2008 November 25 NPDES Permit Application  

39 2008 November 17 Stormwater SAP Revision 1  
38 2008 November 10 Pavement Debris Removal Project  Report  

37 2008 November 4 Stormwater Permit Request  

36 2008 October 21 VAP SAP Comments  

35 2008 October 16 Soil Excavati on Report  

34 2008 October 5 US Army COE Preliminary Jurisdictional Determination  

33 2008 October 1 Airdock Stormwater SAP  

32 2008 September 30 VAP RA Comments  

31 2008 September 22 Stormwater Permit Letter  

30 2008 September 9 Ecological Resources Report  

29 2008 September 9 Indiana Bat Survey Report  

28 2008 September 4 OEPA Meeting Summary  

27 2008 August 28 Exterior Project  Update  

26 2008 August 28 Storm Drain Removal Plan  

25 2008 August 18 Ecological Su rvey Response  

24 2008 August 13 Ecological Assessment Request  

23 2008 July 21 USFW Endangered Species Permit  

22 2008 Ju ly 21 USFW Bat Survey Report  

21 2008 July Wetlands Delineation Report  

20 2008 March 17 VAP RA Comments  

19 2008 March 15 Pavement Debris Removal Plan  

18 2007 December 5 Pavement Characterization Transmittal  

17 2007 October 23 OEPA Soil Comments  

16 2007 August 28 EPA Soil Approval Request Letter  

15 2007 June 26  Exterior Project  Update  

14 2007 January 24 EPA Letter  

13 2007 January Fact Sheet  

12 2006 August 30 EPA  Exterior Soil under Concrete Approval  

11 2006 June 23 Airdock May 18 2006 Fire Investigation Re port  

10 2006 May 24 Air Monitoring Report for the Incident  

9 2006 February 7 Storm Drain Design  

8 200 6 February Fact Sheet  

7 2005 December 21 EPA Letter  

6 2005 August 11 Siding Notification  

5 2005 June 27 Concrete Dis posal Approval  

4 2005 June 9 Exterior Remediation Plan and Schedule  

3 2005 May 5 CAFO Final  

2 2005 Janu ary 31 Storm Drain Letter Reply  

1 2005 January 13 Storm Drain Letter   

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/SWCD-Response-Comments-19May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Haley-Ditch-Remediation-Plan-15May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Storm-Drain-Soil-Investigation-Plan-15May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Storm-Drain-Pipe-North-Segment-Debris-Removal-15May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Haley-Ditch-Citizens-Guide-11May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/EPA-Haley-Ditch-PCB-61c-Approval-8May2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/SWCD-comment-30Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Community-Outreach-Plan-24Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Stormwater-Pollution-PreventionPlan-21Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/NPDES-Stormwater-Permit-20Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/SWCD-Response-Cover-20Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Ohio-EPA-Airdock-Inspection-6Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Akron-Grading-Permit-15Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Akron-Grading-Permit-15Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Ohio-EPA-Stormwater-Results-Report-15Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/OEPA-NPDES-NOI-application-9Apr2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/EPA-Questions-and-Response-26Mar2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/OEPA-Response-Letter-16March2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Preliminary-JD-Form-12Mar2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Response-to-EPA-Information-Request-4Mar2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/NFA-Submission-5Mar2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Ohio-EPA-Information-Request-3March2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/EPA-Information-Request-27Feb2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2009-1-9-Haleys-Ditch-Approval-Request-EPA.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Ohio-EPA-Stormwater-Results-Report-9Jan2009.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-12-18-EPA-CAFO.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-12-8-Nationwide-38-Permit-Application.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Storm-Drain-Debris-Removal-Repor-1Dec2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-11-25-NPDES-Permit-App.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-11-17-Stormwater-SAP-Revision1.pdf
http://www.lockheedmartin.com/environment/akron/akron-2008-11-10-Pavement-Debris-Removal-Project-Report.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-11-4-Stormwater-Permit-Request.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-10-21-VAP-SAP-Comments.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-10-16-Soil-Excavation-Report.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Preliminary-JD-5Oct2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-10-1-Airdock-Stormwater-SAP.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-9-30-VAP-RA-Comments.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-9-22-Stormwater-Permit-Letter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Ecological-Resources-Report-9Sep2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Indiana-Bat-Survey-9Sep2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-9-4-OEPA-Meeting-Summary.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-8-28-Exterior-Project-Update.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-8-28-Storm-Drain-Debris-Removal-Plan.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/DNAP-Response-Letter-18Aug2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/DNAP-Request-13Aug2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/USFWS-Response-Letter-21Jul2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/USFWS-Project-Coordination-Letter-21Jul2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Wetlands-Delineation-Report-Jul2008.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-03-17-VAP-RA-Comments.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2008-03-15-Pavement-Debris-Removal-Plan.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/Pavement-Characterization-Report-5Dec2007.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2007-10-23-OEPA-Soil-Comments.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2007-August-EPA-Soil-Approval-Request-Letter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2007-6-26-Exterior-Project-Update.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2007-1-24-EPA-Letter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2007-January-Fact-Sheet.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2006-8-30-EPA-Exterior-Soil-under-Concrete-Approval.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2006-6-23-Airdock-May-18-2006-Fire-Investigation-Report.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2006-5-24-Air-monitoring-report-fire-incident.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2006-2-7-Storm-Drain-Design.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2006-February-Fact-Sheet.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-21-EPA-Letter.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-11-Siding-notification.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-6-27-Concrete-Disposal-Approval.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-6-9-Exterior-Remediation-Plan-Schedule.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-5-5-CAFO-Final.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-31-Storm-Drain-Letter-Reply.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/akron-2005-13-Storm-Drain-Letter.pdf
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Monthly Progress Newsletters 

Monthly newsletters showing progress photographs were produced and sent to the 32 original 

stakeholders who attended the information meeting and hundreds more were printed for distribution at 

the site sign, onsite at the plant, at the local library and for the contractors to use.  

 

The example below and all the other progress newsletters are available for viewing at: 

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/87-Haleys-

Run-Newsletter-April2010.pdf 

  

http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/87-Haleys-Run-Newsletter-April2010.pdf
http://www.lockheedmartin.com/data/assets/corporate/documents/environment/akron/87-Haleys-Run-Newsletter-April2010.pdf

