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Study Background
Purpose: 

To provide residents the opportunity to 
express their understanding of and 
opinions about ground-level ozone 
pollution
To evaluate the impact of the public 
awareness campaign; 

• measure change in resident attitudes 
• test recognition of campaign messages
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Study Background
Telephone Interviews

400 interviews completed 
Calling for the post-campaign survey 
occurred August 16 to August 23, 
2005
The 95 percent confidence level is
±5 percentage points



Results of the 
Interviews



Perception of Air 
Pollution as a Problem
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Most Important Issue Facing the 
Metro-Denver Area

14%

9%

15%

34%

27%

10%

13%

13%

28%

36%

0% 20% 40% 60% 80% 100%

Drought

Air pollution

The state budget
deficit

The economy

Transportation and
traffic

Percent of Respondents Ranking as "Top Issue"

Post-campaign

Pre-campaign
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Perception of Air Pollution as a 
Problem in the Metro-Denver Area

25%

23%

0% 20% 40% 60% 80% 100%

Air pollution

Percent of Respondents Rating Air Pollution as a Major Problem

Post-campaign

Pre-campaign
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Perceived Negative Impact of 
Air Pollution

44%

64%

65%

72%

39%

60%

60%

63%

0% 20% 40% 60% 80% 100%

How much does air pollution negatively impact
your daily life?

How much does air pollution negatively impact the
quality of life in the metro-Denver area?

How much does air pollution negatively impact the
reputation of the metro-Denver area?

How much does air pollution negatively impact the
health of residents in the metro-Denver area?*

Percent of Respondents Reporting "Major" or "Moderate" Extent 

Pre-campaign Post-campaign

* Differences between pre-campaign and post-campaign responses are statistically significant.



Ground-Level Ozone: 
Knowledge and Behaviors



N
ational R

esearch C
enter, Inc. for R

AQ
C

10

Familiarity with the Problem of 
Ground-level Ozone

32%

44%

0% 20% 40% 60% 80% 100%

Familiarity with Problem
of Ground-Level Ozone*

Percent of Respondents Rating as "Somewhat" or "Very" Familiar

Post-campaign

Pre-campaign

* Differences between pre-campaign and post-campaign responses are statistically significant.
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Perception of Ground-level 
Ozone as a Problem

66%

63%

0% 20% 40% 60% 80% 100%

Ground-Level Ozone as a
Problem

Percent of Respondents Rating as a "Major" or "Moderate" Problem

Post-campaign

Pre-campaign
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Factors that May Contribute to 
Ground-level Ozone Pollution

47%

50%

64%

67%

84%

91%

93%

50%

57%

67%

70%

86%

91%

95%

96%

65%

0% 20% 40% 60% 80% 100%

Air conditioners

Dust particles*

Aerosol products, such as hair spray

Vapors from paints, stains and solvents

Gasoline-powered lawn equipment*

Gasoline vapors*

Truck and bus emissions*

Auto emissions

Percent of Respondents Who Identified Each as a Contributor to Ground-Level Ozone
(Among Those Who Thought Ground-Level Ozone Pollution Was At Least a "Minor" Problem")

Post-campaign

Pre-campaign

* Differences between pre-campaign and post-campaign responses are statistically significant.
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Frequency of Respondent 
Activities to Reduce Pollution

17%

23%

35%

46%

71%

87%

95%

16%

21%

39%

51%

72%

82%

95%

0% 20% 40% 60% 80% 100%

Limit driving or take alternative modes of
transportation

Use electric, battery-operated or low-polluting lawn
equipment

Mow your lawn only after 5:00pm

Use low-polluting or water-based paints and stains

Stop pumping gasoline after the nozzle clicks off

Keep your car well-maintained*

Make sure that your gas cap is sealed tightly on your
gas tank

Percent of Respondents Reporting "Almost always"

Post-campaign

Pre-campaign

* Differences between pre-campaign and post-campaign responses are statistically significant.
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Was a Lifestyle Change Made 
to Reduce Ozone Pollution?

Yes
37%

No
63%
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Lifestyle Change Made to Reduce 
Ozone Pollution

1%
8%

1%
1%
2%
3%
3%
3%
3%
3%
4%
5%
5%
7%

13%
13%
14%

65%

0% 20% 40% 60% 80% 100%

Can't think of anything
Other

Reduce speed when driving
Quit smoking

Don't overfill gas tank
Using an earth-friendly mower or trimmer

Replace vehicles with ones that get higher gas mileage
Recycle

Mow less
Tighten vehicle gas cap

Keeping your lawn-care equipment well-maintained
Avoiding unnecessary idling

Stop or reduce aerosol product use
Reduce use of air conditioning

Keeping your vehicle well-maintained
Mowing your lawn after 5:00 pm

Refueling your vehicle after 5:00 pm
Reducing driving

Percent of Respondents Who Reported Making Each Change
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Prompted Changes Made This 
Summer

42%

47%

49%

51%

65%

75%

76%

89%

90%

0% 20% 40% 60% 80% 100%

Using an earth-friendly mower or trimmer

Using stone instead of wood as a landscape material

Mowing your lawn after 5:00 pm

Refueling your vehicle after 5:00 pm

Keeping your lawn-care equipment well-maintained

Recycling cans and bottles

Avoiding unnecessary idling

Keeping your vehicle well-maintained

Reducing driving

Percent of Respondents Who Reported Making Each Change



Awareness of 
Ground-Level Ozone 
Media Campaign and 
Ozone Action Alerts
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Respondent Awareness of Advertising 
or Public Relations Campaign Phrases

6%

12%

18%

23%

24%

81%

87%

0% 20% 40% 60% 80% 100%

“Mow down pollution”

“Let's take care of our
summer air”

“If you breathe the air,
this message is for you”

“RideSmart Thursdays”

“Stop at the click”

“Call before you dig”

“Click it or ticket”

Percent of Respondents "Very Sure" They've Heard the Phrase or Slogan
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Respondent Awareness of 
Ozone Action Alert Program

18%

43%

0% 20% 40% 60% 80% 100%

Aware of Ozone
Action Alert

Percent of Respondents

Post-campaign

Pre-campaign
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Where Respondents Had Heard 
the Ozone Action Alert

11%

2%

21%

14%

3%

8%

1%

5%

8%

9%

16%

8%

0%

0%

56%
67%

0% 20% 40% 60% 80% 100%

Don’t know/can't remember

Other

On a Poster†

On a Web Site

Newspaper

On an Electronic Message Board Along the Highway†

On the Radio

On the Television

Percent of Respondents 
(Among Those Who Had Heard of an Ozone Action Alert)

Post-campaign

Pre-campaign

†These items were not included on the pre-campaign survey.
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Respondent Knowledge of What 
an Ozone Alert Is

Yes
43%

No
57%
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Respondent Awareness of 
Summer Television Ads About 
Ozone Pollution

10%

23%

21%

0% 25% 50% 75% 100%

Have you seen a television ad that begins “If you
mow your lawn and breathe the air, this message is

for you?

Have you seen a television ad that begins “If you
drive and breathe the air, this message is for you?

Have you seen a television ad this summer about
ozone pollution?

Percent of Respondents Reporting "Yes"
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Activities Respondents Reported as 
Methods to Reduce Ozone Pollution 
If You Drive

8%

59%

12%

9%

19%

20%

40%

29%

16%

61%

11%

12%

9%

16%

24%

33%

13%

61%

11%

11%

12%

18%

29%

32%

0% 20% 40% 60% 80% 100%

Can't think of anything

Something else

Avoid unnecessary idling

Reduce speed

Refuel in the evening

Use public transit

Carpool

Keep your vehicle well-
maintained

Percent of Respondents Who Identified Each as a Way to Reduce Ground-Level Ozone

All Respondents

Those Who Have NOT Seen the Ad

Those Who've Seen the Ad
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Activities Respondents Reported as 
Methods to Reduce Ozone Pollution 
If You Mow Your Lawn

20%

21%

2%

31%

46%

61%

28%

24%

3%

17%

45%

48%

26%

23%

3%

21%

45%

52%

0% 20% 40% 60% 80% 100%

Can't think of anything

Something else

Keep your lawn mower
gas tank half full

Keep your equipment
well-maintained

Use an earth-friendly
mower or trimmer

Mow your lawn after 5:00
pm

Percent of Respondents Who Identified Each as a Way to Reduce Ground-Level Ozone

All Respondents

Those Who Have NOT Seen the Ad

Those Who've Seen the Ad
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Respondent Awareness of News 
Stories About Ground-Level Ozone

Yes
15%

No
85%



N
ational R

esearch C
enter, Inc. for R

AQ
C

26

Respondent Source of Information 
About Ozone Pollution News Stories

41%

32%

78%

18%

0% 25% 50% 75% 100%

On the Internet

On the radio

In a newspaper

On television

Percent of Respondents Who Had Seen or Heard a News Story about Ozone Pollution
Reporting Having Done So From Each Source
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Respondent Awareness of Campaign 
Communication

13%

11%

36%

26%

26%

4%

0% 25% 50% 75% 100%

The “Mow Down Pollution” Lawnmower Exchange Event

The website www.OzoneAware.org

Any communications about ozone or ozone alerts on
outdoor billboards

Electronic Message Billboards along the highways that
provide Ozone Action Alerts

Any communications about ozone or ozone alerts on the
backs or sides of buses

Radio Traffic reports on ozone pollution

Percent of Respondents Reporting "Yes"



In Conclusion
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Meaningful increase in resident knowledge about 
the problem of ozone took place between the pre-
campaign survey and the post-campaign survey.

Resident-reported activities to reduce ground-
level ozone budged slightly between pre- and 
post-campaign. 

A significant number of residents were aware of 
and reported recognizing the campaign and its 
messages.


