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Biosolids Communications
September 6, 2017

How to Participate Today 
• Audio Modes

• Listen using Mic & 
Speakers

• Or, select “Use 
Telephone” and dial the 
conference (please 
remember long distance 
phone charges apply).

• Submit your questions using 
the Questions pane.

• A recording will be 
available
for replay shortly after this
webcast.
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Agenda

• The Opportunities and Challenges

• Resources

• Chris Peot – DC Water

• Allison Fore & Dominick Brose – Chicago Metropolitan 
Water Reclamation District

• Kevin Litwiller – Lystek International

• Question and Answer

Biosolids are a positive story

• Biosolids are a highly treated wastewater 
byproduct and contain valuable nutrients, 
organic matter, and energy. 

• Biosolids are a safe and innovative 
product that lowers costs for consumers, 
conserves natural resources, improves the 
environment, and supports agriculture. 

• Utilities across the country have been 
safely recycling biosolids for decades, 
leading to more sustainable and resilient 
communities.
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Successful campaigns
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Awareness

Expected documentary: 
Biosludged
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Responding to biosludged (and critics)

Notify communications staff/departments of the documentary.Notify

Prepare a response strategy that relies on science, track record, benefits, etc.Prepare

Focus on positives of biosolids, not criticizing the documentary.Focus on

Identify external validators who can provide positive, fact-based perspective.Identify

Resources

biosolidsresource.org
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Resources

wef.org/biosolids

Residuals and Biosolids 
Committee

CHAIR: Christopher Peot, DC Water, cpeot@dcwasa.com

STAFF LIAISON: Patrick Dube, WEF, pdube@wef.org

The WEF Residuals and Biosolids Committee shall develop, 
recommend, and assist in conducting programs to provide 
information regarding management options, regulatory 
compliance and current practices for residuals and biosolids
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Today’s Speakers

Chris Peot 
Director of Resource Recovery 

Kevin Litwiller
Director of Marketing & Business Development

Allison Fore
Public & Intergovernmental Affairs Officer

&
Dominick Brose

Environmental Soil Scientist 

Travis Loop, tloop@wef.org

www.biosolidsresources.org



9/6/2017

8

District of Columbia Water And Sewer Authority

Introduction to Bloom®

WEF Webinar on Biosolids Communication

16
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Nutrient Rebate Research Projects 
$2/ton rebated through biosolids contracts; obligated to spend on research

Virginia Tech

• Drought resistance study

• Greenhouse gas balance  

• Wintertime N uptake 

• P land base analysis

• Blended soil products 
development 

University of Maryland

• Beneficial soil microbes

• Wye poplar plantation surface application

• Mine reclamation with poplars 

USDA + University of Maryland

• Triclosan, triclorocarbon • PBDEs +

The Value in Biosolids

Organic Matter

•Food for soil microbes
•Builds soil tilth

•Erosion resistance
•Water-holding 
capacity

•Ability to retain nutrients

Macro-Nutrients
•Nitrogen (~1.5%)
•Phosphorus (~2%)
•Calcium
Micro-Nutrients
•Zinc
•Copper
•Molybdenum

Nutrients

Slide adapted from Northern Tilth

For Energy Recovery
•Energy in the chemical bonds of 
organic matter 
•9,300,000 Btu/metric ton of biosolids 
available through anaerobic digestion

Energy

Drought 
resistance

•More root & shoot 
growth
•Improved yields

Beneficial 
microbes•Improved nutrient 

uptake
•Disease resistance
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Agriculture

Silviculture
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Anaerobic Digestion / Thermal Hydrolysis

Bloom Soil Amendment Product
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Commercial distribution
2016: ~1,300 
cubic yards
2017: ~9,600 
cubic yards

Nurseries
Landscapers 
Soil blenders 
Gardens 
Highways

$7.50/cy –
Cured
$3.50/cy --
FreshPermitted and 
regulated by 
DDOE and MDE

Community Gardens

80+ community gardens & tree plantings (700+ 
tons)
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Digester launch event

Maryland State Highway 
Administration: Topsoil blend



9/6/2017

14

DDOT Urban Forestry 
Administration & Casey Trees: 
Tree plantings

First bagged product sales
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Presence vs Toxicity

Biosolids Other

Lead 30 ppm1 50-400 ppm: naturally 
occurring in soils3

100 ppm: recommended
limit for gardening4

Triclosan (anti-
microbial)

235 ppb2 3,000,000 ppb: Colgate 
toothpaste

PBDEs (flame retardant) 200 ppb2 500,000: household dust

1: parts per million = one drop in the fuel tank of a car
2: parts per billion = pinch of salt in ten tons of potato 
chips
3: EPA
4: Univ. of Minnesota Extension

Metropolitan Water Reclamation 
District of Greater Chicago

Dominic Brose, Environmental Soil Scientist
Allison Fore, Public and Intergovernmental Affairs Officer
Sept. 6, 2017
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Targeted Stakeholder Outreach

• Biosolids Programs: 
 Farmland 

Stakeholders include:
– Farmers

– Neighbors (near and around application sites)

– Elected officials, public health officials, extension agents

 Public sites (urbanland)

Stakeholders include:
– Golf courses and their customers

– Village and park managers and their constituents

– Homeowners and neighbors

– Elected officials, public health officials

2016 Biosolids Utilization 
total 100,000 dry tons
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Targeted Stakeholder Outreach

• Public Sites Typical Concerns and Questions: 
 Are biosolids safe?

I read online biosolids contain pathogens, drugs, 
metals, toxic chemicals, etc.

 Can kids play in a park after biosolids 
application?

 Can biosolids be used in a home garden?

 How do biosolids work as a fertilizer?
What’s in them?

 How are they made?

Targeted Stakeholder Outreach

• Stakeholder outreach based on principles 
outlined in WERF’s Conducting Effective 
Community Outreach and Dialogue on 
Biosolids Land Application (2011): 
 Building relationships

 Creating opportunities

 Exploring new proposals or ideas

 Identifying opportunities for improvement

 Working together to solve problems



9/6/2017

18

Targeted Stakeholder Outreach

• Proactive approach:

 Application site visits

Consult on topsoil / turf needs

 Stakeholder / community meetings

 End user survey

 Promotional / educational materials 
Internal and external documents

 Research
Internal and external findings and results

 Exhibiting at tradeshows / conferences

Media Advisories
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Save the Date Cards 2015 and 2016

Invitation 2015
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Program 2015

Invitation 2016
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Program 2016

Surveys 2015 & 2016
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Press Release 2015

Press Release 2016
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Press release, media and social media 
August 2017

News Articles
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News coverage and articles

"Evolving From Controlled Biosolids Distribution To Revenue-Generating 
Compost," Water Online Magazine Guest Column
https://www.wateronline.com/doc/evolving-from-controlled-biosolids-
distribution-to-revenue-generating-compost-0001

Biosolids in the News

Sampling of articles generated through earned media

Chicago Tribune
http://www.chicagotribune.com/suburbs/daily-southtown/news/ct-sta-flooding-meeting-st-

1019-20161017-story.html

Homewood Flossmoor Chronicle
http://www.hfchronicle.com/article/2016/oct/03/ecological-work-coyote-run-golf-course-
wins-award-h-f-park-district

Millennium Reserve Monthly
http://us9.campaign-
archive2.com/?u=52c09c80aae494a01311c8614&id=ff1ab21f57&e=d46ccac95b

Chicago Tribune
http://www.chicagotribune.com/suburbs/skokie/community/chi-ugc-article-the-village-of-
skokie-receives-an-honorable-m-2016-10-19-story.html

Montreal Gazette
15 1208_Biosolids Green Spaces_Montreal Gazette.pdf
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For more information

Dominic Brose Allison Fore

Brosed@mwrd.org forea@mwrd.org

708-588-3134 312-751-6626

Communicating a Biosolids Management Program
Consistency &  Transparency

Kevin Litwiller - Director, Marketing & Business Development
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Who is Lystek?  

• Established provider of end-to-end management solutions for biosolids & organics

• Founded in 2000 at the University of Waterloo, Ontario – locations in USA & 
Canada
- Proprietary technology - protected by numerous US and CDN patents.

• Experienced management team – expertise in microbiology, wastewater 
engineering, regulatory affairs, agrology, business development & 
marketing/communications 

• Converting organic materials into products with a range of uses including;

− Anaerobic Digester (AD) optimization, carbon source for BNR systems, etc. 

− Agriculture, sod farming, horticulture, soil revitalization, etc. 

What does the technology do?  

• Low temperature, low pressure Thermal Hydrolysis Process (Lystek THP) 

• Produces a biofertilizer product (LysteGro) that meets/exceeds stringent, 

federal regulations – in the USA (US EPA, Class A EQ) & Canada (CFIA 

registered)

• Optimizes AD (digester) systems (LysteMize):  

– Reduces biosolids generation by 25% (or more)

– Increases biogas yields by 40% (or more) 

• Has also been deployed as a cost effective alternative to AD systems 

• Can also produce an alternative source of carbon (LysteCarb) for BNR systems
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Overview  

Communications
Challenges  



9/6/2017

28

Regional OMRC’s – Details

• Numerous projects – two of which are large scale, regional, facilities for the 
reception & processing of biosolids & organics 

• First - in a (Canadian) Township’s zoned “Eco Industrial Park “ – heart of a rural, 
farming community - population base of approx. 7,000 residents 

• Second – in partnership with the Fairfield Suisun Sewer District (FSSD)– located 
on site (within City limits – population of approx. 150,000) - serves Bay Area 

• Both initiatives - fully supported by local council & majority of the community 

• Each capable of diverting 150,000 tons of biosolids/organics from landfills 
annually  

• Providing services to generators within a radius of approx. 90-100 miles (150 

km’s) 

• Extensive biofilter system for treating/managing air emissions/odors

• Fully lined & covered storage reservoirs for finished biofertilizer product 

Key Issues/Community Concerns?  

• Truck traffic and noise – safety?  

• Odors – quality of life? 

• Pathogens, metals – health & safety? 

• Environmental impacts?

• Proximity to town? 

• Jobs & other economic benefits?  

• Why in our community? 

• First Nations – environment, unresolved land claims

Public understanding & acceptance is key – can be a polarizing subject! 
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How to achieve community buy in?  

UNDERSTANDING THE COMMUNITY IS KEY!

• Historical situation – what’s the back story/history of biosolids in the area?

• What is the demographic make up of the community? 

- Rural (agriculture) vs. more urban – or mix?

- What is the general education level/awareness?

- What are their general values/beliefs? 

• What are the economic drivers in the community? 

• What are the other, existing sensitivities – i.e. environmental, political, etc.? 

How to achieve community buy in?  
UNDERSTANDING THE COMMUNITY IS KEY!

• Who are the key, community influencers/leaders – formal and informal? 

• What can you learn from the above to help you formulate an engagement plan? 

• UNDERSTAND GOING IN THAT: 

- IT IS CRTICAL TO BE CONSISTENT & TRANSPARENT

- IT WILL TAKE BOTH TIME & MONEY TO “SUCCEED”

- NO MATTER HOW WELL PREPARED, THERE WILL STILL BE SURPRISES 

(i.e. MEDIA SAVVY “NIMBY’s”, FIRST NATIONS INTERESTS)

- NO MATTER WHAT YOU DO, IT IS UNLIKELY YOU WILL EVER 

ACHIEVE 100% “BUY IN” or SUPPORT – RECOGNIZE & ACCEPT THIS! 
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Development of Key Messages  
WHY SHOULD THE COMMUNITY WELCOME OR TRUST YOU? 

• Who are you (people)? What have you done previously (expertise)? How does 
this align with the community’s goals and values? Explain. 

• What value will you provide the to the community? Reliability in uncertain 
market? Environmental sustainability? Job creation? Tax revenues? Explain. 

• Does your solution meet/exceed regulatory guidelines and/or requirements? 
(local, state/provincial, federal, etc.) Is it safe and proven? Explain. 

• Develop messages & open dialogue with simple, easy to understand language. 

• Speak factually but avoid using big words, being too “scientific” or using too 
much “techno speak”. If you cannot be understood, you will never be 
trusted! 

Ensure your messages are consistent, transparent & sincere! 

Key Messages – A “Good News” Story

• It’s about eliminating “waste” and leveraging advanced science and technology to 

produce innovative, diversified, safe and sustainable products/solutions, such as: 

• Biogas for “green” energy

• Reductions in GHG’s 

• Safer & more cost effective sources of carbon 

• Biofertilizer products that are proven to rebuild soils with vital organic matter, 

retain water & maximize the inherent value of macro & micro nutrients 

• Alignment with local imperatives such as the Healthy Soils Initiative (California) 

• Passionate and experienced professionals who are committed to taking action! 

It’s about Resource Recovery & the Circular Economy – Nothing wasted!
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Example – Circular Economy   

Formulating & executing your plan
LEARN/UNDERSTAND HOW TODAY’S MEDIA ENVIRONMENT WORKS

Being media “savvy” is critical!

• First & foremost, invest in media training!

• Communication today is fast, global & permanent

• Need to get out “in front” & build trust quickly/efficiently  

• Scientific facts/advancement is not always valued or appreciated

• Issues/challenges must be managed in a timely fashion 

• Be prepared to take responsibility/be transparent
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Formulating & executing your plan
GETTING THE MESSAGE OUT 

Build a list of stakeholders & ensure the message is appropriate 

Execute using a diverse range of communications approaches/channels, for example:

- Introductory letters to educate & inform the community about the initiative

- Establish & foster ongoing relationships with key community leaders

- Voluntary facilitation of a Public Advisory/Liaison Committee

- Public information centres (PICS) & presentations w/displays 

- Reference & share information/research/references from credible, third party 
sources, (industry experts, customers, associations, educational institutions) 

- Offer tours of any enabled sites (as practical) 

- Get articles, endorsements & “good news” stories into the media!

Formulating & executing your plan
MORE IDEAS FOR GETTING THE MESSAGE OUT 

- Presentations to, and participation in, local Chambers of Commerce, etc.  

- Create & distribute a community newsletter – hard copy & online (digital) formats

- Sponsorships of local sports teams, charities & community events 

- Posting of Q & A’s from the community on web site (& others), as appropriate 

- Develop & distribute/share Case Studies, testimonials, etc. 

- Educate/work with political stakeholders at all levels - local, state/provincial, 

federal

- Present/participate in local Council meetings 

- Remain in full compliance with all regulatory framework & you can count on the 
“good word” & support from these critical, third party stakeholders 

BE EMPATHETIC, CONSISTENT & TRANSPARENT AT ALL TIMES! 
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Examples  

Third Party Studies/Papers   
• “The supply of phosphorus from mined phosphate rock could ‘peak’ as soon as 

2033,  - then this non-renewable resource will become increasingly scarce & 
expensive.”

• ”We are completely unprepared to deal with the shortages in phosphorus inputs, 
the drop in production and the hike in food prices that will follow.” 

• “In the longer term on a global scale, the majority of human excreta will need to 
be returned to a large proportion of agricultural soils to close the phosphorus 
loop.”

• “We need to start thinking of human excreta as a resource, not a waste.”

UK Soil Association - 2010
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Third Party Research 

Regulatory Approvals/Recognition 
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Public Advisory Committee   

Newsletters
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Case Studies 

Tours, Open Houses, etc. 
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Educational Videos – You Tube

Social Media Channels 
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Media Releases 

Earned Media Coverage
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Community Sponsorships

Awards/Recognitions 



9/6/2017

40

Thank You!

Nothing wasted.
Everything to gain. 

t: 226-444-0186  
e: info@lystek.com 
w: www.lystek.com

s:

Questions?
• Audio Modes

• Listen using Mic & 
Speakers

• Or, select “Use 
Telephone” and dial the 
conference (please 
remember long distance 
phone charges apply).

• Submit your questions using 
the Questions pane.

• A recording will be 
available
for replay shortly after this
webcast.


