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Executive 

     Summary 
 

 

Earl Warren once said, “It is the spirit and not the form of law that keeps justice alive” 

(Garden, 2012). Those words tell us that Crime Prevention Through Environmental Design 

(CPTED) is a form of design and maintenance to help keep justice alive today, as was the intent 

by CPTED creator C. Ray Jeffery, with artist Oscar Newman expanding Jeffrey’s idea (Times, 

1996). What these two created was a new way to help keep neighborhoods and apartment 

buildings safer, based on the design and appearance of the environment.  

We are The Riveters, a public relations team whose members are part of the Vermillion 

community; and as fellow residents, we are directly impacted by our environment, and any crime 

that occurs in Vermillion. When our team looked into CPTED, we wanted to know what was 

holding this project from moving forward. The main points our team focused on was awareness, 

finding a target market, and safety.  

In the following pages, you will find analytical research that led to our decision to 

associate CPTED with people’s basic instincts and help encourage people to keep Vermillion 

safe. After determining our target markets, goals and objectives, and with help from the situation 

analysis to guide us on how to make the public aware of CPTED, we can determine how to 

achieve the goals given to us.  
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Situation  

Analysis 
 

 

Crime Prevention Through Environmental Design (CPTED) is a theory that states it is 

possible to modify the behaviors of users in an area to reduce crime and make a community safe 

through specific environmental design. This project is to help the Vermillion Police Department 

(VPD) bring awareness to the Vermillion community on CPTED and to make the community 

aware of crime in the area. By targeting both property owners and residents who rent property in 

Vermillion, we target those who are directly impacted by housing changes and encourage 

apartment complex managers to participate in the Crime Free Housing program offered by VPD 

and improve their properties for crime prevention. 

With this program, the campaign intends to inform the Vermillion community about 

crime rates and how CPTED applies crime prevention in neighborhoods. Through the Crime 

Free Housing program with VPD, CPTED enables apartment complexes to raise standards of 

living in their properties and increase safety to their renters. Our goal is to help VPD make their 

goals related to CPTED appeal to property owners and community members, so that they will 

implement the Crime Free Housing program and make Vermillion a safer community.  
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Company Analysis 

The Vermillion Police Department’s mission is to keep the residents of Vermillion safe 

and to make apartment complexes safer for existing and future tenants through the external 

design of a community. In 2010, burglary reports made up 13% of crimes reported, assaults were 

7%, and thefts were 80%. This data shown in Figure 1 shows that the crimes reported are not 

violent crimes or high-risk, but there is still a high potential for thefts in Vermillion. Burglaries 

and assaults have also increased over the years. 

 Through a SWOT Analysis, we can determine what the strengths and weaknesses of the 

Crime Free Housing might face: 

  

Strengths 

 A safer environment and a crime-free community 

 Better living environment for current and future residents 

 Keeping Vermillion safe for years to come 

 By targeting future off-campus residents, college students 

can avoid crime on-campus as well as know how to 

prevent crime off-campus. 

 

Weaknesses 

o Lack of knowledge of CPTED within the Vermillion community  

o Low number of crime incidents that have been reported in Vermillion 

o Safety problems not recognized or ignored by local residents 

o Lack of effort by landlords to implement safer living environments for 

current and future residents 

o A vague budget amount to work with. 
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A SWOT analysis also exposes any opportunities or threats that may appear with our 

campaign: 
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80% 
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Assualt 

Theft 

burglaries  

Opportunities 

 Encouraging more areas of Vermillion to have a cleaner 

environment and establish a safer appeal 

 By unifying the Vermillion community, it would be 

beneficial to target students that live on-campus as more 

crime takes place there than the rest of the community 

 An overall lack of recognizing safety problems provides an 

opportunity to inform the public of programs like CPTED. 

 

Threats 

o Apartment owners and residents neglecting property care  

o Possibility of increased crime rates, and landlords not 

considering CPTED to be important 

o People knowing about CPTED and simply not caring 

o Taking care to avoid imposing on city policies. 

 

Figure 1. 

Percentage 

breakdown of 

major crime 

categories in 

Vermillion for 

2010. 
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Background History 

Crime Prevention Through Environmental Design is aimed at "identifying conditions of 

the physical and social environment that provide opportunities for or precipitate criminal acts . . . 

and the alteration of those conditions so that no crimes occur . . ." (Robinson). In 1971 C. Ray 

Jeffery designed the CPTED theory, focusing on the external environment surrounding 

individuals. Before this point, people only focused on crime and not outside conditions that may 

encourage criminal behavior. (Robinson). 

Primary Research 

Multi-housing units are abundant around college campuses, but some property owners in 

Vermillion, South Dakota do not take active roles in ensuring safe homes and neighborhoods for 

their residents. Why don’t property owners take safety and crime more seriously? The primary 

purpose of this research is to determine factors that deal with crime prevention. The factors we 

will specifically look into for the town of Vermillion are why crime prevention is overlooked, the 

actual amount of crime existing in Vermillion, and how other communities have already 

implemented crime prevention programs. The desire is to create an end campaign that would 

encourage crime prevention in mobile and multi-housing properties in the community through a 

program known as Crime Prevention Through Environmental Design (CPTED), a theory that 

through environmental design, one can modify behaviors that would reduce crime in an area.  

We will examine crime, discover how it is perceived by Vermillion residents, and how it 

manifests in Vermillion.  Overall, our group’s hypothesis is that the existing crime will be 

greater than perceived crime.  
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A majority of our primary research was a combination of previous studies on CPTED and 

surveys distributed to apartment residents. The studies collected provided data on reported 

instances of crime in Vermillion both on- and off-campus, as well as perceived crime in the area 

and why prevention is overlooked. Other data analyzed how people in similar communities 

prevent crime or apply CPTED-related programs in their neighborhoods. Finally, we created a 

survey to distribute to students who live off-campus to discover what residents know about this 

program and crime that occurs in town, as well as anticipated reactions to a program as such. All 

data was compiled and presented in an in-depth research report. With this research, we are able 

to determine any strengths and weaknesses for the future Crime-Free Housing program and how 

to effectively reach out to the target markets.   

Survey Research Methods 

For the survey, convenience sampling was the best option due to limited time and 

resources available.  Our group utilized Facebook and Survey Monkey to gain a maximum 

number of respondents in the time allotted. The survey was constructed with largely quantitative 

data intended, and a variety of question types were included, such as: demographic questions, 

nominal questions, ratio questions, and interval questions. In terms of the survey’s strengths, the 

questions focused on compiling data on what Vermillion residents think and feel about their 

apartment complexes and what could be done to potentially make CPTED a part of every 

apartment complex. Weaknesses include a lack of external validity, meaning the possibility that 

the conclusions drawn from experimental results may not be applicable to real-world 

circumstances. Another weakness is reactivity, in which respondents may not have responded 

honestly which is difficult to control. 
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Survey Results 

Of the data gathered from the 

survey, a number of important 

patterns were brought to light. One 

question from the survey asked how 

safe respondents felt in their current 

neighborhood on a scale of 1 to 5, 1 

indicating very safe.  

According to the 54 

respondents in Figure 2, 46% said that 

they felt very safe in their 

neighborhoods. 35% felt that they rated 4 on the rating scale, but none of the respondents 

answered “not safe.” These findings support previous research and perceptions that claim 

Vermillion is generally a safe location to live. This could be a problem in promoting CPTED if 

people are not receptive to it. Because of this, another approach would be necessary to increase 

people’s interest in CPTED. 

Another significant consideration is how a potential renter or apartment hunters might 

react to learning a certain apartment is part of a crime-free housing initiative. As indicated in 

Figure 3, 65% of respondents said that they would be more likely to consider renting a property 

if it was part of a CPTED program. In contrast, about 10% said that it would not make a 

difference in their decision-making. With the data compiled from the survey, the findings have  

 

Very Safe 
46% 

Moderately 
Safe 
35% 

Somewhat 
Safe 
16% 

Less Than 
Safe 
3% 

How Safe Residents Feel 

Figure 2. Results of how safe do respondents feel in their 

current neighborhoods. 
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shown that safety is important 

to residents, and an important 

option to consider is 

encouraging residents to talk to 

their property owners about 

participating in a crime-free 

program. Informing property 

owners that participating in a 

CPTED-related program is 

among the wants and needs of 

customers might encourage them to seriously consider the CPTED program. 

Secondary Research 

Why crime prevention is overlooked. In South Dakota, the common belief is that little 

crime exists. The first factor examined was the reasoning behind the security residents feel in 

their small communities.  Once the reasoning behind this has been determined, we can better 

understand how to approach property owners about taking active roles in crime prevention. One 

reason citizens feel safe in Vermillion is directly related to stereotypes involving rural 

communities. There is an obvious stereotype given to small towns compared to urban 

communities that there is less violence and crime in general. The idea is that everyone knows his 

or her neighbor, and danger levels are negligible.  

One idea that supports this stereotype has to do with the physical appearance of a 

neighborhood or community. Because most areas of the Vermillion community lack physical  

More likely 
65% 

About the 
same 
24% 

No 
difference 

9% 

Less likely 
2% 

Choosing Apartments in CPTED 

Figure 3. Graphical results of whether respondents would be more 

or less likely to consider living in an apartment that was part of a 

crime-free program. 
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disorder, residents feel that crime prevention is unnecessary.  “Physical signs of neighborhood 

disorder, such as litter, graffiti, and abandoned cars are of particular theoretical interest because 

they are considered to be direct reflections of residents’ inability or unwillingness to collectively 

prevent, manage, or improve undesired neighborhood activity” (Wei, 2005).  Multiple studies 

researched came to similar conclusions, proving that a neighborhood’s characteristics play a 

significant role in the amount of crime that occurs there. Because Vermillion’s overall physical 

appearance is maintained well and neighborhoods are cared for, it is easy to understand why 

crime is not an issue on residents’ minds. Especially in neighborhoods where houses and lawns 

are looking nice and clean, it gives the impression that little crime occurs in these areas.  

This idea is not just based on perception, but research has shown that well-maintained 

areas do have less crime, supporting residents’ beliefs in their safety and security in Vermillion.  

 

 

 

Therefore, one of the major reasons residents and property owners in Vermillion do little 

to prevent crime is because basic stereotypes and extensive research have shown that small 

towns and communities with Vermillion’s characteristics will have less crime. 

Actual crime in Vermillion. The next step in evaluating crime in Vermillion and public 

perceptions is by looking at actual police reports and statistics from the Vermillion Police 

Department and research on crime perceptions. A survey done in summer 2012 by the W.O.  

There is considerable evidence that structural neighborhood 

characteristics such as concentrated disadvantage and residential 

instability are related to lower levels of neighborhood social control 

(that is, less ability to maintain an orderly environment) and collective 

efficacy (that is, less ability to realize collective goals), which are in 

turn related to increased risk for crime and victimization. (Wei, 2005) 
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Farber Center for Civic Leadership asked Vermillion residents a number of questions about their 

perceptions on crime. On a scale of 1 to 5, 5 being the safest, residents were asked how safe they 

felt in certain situations. When asked about shopping or in their homes, the average result was 

4.5. The lowest perception of safety was when walking as night, resulting in a 3.5. Overall, the 

survey indicates that Vermillion residents feel safe and have low expectations for crime in 

Vermillion. This poses a problem in trying to encourage a crime prevention program in the city. 

If no one believes there is a problem, then no one will be interested in supporting a program to 

help the issue or prevent future occurrences.  

Should the residents feel unsafe in their communities? After looking at several sources 

listing crime reports in Vermillion, the conclusions were often the same: it is safe to say there is 

little crime in Vermillion. According to the USD Annual Jeanne Clery Report and Annual Fire 

Safety Report, the largest numbers in crime reports on-campus dealt with alcohol violations. 

Only eight burglaries were reported, seven of which were also on-campus (Clery Report, 2012). 

According to these statistics, the crime level is very low and occurrences seem to be higher on-

campus in general. 

The college alone might be a reason for the crime prevention program, because so many 

changes occur throughout the year with students leaving and returning that it could leave an 

unsettled community.  According to Community Structural Change and Fear of Crime, 

researchers looked into the effects of change on a community in relevance to crime; “we 

expected the casual impacts of unexpected neighborhood change would be channeled via 

community and individual characteristics.” Results from similar studies have supported these 

propositions (Taylor, pp. 388). However, the changes brought about by college students and  
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USD are not unexpected, but a routine effect. Secondly, with crime rates being closely related to 

the students and higher on-campus, the city of Vermillion itself, excluding the campus, has very 

low crime levels. 

How people in smaller communities prevent crime. As one looks closer at other small 

towns with similar crime rates, it is possible to better understand how to implement a successful 

campaign to promote Vermillion’s CPTED program. There are benefits to preventing crime in 

small towns, but prevention has a negative side, as well. Some research has shown that when 

promoting crime prevention, fear in the community increased. “Taking security precautions 

increases fear of crime (b= .41) but reduces perceived vulnerability (b= -.28). Thus, taking 

precautions against crime is perceived as safe but can also be a risk. In addition, as shown in the 

social integrating equation, precautions are associated with greater feelings of social isolation 

(b= -.12)” (Adam, 660). A detailed approach would be needed to avoid creating a fearful 

atmosphere around our campaign. Taylor explained how small cities should prevent crime:  

  
Local governments should sponsor city-wide media campaigns 

designed to inform the public about the existence, mission, and 

importance of the neighborhood councils.  The idea behind the 

councils is to have an organization that is solely based on 

neighborhood issues and is there to work with the community 

members to stay up to date on tasks and work to keep the 

neighborhood safe and clean. Ways to promote the council is 

through television and radio spots about the importance of the 

council and how the citizens can get involved with one near their 

neighborhood. (Taylor, 1986)  
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Consumer Analysis 

Our consumers are property owners and community members. This is because CPTED is 

made for rental properties and community members who will be more proactive about crime in 

their community. The first target consumer, apartment owners, would use this product to make 

people looking to rent apartments feel better about living there and would use it to clean up their 

apartments and promote safer properties. Now knowing the exact amount of apartments, we 

focus on landlords due to what goals were provided to us by VPD. Our community members 

would use this to promote the Vermillion community as a safe place to live. The motivation for 

apartment renters to participate in CPTED is to attract more customers and to keep fellow renters 

safe. For the community, their motivation would be to keep their homes and neighborhoods safe 

to live in.  Apartment and community members are looking into CPTED to keep their 

community safer and draw responsible people to stay here and raise families. Community 

members who are looking at staying permanently in Vermillion would be more responsive to 

living in areas that promote safety, such as CPTED-approved crime-free housing.   

Market Analysis 

Three markets have been identified as groups to target separately. These markets are 

future off-campus residents, landlords, and community members. With reference to the three 

identified markets, the first target market would be property owners and landlords.  Some 

advantages of marketing to property owners are that they are easier to persuade from a business 

standpoint because a safer, crime-free living complex appeals to potential tenants and can 

increase rates. We market to housing owners because they live in Vermillion and they care a lot 

about crime in Vermillion. Disadvantages for marketing to landlords and housing owners include  
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the notion that they don’t want to go through the hassle and expense to be required to become 

part of the CPTED program.   

The second target market is future off-campus residents. Marketing to off-campus 

residents has advantages because this market is accustomed to living in a safe environment, so 

they will want to stay safe. When living in the dorms, you are in a safe environment where every 

floor has to have keys and community advisors (CAs) are present on every floor. This market is 

also easy to market to because all of the students live in close proximity with other residents and 

their CAs, providing program opportunities to reach them. Some disadvantages are they are used 

to living in a safe environment without even thinking about; they can also sometimes think of 

safety as a hassle. 

The final market group, community members, is also unique. Some advantages of 

marketing to community members include that they are more likely to care because they are 

invested in the community and more likely to care about crime, as well as learning ways of how 

to keep Vermillion safe. Some disadvantages of marketing to community members include they 

might overlook it if they think their community is safe, or physical and financial abilities may 

prevent them from cleaning up their environment.  

 Looking at our target markets, we feel the first market to focus on is apartment property 

owners within a mile of campus. Then next focus would be all other apartment complexes. Our 

third focus would be housing a mile off-campus being rented out, followed by housing being 

rented out further than a mile. Then we would reach out to community members in general 

because they are permanent residents, followed by the least important group, future off-campus 

students.  
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Product Analysis 

Looking at how consumers rate, 

evaluate, and perceive the problem, we used 

the graphs from our research report to tell us 

the quantitative data.  This data provides 

important information to utilize. Out of 54 

surveys, 65% of people would more likely 

live in a place that had CPTED involved in 

it. With this data, we can give this to 

apartment owners and back up our 

information to give CPTED a push in 

success.  

Using this second graph we can 

show that more than 50% of people we 

surveyed were more likely to choose an 

apartment that had CPTED. We can then 

market our product to get in touch with 

people’s emotions more and to point out to 

the community that safety issues are upon us 

in Vermillion.  

To give our consumer some value in 

our brand we can say that CPTED brings 

safety for many years to come for both 

community members and apartment renters. 

It also gives people more knowledge on 

what safety is and how to make your home 

safe from danger. In addition, if we have 

enough funds in our budget, lecturing to 

future off-campus college students, to tell 

them about how to keep themselves safe and 

encouraging them to look into CPTED 

apartment complexes will make apartment 

owners more aware of what people want.     

 

Competitive Analysis 

Since there is a lack of competitors on preventing crime, our biggest competition is 

people. We need to make this relevant to their lives. This could include people not wanting to 

listen to another commercial or pick up another flyer that they see on the street. People see so 

many messages that it is important to make the CPTED message stick out. We would like to do 

an emotional commercial affecting mobile people’s safety on campus, and then for residents in 

the older generation doing static flyers about how crime has gone up.
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Problems and  

Opportunities 

 

Problems 

There are a variety of problems that could arise when implementing any such campaign. 

There is a lack of knowledge about CPTED within the Vermillion community, particularly 

among college students. There are a low number of crimes that have been reported in Vermillion, 

and safety problems are not recognized or ignored by residents. There is also a lack of effort by 

the landlords to implement safer living environments for current and future renters. For our 

campaign specifically, a problem worth indicating is the small budget available to work with.  

 

 A lack of knowledge about CPTED within Vermillion, particularly among college 

students: Students are normally not aware of how CPTED is applied on-campus, 

and even less off-campus. 

 Low number of crimes that have been reported in Vermillion, and safety problems 

are not recognized or ignored by residents who participated in the survey we 

administered.  

 Lack of effort by the landlords to implement safer living environments for current 

and future renters: Potential costs to renovate to meet CPTED standards, etc. 

 A vague/small budget available to work with. 
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Opportunities 

In response to these problems, are a number of 

opportunities worth considering. One opportunity is to 

encourage more areas of Vermillion to have a cleaner 

environment and establish a safer appeal. By unifying 

the Vermillion community, the entire town could 

establish a safer and cleaner community. It would be 

beneficial to target students that live on-campus as 

more crime takes place there than the rest of the 

community.  

These on-campus students are potential future off-

campus residents as well, and understanding their wants 

and needs would be beneficial. Also, because of the 

problem regarding a lack of recognizing safety problems 

in Vermillion, the police department could highlight the 

specific crimes that take place. They could use that as a 

foundation to promote the Crime Free Housing program. 

 

   

Students living on campus are easy 

to market to 

It would be beneficial to target 

students that live on-campus as 

more crime takes place there than 

the rest of the community. These 

on-campus students are potential 

future off-campus residents as well, 

and understanding their wants and 

needs would be beneficial. 

 

Highlighting crimes and how CPTED is implemented in the community 

The problem regarding a lack of recognizing safety problems in Vermillion may be 

adjusted by the police department highlighting the specific crimes that take place, and 

how CPTED has already been applied around Vermillion. They could use that as a 

foundation to promote the Crime Free Housing program. 

Lack of knowledge about CPTED 

Few people having knowledge or 

understanding about what CPTED is 

works in the favor of a CPTED 

campaign because that gives the 

campaign a clean slate or fresh start. 

People do not have preconceived 

notions about CPTED. 
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Primary Target Market: 

 

Vermillion residents renting 

homes or apartments/Rental 

property owners 

Ages 35 - 70 

Occupation: Real Estate Agents, 

Rental Property Owners 

Secondary Occupation: 

Landlords 

 

 

Target Markets 

There are three distinct target markets this project will impact. The primary target market 

worth focusing on is apartment owners and landlords, as the Crime Free Housing program is 

designed for apartment and property owners. In addition, the apartment owners are the 

responsible parties for certifying their properties with the international CPTED program.  

The secondary target market involves reaching out to current renters and potential off-

campus residents. By informing future apartment tenants, and particularly University of South 

Dakota students, tenants will be seeking out apartments and may be more likely to choose a 

property that meets CPTED requirements, or meet CPTED standards. This knowledge will also 

encourage rental property owners to listen to the wants and needs of their consumers, and are 

thus more likely to apply for CPTED certification. If even a few apartments follow through with 

certification, this will mean facilitating competition for safer properties, and would encourage 

more apartment owners to find out more about CPTED through word-of-mouth. 

 The tertiary target market is community members within Vermillion. Neighboring 

homeowners are impacted by an apartment’s environment as much as apartment residents, 

whether it is influencing the retail value of the home or day-to-day lifestyle. Therefore, 

homeowners who support CPTED will help encourage other property owners to implement 

CPTED.

Secondary Target Market: 

Future off-campus living 

students 

Age: 18 - 30 

Occupation: University of South 

Dakota students 

Tertiary Target Market: 

Vermillion Homeowners 

Age: 18 - 70 

Occupation: Various 
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Marketing and 

Advertising Objectives 

              This campaign will focus on the effects that CPTED can have for landlords and 

residents.  Based on prior research, we know that little crime exists in Vermillion. With that 

information, the campaign must be approached at a unique angle, rather than to stop crime in 

Vermillion.  Residents and landlords have a hard time buying into CPTED because it has the 

current image of being unnecessary.  The following marketing and advertising objectives will 

prove CPTED to be an essential part to a rental home or apartment, just as heat, water and fire 

alarms are.   

From Figure 4, we can determine 

that one of our main advertising goals 

would be awareness. The question asked 

was “Have you ever heard of Crime 

Prevention through Environmental 

Design (CPTED)?” Not a lot of people 

know about CPTED and we need to get 

 people to learn more about it.  

Figure 4. Response of People’s Awareness about CPTED 

0 

20 

40 

60 

80 

100 

120 

no  yes 

Goal 1) Awareness: Raise awareness of CPTED among our primary 

and secondary target markets. 
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96.3 percent of people don’t know about CPTED with only 3.8 percent of people knowing about 

it.  The Integrated Marketing Concept objectives are to achieve image and establish awareness 

for CPTED. The most important of the objectives would to be awareness. Few residents in 

Vermillion know about CPTED and what it can do for the community.  

The first step is establishing awareness. To establish awareness, we need to promote 

CPTED as an easy way to prevent crime to renters (secondary target market), and also make it 

appeal to landlords (primary target markets) so they can sell it to future off-campus students. 

CPTED mostly appeals to community members since they are the ones that are more concerned 

of Vermillion safety. We can establish awareness through direct marketing mailers, advertising 

with assistance from Coyote Creative, putting an ad in The Volante for future off-campus 

students, and PSAs through MidContinent for community members. The message would be that 

safety is an essential need, just like any other aspect of renting a home, and it needs to be an 

important detail when renting a home or renting out a residence.   

  

Source: Celebrateart.com 
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Goal 1 Output Objectives 

PRIMARY TARGET MARKET 

 Output Objective 1: Mail out direct mailers 

to apartment complex owners detailing how 

important CPTED is and providing 

information on a date for an informational 

meeting/certification meeting. 

o Outcome Objective 1: Apartment complex 

owners involved and engaged in making 

CPTED a part of their business plans by 

February 28, 2013.  

 Output Objective 2: Produce a radio public 

service announcement that would raise 

awareness about CPTED and promote the 

informational meeting to be held in January.  

Seek radio and/or cable companies as 

sponsors for the PSA to donate air time. 

Play the PSA two weeks prior to the 

meeting, preferably between the hours of 6 

a.m. and 8 a.m., 11 a.m. and 1 p.m., and 4 

p.m. and 6 p.m. 

o Outcome Objective 2a: Air time on local 

radio stations and cable networks for PSAs 

about CPTED and how useful it is in the 

Community by February 28, 2013. 

o Outcome Objective 2b: A Vermillion 

community more aware of CTED and where 

to get more information to make Vermillion 

a safer community by February 28, 2013. 
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SECONDARY TARGET MARKET 

 Output Objective 1: Educate Dorm USD 

dorm community advisors about CPTED 

and equip them with resources to hold 

meetings for their residents. During the 

month of January, a representative from 

VPD will meet with USD Student 

Life/Housing to speak with hall directors 

and USD Community Advisors (CAs) to 

inform them about CPTED and how it’s 

applied both on- and off-campus during the 

CA training period prior to classes starting. 

This would also be a time to provide 

information and instructions on giving short 

presentations on CPTED if a CA or complex 

wishes to use CPTED as a floor/hall 

program, or would like an officer to come 

and speak on the program. January would be 

ideal as residents begin signing up for future 

housing plans in late February or March 

when it is most pertinent, although 

presenting to CAs during their fall training 

(the two weeks prior to starting classes) 

would allow for more time. 

o Outcome Objective 1: A well educated 

group of USD Student Life/Housing to 

speak with hall directors and USD 

Community Advisors (CAs) that can teach 

programs about CPTED and guide students 

to a CPTED conscious lifestyle by October 

30, 2013. 

 

 Output Objective 2: Have all current 

residence hall students attend a meeting that 

will include the benefits of CPTED. In the 

two weeks prior to residents able to apply 

for housing or exemptions, CAs can hold a 

mandatory meeting with sophomore students 

discussing how to apply for housing on- and 

off-campus, as well as applying the benefits 

of CPTED. If at all possible, an officer 

should also present for better-quality 

information and any questions residents may 

have. 

o Outcome Objective 2: Future off campus 

students who recognize the importance and 

necessity of investing in CPTED housing in 

the decision making process for their off-

campus housing by February 28, 2013.  
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 Output Objective 3: Distribute information 

about CPTED to the Vermillion community. 

In early February, CPTED information will 

be distributed through the use of flyers, 

posters, door hangers, and mailers to 

University residence halls, apartment 

complexes, landlords, and community 

residents in Vermillion. (Benefits of spring: 

For Vermillion community, emphasize 

“spring clean up” and updating your home 

to CPTED standards, for students emphasize 

looking for a new apartment.)  

o Outcome Objective 3: Increase CPTED 

awareness/recall for Vermillion residents by 

85% through the distribution of information 

to community members by February 28, 

2013.    

The next step is to determine 

what you would like to see happen 

with respect to the desired effect. 

Looking at this graph concerning 

choosing apartments, we can see from 

surveying people in our secondary 

target market that safety is a concern  

 

More likely 
65% 

About the 
same 
24% 

No 
difference 

9% 

Less likely 
2% 

Choosing Apartments in CPTED 

Goal 2) Image: Present CPTED in a way that lets people see 

how CPTED is a useful tool that helps to ensure a safe and 

clean living environment and show that is an essential part of 

living. 
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for citizens. They are 65% more likely to select an apartment with a crime free program, thus 

making image another important goal worth focusing on. 

         The second goal is to achieve the image. For CPTED, this campaign strategy will be 

designed to give the program an image that it is an essential part of living. Just like water and 

electricity in apartments and houses, we want CPTED to be an essential checkmark when 

looking at a place to live. The mailers will show statistics about crime, but more importantly how 

our need for safety should be a necessary factor in rentals and taken more seriously.    

Goal 2 Output Objectives 

PRIMARY TARGET MARKET 

 Output Objective 1: Direct mailer kits 

promoting CPTED as an essential need for 

rental homes, apartments, and multi-housing 

and mail them to the residence of landlords 

by the end January 2013.   

o Outcome Objective 1: Increase CPTED 

awareness/recall for Vermillion landlords by 

90% through the distribution of information 

packets by February 28, 2013. 

 

 

 Output Objective 2:  Create posters that 

promoted CPTED as an essential need for 

rental homes, apartments, and multi-housing 

and ask to hang them up in real estate 

agencies in Vermillion by the end January 

2013.   

o Outcome Objective 3: Increase CPTED 

awareness/recall by 40% through the 

distribution of posters in Vermillion real 

estate agencies by February 28, 2013. 
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SECONDARY TARGET MARKET 

 Output Objective 1: Create a website to be 

used as a reference for landlords and other 

people curious about CPTED. Include lists 

of CPTED certified residences, homes, and 

businesses; resources for CAs and other 

organizations giving presentations about 

CPTED; and checklists for people looking to 

see what they need to do in order to make 

their homes/businesses up to CPTED 

standards by May 2013.  

o Outcome Objective 1: Make information 

about CPTED easy to share, understand, and 

access for Vermillion community members, 

landlords, and rental property owners by 

May 30, 2013. 

 

 

 Output Objective 2: Create door hangers 

promoting CPTED as an essential need for 

home renters and tenants and hang them on 

individual apartment and rental home doors 

by the end January 2013. 

o   Outcome Objective 2: Increase CPTED 

awareness/recall for Vermillion residents by 

85% through the distribution of information 

to community members by May 30, 2013. 

 

 

 Output Objective 3: Ask Coyote Creative 

Practicum to produce a PSA video 

promoting CPTED as an essential need to 

students’ first off campus home and upload 

the video to YouTube by the end of January 

2013.     

o Outcome Objective 3: A PSA video 

produced by the Coyote Creative Practicum 

that will be uploaded to a YouTube channel 

run by VPD starting January 1, 2013. 
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Marketing Objectives   

Looking at marketing goals mainly means looking at sales. The primary goal brought to 

the Riveters’ attention by the Vermillion Police Department is to have 10 more apartment 

complexes participating in CPTED. This goal will be accomplished by August 30, 2013. These 

objectives are realistic because they set reasonable time lines and sets reasonable tasks. The 

objectives are also directed toward primary and secondary target markets where action from the 

landlords is most significant.   

Goal 3 Output Objectives 

PRIMARY TARGET MARKET 

 Output Objective 1: Create an incentive plan 

for people who participate in CPTED before 

holding meetings and contacting individuals 

about it.  

o Outcome Objective 1: An incentive plan 

ready to implement for people who 

participate in CPTED before holding 

meetings and contacting individuals about it 

by November 2012. 

  

Goal 3) Certify 10 Vermillion apartment/living complexes with 

CPTED standards. 



 

 
 Page 28 

 

 Output Objective 2: Hold an 

informational/certification meeting for 

apartment complex owners, invited through 

the direct mailer three weeks after sending 

out the mailer.  At the end of the 

informational meeting, have attendees fill 

out response survey and provide coffee and 

cookies. The informational meeting should 

be held in mid January 2013 and the mail 

outs will be sent in early December 2012.  

o Outcome Objective 2: An informed and 

ready to be certified group of apartment 

complex owners and a data from a response 

survey to improve the CPTED campaign by 

February 2013. 

 

 

 Output Objective 3: Send out a follow up 

mailer within one week after giving the 

CPTED informational meeting to the 

attendees about how to gain certification 

through the national CPTED organization. 

Attach direct reply to the mail outs for 

attendees to sign up for certification.  

o Outcome Objective 3: An informed and 

certified group of apartment complex 

owners who are still thinking about and 

making plans to utilize their new knowledge 

by February 2013. 
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Objectives Timeline
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Budget 

 Primary Budget 
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 Minimum Budget  
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 Extended Budget  
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Marketing Communication 

Strategy Overview 
 

As previously reported in Figure 2, 65 percent of respondents surveyed said they would 

be more likely to rent from property owners that choose to have the CPTED program.  This tells 

us that all of our communication tools have to come together to make the public and especially 

the target market know about the benefits and what CPTED is. We have to get advertising out 

and market to our target audiences to achieve the campaign goals. 

As shown in Figure 5 below, our survey results showed us that 96.3 percent of people had 

no prior knowledge of what CPTED was. Our other objective is to use our budget, marketing, 

and advertising communication tools to inform people what CPTED is, so we can begin 

encouraging property owners to use CPTED. This will help us to achieve both of our goals.  

 

 

 

 

 

 

Figure 5. Respondents’ 

answers to ‘Have you ever 

heard of Crime Prevention 

through Environmental 

Design?’ 
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Advertising Strategy 

 We have taken great consideration into determining the media strategy portion of this 

campaign plan. Three target audiences have been given special attention in relation to the 

objectives and media selections made for this CPTED campaign. In the media strategy section, 

topics covered will include the following: media objectives to establish what the anticipated 

outcomes will be with the implementation of this media plan, media strategy elements in 

thorough description and reason for selection, decision criteria with emphasis on where media 

components will be placed and during which times, media calendar for reference as a quick tool 

of media plan layout, and the media budget which details how the media budget will be broken 

down into the various components as they are detailed in the media strategy. 

 

Creative Strategy: 

Creative Objective & Strategy 

The Riveters creative objective is to connect with the 

target market by portraying CPTED as a basic necessity. The 

creative strategy statement selected for the CPTED campaign 

was decided upon through researching ways in which CPTED 

affected peoples’ lives after its implementation. The mentality 

of criminals to target the less protected homes was considered 

because CPTED often works as a deterrent as property owners 

have taken precautions to make themselves less susceptible by 

incorporating simple factors that are basics in the CPTED program. CPTED campaign’s strategic 

focal point is, “CPTED is a safety opportunity you do not want to live without.”  

“CPTED is a safety 
opportunity you do 

not want to live 
without.” 
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Big unifying idea 

 The big unifying idea used in the CTED campaign we have created is the Teddy 

character. Teddy is a gender-neutral character who demonstrates the advantages of using 

CPTED. By making the better choices throughout life, Teddy lives a much more fulfilled and 

safe life compared to his neighbors who live in a CPTED-absent world. Teddy’s good decisions 

start with using CPTED, tying both shoes before leaving the house, and putting gas in the car 

before going on long trips. Teddy makes CPTED a part of his daily life choices and demonstrates 

not only how easy it is, but also how beneficial and obvious this decision is to make.  

Position Product 

 The Riveters have positioned CPTED as being the 

opportunity people should choose not to live without. This 

campaign’s decisions should encourage people to think of 

CPTED when they are moving to a new home or area as 

well as when they are planning their own home’s safety 

features. People should feel like CPTED is a choice they 

make to improve safety and deter crime. People using 

CPTED should be under the impression that they have made the best choice when planning for 

their future. Competitive positioning sets CPTED up against no other structured campaigns or 

programs. Yet, CPTED must be positioned competitively against peoples’ unwillingness to adopt 

the CPTED aspects. Therefore, CPTED in this campaign’s message compares those who are 

living in a CPTED-approved environment and those who do not live in a CPTED environment.  

  

CPTED must be 
positioned 

competitively against 
peoples’ unwillingness 

to adopt the CPTED 
aspects. 
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Tone Attitude and Appeal  

 The tone chosen for the CPTED campaign was selected with attention to the reactions 

people may have with the many different approaches to criminal activity and personal safety. 

The Riveters have constructed a campaign to instill a feeling of necessity to the use of CPTED. 

The target audience should feel as though CPTED is not an option for individuals who care about 

the safety of themselves, their families, and their communities. For these individuals it is an 

informed decision to make CPTED a necessity and not just an option. To portray the 

implementation of CPTED as a smart, obvious choice, The Riveters have chosen to set the tone 

of the advertizing as lighthearted and informed. It is The Riveters intention not to use scare 

tactics when encouraging target audience members to utilize CPTED.  

Tactics 

Specific avenues of advertising were chosen by The Riveters.  

 Coyote News was selected as a primary TV program to run any commercial ads, but 

predominantly as a place to run PSAs for CPTED because it would be of very small cost 

compared to other local news programs. It would act as a good avenue because the 

Coyote News program is a USD student run and USD student based program. This would 

work efficiently to reach the sub-target audience of future-off campus residents of 

Vermillion as previously described in the Target Audience Section of this book.  

 KYOT Radio was selected as a primary radio station to run any commercial ads, but 

predominantly as a place to run PSAs for CPTED because it would be of very small cost 

compared to other local radio stations. It would act as a good avenue because KYOT 

Radio is a USD student run and USD student based program. This would work efficiently  



 

 
A d v e r t i s i n g  S t r a t e g y  Page 37 

 

to reach the sub-target audience of future-off campus residents of Vermillion as 

previously described in the Target Audience Section of this book.  

 Local radio stations such as KVHT and WNAX were also chosen to be a place to run 

purely audio commercial ads, but predominantly as a place to run PSAs for CPTED 

because it would be of very small cost compared to radio stations that are statewide. It 

would act as a good avenue because it would work efficiently to reach the main audience 

of landlords, property owners, and residents of Vermillion as previously described in the 

Target Audience Section of this book. 

 The Volante was selected as one of the local newspapers to run any print commercial ads. 

The Volante would be of very small cost compared to other local papers. It would act as a 

good avenue because it is a USD student-run and USD student-based newspaper. This 

would work efficiently to reach the sub-target audience of future-off campus residents of 

Vermillion as previously described in the Target Audience Section of this book. 

 The Equalizer was chosen as a primary way to run print ads for commercial use. The 

Equalizer would work well to promote CPTED in the Vermillion community to those 

who are not part of the USD campus life. It is cheaper than placing ads in statewide 

papers. It would work efficiently to reach the main audience of landlords, property 

owners, and residents of Vermillion as previously described in the Target Audience 

Section of this book. 

 Church bulletins, door hangers, and elementary, middle school and high school take 

home flyers were also selected because these options would allow CPTED to be exposed 

to the third primary target audience group which includes people who are residents of  
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Vermillion. Not only are these recipients residents, they are most likely to be the ones 

who are more invested in the Vermillion community than the transient college 

community that is also prominent in Vermillion. In particular, the high school flyers 

would work doubly as a market for future home renters/owners or USD students in 

Vermillion as these students become less dependent upon their parents. The cost of these 

flyers could vary based upon the print quality and size, but are flexible in price because 

of this. Some schools or churches may choose to incorporate the CPTED information into 

documents they already produce making the advertising in these areas possibly free of 

charge. This particular flexibility quality makes them easily used within the constraints of 

any budget and efficient at targeting many audiences. 

 Posters to be hung around Vermillion in local businesses, realty and property managers in 

particular, were selected because these options would allow CPTED to be exposed to all 

target audience groups, but particularly the primary target audience groups which 

include: landlords and property managers, people who are residents of Vermillion, and 

potential members of the Vermillion community. The cost of these flyers could vary 

based upon the print quality and size, but are flexible in price because of this. Being so 

flexible, the cost is really only in the creating and printing of these documents and not in 

placement making them easily used within the constraints of any budget. 
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Media Objectives  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Media Strategy Elements 

Target Audience. CPTED is a program or way of life that is adaptable to any person living in 

the Vermillion community. The Riveters have broken this down into three specific target 

audiences as follows: 

 Primary target market: Rental property owners, landlords, and realtors, ages 18-70. 

 Secondary target market: Potential off campus residents, students, people moving to the 

area, ages 17-35. 

 Tertiary target market: Current Vermillion residents who own their homes, working from 

home or within 80 miles of Vermillion, ages 18-70. 

Reach Objectives 
• To reach 95% of property 

managers/owners, landlords, and 

realtors, ages 18-100, by the end of the 

first month of campaign 

implementation. 

• To reach 100% of potential off 

campus USD students, ages 17-26, by 

the end of the first academic semester of 

campaign implementation. 

• To reach 75% of residential home 

owners, ages 18-110, bi-annually, at the 

beginning of spring and fall seasons, 

each year of implementation. 

Frequency Objectives 
• To reach 80% of the primary 

target audience seven or more times by 

the end of the year (EOY). 

• To reach 75% of the secondary 

target audience 15 or more times by 

the EOY.  

• To reach 100% of the tertiary 

target audience three or more times 

each academic semester, six or more 

times by the EOY. 
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Media Classes. The CPTED campaign’s target audience is media specific. Each media is 

suited to specific target markets dependent upon the media’s ability to send the message to the 

target audience in an effective way based on two factors: cost efficiency and resonate with the 

target audience. Multiple media classes were chosen to increase the reach and frequency of the 

messages about CPTED this campaign has created.  

o Direct mailers are versatile and best suited for targeting specific people in the community 

to ask for a call to action. Direct mailers have been selected in this campaign for their 

ability to be customized for recruiting and informing the primary target market.  

o Newspapers were chosen because of their ability to reach a geographically specific 

audience and work well to reach people in a timely manner. The sections in a newspaper 

allow for specific readership choices and better placement for specific target markets.  

o Radio is a cost effective way to raise awareness about CPTED, especially in a local target 

market. It is also a good media for encouraging the listener to imagine the radio spot in 

their mind and then continue to think about the message after it is over. This is a way to 

reach people when they are out and about or doing a multitude of tasks, making it 

possible for them to impulsively decide to ad CPTED to the mix.  

o Television was selected because it allows for people to see and hear the message about 

CPTED. It is also the most cost efficient to reach a large audience and it is a great 

opportunity to increase awareness about the concepts of CPTED because it is not well 

known in the Vermillion Area. Demonstrating the ease of incorporating CPTED would 

be easiest with this medium.  
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Support Media 

o Church bulletins and 

school newsletters: 5% of 

Support Media Budget. 

Churches and schools are 

centers for activity in 

Vermillion and therefore 

offer a large audience. 

Reaching the people in these 

circles of communication 

would mean impressions 

with members of the 

community that are not 

typically transient and more 

likely to take the safety of 

Vermillion seriously. 

 

o Posters: 5% of Support 

Media Budget. Hang in local 

businesses and centers of 

community activity. If 

possible, have posters hung 

in realtor offices and other 

home improvement 

businesses around 

Vermillion. 

 

o Door hangers: 5% of 

Support Media Budget. 

Hang on residential area 

doors to reach individual 

homes and give a more 

personal impression than a 

poster or radio spot 

impression. 

 

 

 

 

 

 

Media Mix. The following bullet points outline the different 

media mix components selected for this CPTED campaign based 

on their previous impacts and projected outcomes for future use. 

The % measure represents the percent of the budget spent on 

each component. Following the percentages are specific details 

about each including: what page, time slot, and emphasis put on 

each component. 

o Direct mailers: 25% of media budget. Direct mailers 

have been proven as the best way to reach specific 

people, when looking back at previous efforts to market 

CPTED and receive action/interest from recipients in 

response. These will be brief letters and possibly 

informational brochures. 

o Support Media: 15% of media budget. Support media has 

been given a fair amount of budget because it represents 

the ways in which many of the long-term Vermillion 

residents receive their news and information. Presenting 

the information to them in this more personal and 

community connected way may resonate with this group 

of people who have a strong connection to Vermillion.  
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o Newspapers: 25% of media budget. These have been selected because they are weekly 

and time efficient. Plan for quarter page ads to be run in news and ad sections. Possibly 

getting an editorial on the positive impact of CPTED would be very desirable.

o Radio: 20% of media budget. Select evening time slots, so that people will hear them 

while they commute from work to go home, and on Saturdays, so people will be at home 

doing projects and have the opportunity to be inspired to incorporate CPTED into their 

plans. Local radio stations have been selected and 60 and 30 spot PSAs have been 

prepared. 

o Television: 15% of media budget. Although it is the cheapest way to reach the most 

people, it is still expensive to use in general. Plan to run spots during the evening news 

programs, so people are in the mood to be informed. This is on cable channels to reach 

the general public and on the Coyote News program to reach a student focused base. 

  
Source: SDPB 
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Media Timing. Timing of the media for this campaign was derived from considering the 

overall goals and objectives of this campaign as well as the times when it would be best to 

implement the means to make these goals and objectives realities. Media timing has been given 

attention regarding the pattern of interest predicted by the movement of the student population 

and the seasons. Reasons being: many renters in Vermillion are made up of the USD student 

body, influencing themselves and landlords/realtors; potential off campus community is largely 

based on the student population and they are easiest to contact when they are living on campus 

during the fall and spring school terms; and many maintenance and updating to properties is 

done seasonally due to the harsh weather changes Vermillion experiences. A campaign push will 

be given in the spring season as this is the optimal time to reach all target markets. The property 

owners in Vermillion will likely be doing “spring cleaning” activities and it would work well to 

incorporate CPTED practices into their spring routines. As students move out for the summer, 

many property managers take this time to plan renovations and updating to rental properties that 

will be done over the summer months. In the spring, a new round of students begin to search for 

new places to live in Vermillion, so reinforcing the idea that CPTED is something they should 

have a new residence house checklist is an optimal time during the spring. CPTED is a new 

concept for most residents of Vermillion and The Riveters would like to gain a large base of 

people who are aware of what it is and how it can improve their lives and communities. 

Therefore the media timing plan has overlapping to increase the number of exposures the target 

market is likely to have. In newer campaigns, such as this, it is less likely that message recipients 

will be burnt out on advertising, and more likely to become more aware with increased 

exposures.  
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Direct mailers 

Brief, less than four or less pages; possibly 

including supplemental materials such as 

information brochures or contact business 

cards 

Support Media 
These alternatives were selected to reach people who are invested in the Vermillion community and 

gain exposures in places that they keep up to date on and are already frequenting. 

Church bulletins and school newsletters: small placement spaces in these publications or 

flyers inserted into the packets distributed 

Posters: 11x 17inches to be hung in community activity areas and local businesses 

associated with realty or home improvement 

Door hangers: various sizes depending on the season and what message is being put in 

focus, hung on homes in residential areas to target more permanent Vermillion residents 

 

Decision Criteria 

 Different media have been listed in this section of the report based on their cost-

efficiency and their ability to reach the target markets identified earlier in this report. Each is 

listed and followed by a brief description of decision criteria that have been taken into 

consideration with each media.  

 

 

 

 

 

Newspapers 

Placement in the human interest and 

advertising sections; Verve and 

advertising spots sections of The Volante 

student newspaper, weekly advertising 

quarter page size 

Radio 

Student and local radio stations to keep 

the listening audience in the Vermillion 

geographic area, spots in the evening 

hours to target people who are 

commuting home from work 

Television 

Student and local news programs to 

target people who are concerned with the 

activity in the community and get their 

attention 
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Direct Marketing  

Strategies 
 

 By achieving these objectives, the goal of 

increased awareness will allow people to better 

understand its importance. If people recognize the 

importance of CPTED, they will participate in the 

program and form a cleaner and safer community. The 

plan is to capture the attention of the community 

members early. Because Vermillion is widely a 

temporary place to live, one of the biggest challenges 

will be to get the college student residents to participate.  

The idea is to educate the students living on campus 

before they move out to the rest of the Vermillion 

community. Students would be encouraged to look for 

apartments or houses that are CPTED approved. This will be done utilizing informational door 

hangers that educate the students about CPTED program and its importance. Through the 

marketing strategy, we would encourage current Vermillion community members through 

informational mailers and retain their loyalty by showing them the results of incorporating 

CPTED in their communities. Once more people recognize and understand the program, then 

more excitement will follow because not too many people want to refuse safety! 

Objectives 

o Introduce new customers 

to CPTED 

o Retain current supporters 

o Increase overall 

participation and 

commitment  

o Build Support for 

CPTED 

o Generate Excitement 

about CPTED 
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Public Relations 

  Strategies 

 It is important for CPTED to have generated talk about the CPTED program. The more 

talk around the community, the more recognition. This will lead to the more positive acceptance 

of the program. Through the use of radio and television public service announcements, CPTED 

will be illustrated as a need when looking for a place to live. The use of comedy would be 

incorporated to draw in favorable attention. For example, the PSA’s would include statements 

such as, “You wouldn’t eat spaghetti without a fork,” “You wouldn’t get dressed without 

underwear,” etc. Examples like these would use comedy to illustrate CPTED as a need when 

looking for a place to live. Informational events educating the community about the program 

would also be incorporated under the public relations strategies. These events would encourage 

an open line of communication between community members and officers about the CPTED 

program. Open communication would help the long term CPTED goals.  
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Sales Promotions 

Depending on the budget, different promotions can be incorporated into the campaign. 

Some ideas we came up with are contests, such as the cleanest and neatest block or the most 

cared for apartment complex. The judges would be CPTED experts that certify apartment 

complexes and houses for CPTED. The winners of these contests would be the landlords who in 

turn would receive grants for improving the apartment complexes or houses. The amount of the 

grant would vary depending on the budget available, but the improvements would be things such 

as additional or improved lighting; updated fire alarms, extinguishers, and fire escapes; or even 

playgrounds depending on the area that wins. Promotions for the community members living on 

campus would include rewards for the highest participation in CPTED events or highest 

attendance for meetings. This would give more information to the students even if they are only 

trying to win the contests. Rewards would include ice cream parties, pizza parties, etc.. One more 

possible promotional opportunity would be one incorporated with the informational meetings. To 

get more landlords to attend the meeting, CPTED could sponsor a drawing for a prize such as a 

gift card to Ace Hardware or Wal-mart for those that attend. Promotions are beneficial because 

they encourage more participation which brings more awareness to the community about the 

CPTED program.
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Conclusion 

CPTED is a program that has an opportunity to make a great impact in Vermillion as well 

as surrounding areas. Through targeting markets such as property owners and college students, it 

will develop a strong foundation to grow. What is ultimately important is to build awareness of 

the program. Once people begin to understand CPTED and its importance, they will most likely 

adopt it in their own current and future communities. Their spirits will be invested in keeping 

their communities safe, just as Earl Warren said. CPTED will be able to grow to help many 

communities develop into cleaner and safer communities. 
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Appendices 

2012 Survey – Vermillion Crime Free Multi & Mobile 
Housing 

This survey is being conducted by undergraduate students at the University of South 
Dakota as part of a class project for Integrated Marketing Communication. None of the 
information you supply will be in any way associated with your identity. As such, please do 
NOT self-identify anywhere on this questionnaire so we can maintain your anonymity. If 
you have any questions, please feel free to contact our Riveters representative, Darcy 
Semmler at Darcy.Semmler@coyotes.usd.edu. 

The purpose of this study is to seek opinions and feedback of people living in multi-housing 
and mobile housing to determine how you value safety in off-campus housing and 
neighborhoods, as well as your’ knowledge of the Crime Prevention Through 
Environmental Design (CPTED) program. 

The survey will only take five minutes to complete, and your participation is voluntary.   

~ Thank you! 

What is your gender? 
Female 
Male 
On a scale of 1-5, 5 being the highest, how safe do you feel in your current neighborhood. 
 
 Not Safe  1 2 3 4 5 Very Safe 
On a scale of 1- 5, 5 being the highest, How important is safety when you search for 
apartments or living spaces? 
 Very Important      1          2            3              4             5           Not Important 
  
If you saw an apartment that was part of a crime-free program during apartment searching, 
would you be more or less likely to consider living there? 
 More likely 
 About the same 
 Makes no difference to me 
 Less Likely  
Have you ever heard about Crime Prevention Through Environmental Design (CPTED)? 

Yes No 
Would you want your landlord or property owner to participate or consider participating 
in a Vermillion crime free multi and mobile housing program if it was available? 
 Yes No 
In terms of safety, what changes could be made to better protect you and your neighbors in 
the area you live? 

mailto:Chuck.Lubbers@usd.edu
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Complete Survey Results 

1. What is your gender? 

 Response Percent Response Count 

 

Female 
 

79.20% 42 

Male 20.80% 11 

2. On a scale of 1-5, 5 being the highest, how safe do you feel in your current neighborhood? 

Not Safe 2 3 4 Very Safe Rating 

Average 

Response Count 

0.0% (0) 1.9% (1) 17.0% (9) 49.1% (26) 32.1% (17) 4.11 53 

3. On a scale of 1- 5, 5 being the highest, How important is safety when you search for apartments or living spaces? 

Not Important 2 3 4 Very 

Important 

Rating 

Average 

Response Count 

1.9% (1) 1.9% (1) 11.3% (6) 24.5% (13) 60.4% (32) 4.4 53 

4. If you saw an apartment that was part of a crime-free program during apartment searching, would you be more 

or less likely to consider living there?  

 Response 

Percent 

Response 

Count 

 

More likely 
 

64.80% 35 

 

About the same 
 

24.10% 13 

Makes no difference to me 9.30% 5 

 

Less likely 
 

1.90% 1 

5. Have you ever heard about Crime Prevention Through Environmental Design (CPTED)? 

 Response 

Percent 

Response 

Count 

 

Yes 
 

3.70% 2 

 

No 
 

96.30% 52 

6. Would you want your landlord or property owner to participate or consider participating in a Vermillion crime 

free multi and mobile housing program if it was available? 

 

 
 

Response 

Percent 

Response 

Count 

 

Yes 
 

96.20% 50 

No 3.80% 2 
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