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HistoryHistory 

 Initiated in 2003 to:Initiated in 2003 to: 
–– leverage funds between the participatingleverage funds between the participating 

jurisdictions;jurisdictions; 
–– achieve common goals; andachieve common goals; and 
–– promote consistent stormwater messages.promote consistent stormwater messages. 

 First ads aired in spring 2005First ads aired in spring 2005 
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HistoryHistory 

 Social marketing campaign targets commonSocial marketing campaign targets common 
pollution causing behaviors:pollution causing behaviors: 
–– Overuse of fertilizerOveruse of fertilizer 
–– Improper disposal of pet wasteImproper disposal of pet waste 
–– Dumping of used motor oilDumping of used motor oil 

 Satisfies MS4 (Municipal Separate Storm SewerSatisfies MS4 (Municipal Separate Storm Sewer 
System) permit requirements for stormwaterSystem) permit requirements for stormwater 
education and documenting changes ineducation and documenting changes in 
behavior.behavior. 
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PartnersPartners 
 CountiesCounties 

– Arlington CountyArlington County 
– Fairfax CountyFairfax County 
– Prince William CountyPrince William County 
– Loudoun CountyLoudoun County 
– Stafford CountyStafford County 

 CitiesCities 
– City of AlexandriaCity of Alexandria 
– City of Falls ChurchCity of Falls Church 
– City of FairfaxCity of Fairfax 

 TownsTowns 
– Town of LeesburgTown of Leesburg 
– Town of ViennaTown of Vienna 
– Town of HerndonTown of Herndon 
– Town of DumfriesTown of Dumfries 

 Independent AuthoritiesIndependent Authorities 
– Loudoun WaterLoudoun Water 
– Fairfax WaterFairfax Water 

 Northern Virginia Regional CommissionNorthern Virginia Regional Commission 
 Virginia Coastal Zone Management ProgramVirginia Coastal Zone Management Program 
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Campaign StrategyCampaign Strategy 

 Radio is relativelyRadio is relatively 
inexpensive wheninexpensive when 
compared to othercompared to other 
media outletsmedia outlets 

 Takes advantage of aTakes advantage of a 
captive audience!captive audience! 
–– Average commute ofAverage commute of 

30 minutes30 minutes (2000 Census)(2000 Census) 
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““The CallThe Call”” 

 Produced for the Texas Natural ResourcesProduced for the Texas Natural Resources 
Conservation Commission.Conservation Commission. 

 Available free of charge, without paymentAvailable free of charge, without payment 
of production expenses or talent royalties.of production expenses or talent royalties. 

 Market research revealed the ad receivedMarket research revealed the ad received 
a positive response and was deemeda positive response and was deemed 
effective when aired.effective when aired. 
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Radio Ad ReachRadio Ad Reach
 

733,0961,008,4001,031,300681,458681,458----Unique 
Impressions** 

58% with an 
average of 12 
exposures 

Unavailable 
72% with an 
average of 14 
exposures 

70% with an 
average of 12 
exposures 

60% with an 
average of 10 
exposures 

Percentage of 
Target Audience 
Reached with an 
Average Number or 
Times Exposed 

688.81,008.41014.8831.2600Total Gross Ratings 
Points* 

~$300,000~$100,000$63,785$63,785----
Unpaid Media 
Acquisition 
(Bonus spots, PSAs) 

1,0641,1111,115895----Number of spots 
aired 

$181,500$168,500$166,500$130,900$175,000Total Campaign 
Funds 

April and MayApril and MayApril and MayJune and July----Months Aired 
(2 weeks per month) 

2008200720062005Campaign Goal 

*Total Gross Rating Points are a unit of measure of audience size.  It measures how well the campaign reached our target audience by reflecting 
the percentage of the target audience reached multiplied by the number of exposures or frequency. 

**Unique Impressions are the estimated number of exposures of the radio message to individuals. 
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Other ProductsOther Products 
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Tools to Measure Behavior ChangeTools to Measure Behavior Change 

 Web Site Visitor andWeb Site Visitor and 
Traffic TrackingTraffic Tracking 
ServiceService – Google AnalyticsGoogle Analytics 

 PrePre-- and Postand Post--SurveySurvey 
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PrePre-- & Post& Post--SurveySurvey 
RationaleRationale 

 Measure change in behavior.Measure change in behavior. 

 Determine the effectiveness of the radio ad.Determine the effectiveness of the radio ad. 

 Shape the direction of future issueShape the direction of future issue--specificspecific 
efforts.efforts. 

 Provide results for participating jurisdictions toProvide results for participating jurisdictions to 
shape the direction of individual efforts and forshape the direction of individual efforts and for 
permit reporting purposes.permit reporting purposes. 
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PrePre-- & Post& Post--SurveySurvey 
ProcessProcess 

 Telephone survey, ~20 questionsTelephone survey, ~20 questions 

 Total of 1,000 residents surveyedTotal of 1,000 residents surveyed 
(500 pre; 500 post(500 pre; 500 post – 95% confidence interval)95% confidence interval) 

 Distributed throughout the regionDistributed throughout the region 
(weighted between jurisdictions based on population, 2000 Census(weighted between jurisdictions based on population, 2000 Census)) 

1212 

Key FindingsKey Findings 
Northern Virginians are concerned about water pollution.Northern Virginians are concerned about water pollution. 

 Residents in Northern Virginia express aResidents in Northern Virginia express a 
high degree of concern about waterhigh degree of concern about water 
pollution.pollution. 

 Northern Virginians also believe that it isNorthern Virginians also believe that it is 
important for individuals take a role inimportant for individuals take a role in 
maintaining water quality.maintaining water quality. 
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Key FindingsKey Findings 
Most Northern Virginians know where stormwater goes.Most Northern Virginians know where stormwater goes. 

 Correct responsesCorrect responses 
are surprisingly andare surprisingly and 
consistently highconsistently high 
for this question.for this question. 

 2002 survey by2002 survey by 
Fairfax CountyFairfax County’’ss 
WastewaterWastewater 
Division revealedDivision revealed 
only half knewonly half knew 
where stormwaterwhere stormwater 
ended up.ended up. 

Where do you think stormwater eventually ends up? 
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Key FindingsKey Findings 
Most Northern Virginia pet walkers pick up their petMost Northern Virginia pet walkers pick up their pet’’s wastes waste 

 Of those who ownOf those who own 
pets and walk them,pets and walk them, 
approximately aapproximately a 
third always pick upthird always pick up 
their pettheir pet’’s waste.s waste. 

 In May, fewerIn May, fewer 
people stated thatpeople stated that 
they thoughtthey thought 
picking up afterpicking up after 
your pet wasyour pet was notnot 
important, asimportant, as 
compared with thecompared with the 
prepre--campaigncampaign 
survey in March.survey in March. 

Would you say that you always, most of the time, sometimes, 
occasionally, or never pick up after your pet? 
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Other42%33% 

I forget to bring a bag to put 
the waste in. 

0%11% 

There are not enough trash 
cans to dispose of the waste 
in. 

5%13% 

I don’t think picking up after 
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Key FindingsKey Findings 
MostMost DIYsDIYs recycle their used motor oil.recycle their used motor oil. 

 73% of the73% of the 
respondents whorespondents who 
change their ownchange their own 
motor oil statedmotor oil stated 
they take to athey take to a 
gas station orgas station or 
hazmat facilityhazmat facility 
for recycling.for recycling. 

 3% stated they3% stated they 
put it in theput it in the 
trash.trash. 

What would you say is the reason you don't 
recycle your used motor oil? 
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Key FindingsKey Findings 
Trash / Litter is perceived as the number one cause of pollutionTrash / Litter is perceived as the number one cause of pollution.. 

 The majority ofThe majority of 
respondentsrespondents 
stated that trash /stated that trash / 
litter is the #1litter is the #1 
cause of pollutioncause of pollution 
in the Potomacin the Potomac 
and Chesapeake.and Chesapeake. 

What is the number one cause of pollution in the 
Potomac River and Chesapeake Bay? 
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Key FindingsKey Findings 
Northern Virginians approve use of tax dollars for campaign.Northern Virginians approve use of tax dollars for campaign. 

 An overwhelmingAn overwhelming 
88% approve of88% approve of 
the cities andthe cities and 
counties ofcounties of 
Northern VirginiaNorthern Virginia 
using tax dollarsusing tax dollars 
on this type ofon this type of 
environmentalenvironmental 
education.education. 

Do you approve or disapprove...of spending tax 
dollars on this type of environmental education? 
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Did the Ad Make People Think/ActDid the Ad Make People Think/Act 
Differently?Differently? 

 38% of the sample38% of the sample 
heard the adheard the ad 
– Over a quarterOver a quarter 

stated the ad madestated the ad made 
them change athem change a 
pollution causingpollution causing 
behaviorbehavior 

Did hearing the ad make you personally change any 
of your behaviors relating to picking up pet waste, 

not dumping motor oil or fertilizing? 
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LessonsLessons--LearnedLearned 
 Accept inAccept in-kind supportkind support 

 Communicate, meet, andCommunicate, meet, and 
stay currentstay current 

 Modify the wheel, donModify the wheel, don’’tt 
recreate itrecreate it 

 Account for individual goals,Account for individual goals, 
efforts and perspectivesefforts and perspectives 

 Be flexibleBe flexible 

 Promote successes andPromote successes and 
resultsresults 

2020 

Next StepsNext Steps 

 Radio ad to air for four weeksRadio ad to air for four weeks 
throughout May and June 2009.throughout May and June 2009. 

 Participation from all NorthernParticipation from all Northern 
Virginia governments andVirginia governments and 
water/sanitary authorities willwater/sanitary authorities will 
continue to be solicited.continue to be solicited. 

 Opportunities to evolveOpportunities to evolve 
campaign and make currentcampaign and make current 
level of funding most effectivelevel of funding most effective 
are being explored.are being explored. http://austin.about.com/b/a/004660.htm 
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Online Advertising Pilot StudyOnline Advertising Pilot Study 
 Working with Eric Eckl ofWorking with Eric Eckl of 

Water Words That Work, LLCWater Words That Work, LLC 
 Why online advertising?!Why online advertising?! 

– Traditional media outlets areTraditional media outlets are 
not seeing the widespreadnot seeing the widespread 
viewer, listener, andviewer, listener, and 
readership that they did fivereadership that they did five 
years ago.years ago. 

– Online information is generallyOnline information is generally 
free and easily accessible.free and easily accessible. 

– The ads can be strategicallyThe ads can be strategically 
marketed solely to ourmarketed solely to our 
selected target audience inselected target audience in 
the Northern Virginia region.the Northern Virginia region. 

– “Pay per clickPay per click” method savesmethod saves 
money by only paying whenmoney by only paying when 
an ad is clicked.an ad is clicked. 

Listen, view, and watch the ads at:Listen, view, and watch the ads at: 
www.onlyrain.orgwww.onlyrain.org 

Northern Virginia 

Clean Water Partners 
Fairfax County | Arlington County | Loudoun County | Stafford County | Fairfax Water | City of Alexandria | Loudoun Water | Town of Leesburg | City of Fairfax | Town of Herndon 

City of Falls Church | Town of Vienna | Town of Dumfries | Northern Virginia Regional Commission | Virginia Coastal Zone Management Program 

Laura GrapeLaura Grape 
Senior Environmental PlannerSenior Environmental Planner 

Northern Virginia Regional CommissionNorthern Virginia Regional Commission 

lgrape@novaregion.orglgrape@novaregion.org 
703.642.4625703.642.4625 

Aileen WinquistAileen Winquist 
Environmental PlannerEnvironmental Planner 

Arlington CountyArlington County 

awinquist@arlingtonva.usawinquist@arlingtonva.us 
703.228.3610703.228.3610 
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