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Executive Summary

The Clean Water Education Partnership (CWEP) is a program of Triangle J Council of Governments
(TJICOG). TICOG serves a diverse seven-county region, promoting collaboration among local governments,
stakeholders and partners, tackling challenges that cross jurisdictional lines. CWEP is a cooperative effort
(Program) between local governments, state agencies, and nonprofit organizations to protect water
quality in the Tar-Pamlico, Neuse, and Cape Fear River Basins. CWEP helps public entities communicate
the important fact that clean water is vital for healthy ecosystems and a high quality of life for area
residents. The Program is administered by TICOG and is governed by a Steering Committee that is
composed of representatives from each partner jurisdiction or agency. Subcommittees are formed as
needed to work on various public outreach and education activities. As of 2017, there are 37 government
partners in CWEP. Together, these organizations collaborate to develop, provide, and deliver high-quality
stormwater education and outreach materials to communities across the region, cooperatively achieving
more than they could individually.

The 2017 fiscal year marked a turning point for the Clean Water Education Partnership (CWEP); shifts in
personnel, campaign strategies, and a refreshed online identity showcase the innovative and responsive
nature of the program. CWEP continued to focus on online video pre-roll advertising, mobile television
platforms and social media campaigns; however, new materials such as the development of a stormwater
education infographic designed to promote behavior changes in the community; an interactive, blog-like
website focused on community engagement; and the formulation of a new five-year strategy have
modernized and streamlined the CWEP program. Additional details on all of these activities are described
in further detail throughout this report.
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1.0

CWEP FISCAL YEAR 2017 ACTIVITY SUMMARY

The CWEP program has expanded upon previously successful campaign elements to maximize impressions
and fully utilize the media identity developed in previous years. In an effort to be increasingly more
modern, the CWEP Partners have approved new and innovative campaigns that maximize their
collaborative efforts and funding while reaching more constituents and educating the population on water
quality and stormwater pollution.

1.1

CWEP CAMPAIGN ACTIVITIES AND ACHIEVEMENTS
1.1.1 Website

A major component of FY2017 was the overhaul and revitalization of the Partnership online
presence via the CWEP website. The site had previously been maintained by DesignHammer, LLC,
a private contractor, since 2005. Through this host, any additions, or revisions to the content
required coordinating with a website administrator and incurred additional costs; thus, the site
was updated infrequently. Additionally, several defunct domains were hosted through this and
other contractors despite being owned by CWEP. In February of 2017, TICOG began hosting and
directing a new Wordpress.com site (https://nc-cleanwater.com) which incorporates all static
program information and materials featured by the previous website, but also includes a fun and
engaging blog about stormwater events, Partner program highlights, educational opportunities,
and other exciting developments as they occur. Bringing the website administration in-house
reduces costs dramatically and allows for continuous improvements to the Program and
additional value to the communities. All other domains have been recovered from their respective
hosts and map directly to the new site. This enhanced online presence is additionally reinforced
by connecting and sharing associated social media account activity with and in the blog in real-
time.

Website traffic has been increasing over time; peak views coincided with the spring online media
campaign as described in Section 1.1.3.1.

1.1.2 Cinema Campaigns

CWEP contracted with two cinema networks or “circuits,” National CineMedia (NCM) and
Screenvision, to maximize coverage of CWEP Partner jurisdictional areas. This arrangement with
two vendors began in FY13 and continues to provide the necessary coverage of our member
jurisdictions with cinema outreach. The 30-second Johnny Fishpatrick spot from the NC
Department of Environmental Quality — Division of Water Resources was run in all theaters.  This
spot conveys general messages about sources of stormwater pollution and the public’s role in
preventing it in a family-friendly way. It can be viewed here.

0 Triangle J
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1.1.2.1 Campaign Locations and Performance

Below are tables describing the theaters, locations, screens, and impressions delivered by each
circuit. Both companies ran the spot at their respective theaters from December 16, 2016
through December 29, 2016 for the Winter Campaign; and from June 30, 2017 through July 13,

2017 for the Spring Campaign.

Impressions represent how many times the spot was viewed. The impression count is based on
total views and may include some duplicated audience members if moviegoers attended more

than one movie during the campaign.

TABLE 1: STATISTICS FOR NCM WINTER CINEMA CAMPAIGN

Big Screen Lobby Total
Theater Name Location # of Screens | # Spots | Impressions | Impressions | Impressions
Beaver Creek Stadium 12 APEX, North Carolina 12 672 14,040 10,210
Brier Creek Stadium 14 RALEIGH, North Carolina 14 784 13,402 9,746
Crossroads Stadium 16 with IMAX [CARY, North Carolina 16 896 24,020 17,470
North Hills Stadium 14 RALEIGH, North Carolina 14 784 19,160 13,934
Premiere Theatre 12 GOLDSBORO, North Carolina 12 672 10,000 7,272
Premiere Theatre 14 ROCKY MOUNT, North Carolina 14 784 8,771 6,380
Wakefield 12 RALEIGH, North Carolina 12 672 32,881 23,914
White Oak Stadium 14 GARNER, North Carolina 14 784 18,926 13,764
Premiere Theatre 7 Kinston KINSTON, North Carolina 7 392 2,656 1,932
Timberlyne 6 CHAPEL HILL, North Carolina 6 336 2,788
Total (12/16/16 - 12/29/16)| 146,644 104,622 251,266
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TABLE 2: STATISTICS FOR NCM SPRING CINEMA CAMPAIGN

Big Screen Lobby Total
Theater Name Location # of Screens | # Spots | Impressions | Impressions | Impressions
Beaver Creek Stadium 12 APEX, North Carolina 12 672 11,346 8,252
Brier Creek Stadium 14 RALEIGH, North Carolina 14 784 8,940 6,502
Crossroads Stadium 16 with IMAX [CARY, North Carolina 16 896 17,664 12,846
North Hills Stadium 14 RALEIGH, North Carolina 14 784 14,800 10,764
Premiere Theatre 12 GOLDSBORO, North Carolina 12 672 8,494 6,178
Premiere Theatre 14 ROCKY MOUNT, North Carolina 14 784 7,570 5,506
Wakefield 12 RALEIGH, North Carolina 12 672 25,842 18,794
White Oak Stadium 14 GARNER, North Carolina 14 784 16,521 12,014
Premiere Theatre 7 Kinston KINSTON, North Carolina 7 392 2,169 1,578
Timberlyne 6 CHAPEL HILL, North Carolina 6 336 1,965
Total (6/30/17-7/13/17)| 115,311 82,434 197,745
TABLE 3: STATISTICS FOR SCREENVISION WINTER CINEMA CAMPAIGN

Theatre Location # of Screens # of Spots # of Impressions
LUMINA THEATRE CHAPEL HILL 5 350 8,798
PHOENIX 10 ON THE PLAZA DURHAM 10 700 16,340
SOUTHPOINT CINEMAS DURHAM 17 1,190 28,764
MILLSTONE 14 FAYETTEVILLE 14 980 26,120
MARKETFAIR 15 FAYETTEVILLE 15 1,050 26,560
HAVELOCK CINEMA I-VI HAVELOCK 6 420 9,910
STONE THEATERS PARK WEST 14 MORRISVILLE 14 980 26,135
CARMIKE RALEIGH 15 RALEIGH 15 1,050 26,830
CARMIKE WILSON 10 WILSON 10 700 16,320
CARMIKE PATRIOT 14 FAYETTEVILLE 14 980 28,010

Total (12/16/16 - 12/29/16) 8,400 213,787
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TABLE 4: STATISTICS FOR SCREENVISION SPRING CINEMA CAMPAIGN

Theatre Location # of Screens # of Spots Projected Impressions
LUMINA THEATRE CHAPEL HILL 5 350 8,710
PHOENIX 10 ON THE PLAZA DURHAM 10 700 16,325
SOUTHPOINT CINEMAS DURHAM 17 1,190 28,880
MILLSTONE 14 FAYETTEVILLE 14 980 26,100
MARKETFAIR 15 FAYETTEVILLE 15 1,050 26,555
HAVELOCK CINEMA |-VI HAVELOCK 6 420 9,920
STONE THEATERS PARK WEST 14 MORRISVILLE 14 980 26,100
CARMIKE RALEIGH 15 RALEIGH 15 1,050 26,840
CARMIKE WILSON 10 WILSON 10 700 16,940
CARMIKE PATRIOT 14 FAYETTEVILLE 14 980 27,985
Total (6/30/17 - 7/13/17) 8,400 214,355

1.1.2.2 Cinema Campaign Value

Overall, the total cost to the CWEP program for each of the Winter and Spring campaigns was
$11,000, for a total of $22,000 for FY17 cinematic programming. There were a total of 877,153
impressions delivered with these funds, for an average per-impression cost of $0.025. This
campaign brings incredible value to the CWEP program and is able to reach viewers of all
demographics across a wide region.

1.1.3 Spectrum Digital Campaigns

In 2016, CWEP worked with a private contractor to create a 30-second stand-alone version of the
Sodfather spot. This video can be viewed here. This media was used for the run of network, video
pre-roll, and cable television campaign run by Spectrum (previously Time Warner Cable) from
April 3" through June 25™, 2017. The audience targeted for this campaign was adults aged 35+
who own their own homes, are educated and enjoy yard work and gardening. Final campaign
statistics are included in Appendix A of this report.

1.1.3.1 Online Campaign

Spectrum ran the 30-second as well as the 15-second Sodfather spots as pre-rolls (a viewer must
watch the spot in its entirety in order to continue to their chosen content) and as in-banner videos
(a small window loops the spot in the sidebar of the viewer’s chosen content). See Figure 1 for an
illustration of this content. Viewers that clicked on the spot in either capacity were directed to
the new website described in Section 1.1.1. Over the duration of the campaign, re-directed traffic
to the CWEP website averaged approximately 2,000 visitors per month. This campaign was based
on a pilot program launched in 2015, which gathered 347,105 impressions; during 2017, this

Triangle J
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campaign generated 1,584,778 impressions across the region. As the spot was delivered online,
these are verified actual video plays rather than estimates.

1.1.3.2 TV-Everywhere Campaign

Spectrum also ran the Sodfather spot as part of their TV-Everywhere system; this allows users to
view cable television in real-time on their personal devices such as smartphones and tablets.
Commercial breaks during the cable programming are filled with ad slots; for this campaign,
Spectrum used our 30-second Sodfather spot. Overall, this campaign generated 250,202
impressions across the region.

Video Pre-Roll In-Banner Video

TV Ads Everywhere

FIGURE 1: DIGITAL CAMPAIGN ILLUSTRATION
1.1.3.3 Digital Campaign Performance

Campaign performance statistics as reported above are for the media market’s population as a
whole, not for the target demographic. This is important to note because campaigns are
targeted to reach a particular demographic, which is a smaller base, so the statistics describing
campaign efficiency are generally higher and gross impression count is lower for the target
audience than for the population as a whole.  For local government and/or regulatory reporting
purposes, figures on the population as a whole are more readily understood and compared.

The jurisdictional values presented below in Table 5 are estimates that were derived by dividing
the sum of all digital campaign impressions (1,834,980) by the proportion of the target population
within each jurisdiction.
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TABLE 5: PROPORTIONAL DIGITAL CAMPAIGN IMPRESSIONS BY CWEP JURISDICTION

Jurisdiction FY17 Pop. |Impressions
Town of Apex 42,689 44,484
Town of Benson 3,388 3,530
Town of Butner 7,764 8,090
Town of Carrboro 20,534 21,398
Town of Cary 148,333 154,571
Town of Chapel Hill 51,568 53,737
Chatham County 53,825 56,088
Town of Clayton 17,345 18,074
City of Creedmoor 4,325 4,507
City of Durham 244,110 254,375
Durham County 43,803 45,645
Town of Fuquay-Varina 21,840 22,758
Town of Garner 27,289 28,437
City of Goldsboro 35,436 36,926
City of Havelock 20,592 21,458
Town of Hillsborough 6,326 6,592
Town of Holly Springs 28,835 30,048
Town of Hope Mills 16,449 17,141
Johnston County 128,425 133,826
City of Kinston 21,212 22,104
Town of Knightdale 13,102 13,653
Town of Morrisville 22,914 23,878
Nash County 40,970 42,693
City of New Bern 30,051 31,315
Orange County 54,364 56,650
City of Oxford 8,442 8,797
Town of Pittsboro 4,217 4,394
City of Raleigh 422,718 440,494
City of Rocky Mount 55,962 58,315
City of Roxboro 8,157 8,500
Town of Smithfield 11,057 11,522
Town of Spring Lake 6,958 7,251
Town of Tarboro 11,249 11,722
Town of Wake Forest 33,303 34,703
Wayne County 82,543 86,014
Town of Wendell 6,224 6,486
Town of Zebulon 4,610 4,804
Total 1,760,929 1,834,980
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1.2

1.1.3.4 Digital Campaign Value

Overall, the total cost to the CWEP program for the Spectrum digital campaign was $30,000. There
were a total of 1,834,980 impressions delivered with these funds, for an average per-impression
cost of $0.016. Based on Table 5 above, it can be seen that this resulted in slightly more
impressions than there are people living in the region, illustrating the tremendous value this
campaign brings to the CWEP program.

1.1.4 Social Media Campaigns

In 2017, CWEP utilized social media in new and exciting ways. In January of 2017, previous
Facebook and Twitter accounts that were rarely updated were reactivated and linked to the new
website as described in Section 1.1.1. Additionally, a TJICOG communications staff member will be
devoting a portion of her time to CWEP communications using these platforms moving forward.
Table 6 below outlines the number of impressions from these new social media tools since January
2017.

TABLE 6: SOCIAL MEDIA CAMPAIGN STATISTICS

Unique User
New Page Contacts with Total
Followers Page Impressions
Facebook 17 794 1244
New Account [ Retweets of Total
Followers Content Impressions
Twitter 24 10 2494

CWEP STEERING COMMITTEE ACTIVITIES

1.2.1 Meetings

The CWEP Steering Committee met for quarterly meetings on November 29, 2016, January 31,
2017, and April 6, 2017. A Q1 2017 meeting was not held. Additionally, the CWEP Media
Subcommittee met on June 20, 2017 to discuss new media campaign initiatives. Summaries and
minutes for all FY2017 meetings are included in Appendix B of this report.

1.2.2 Future Campaign Efforts

The CWEP Partners committed significant time in 2017 to looking forward as part of continuously
evolving with their jurisdictions and communities. The group began building a five-year strategy

Triangle J
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that identifies specific campaign themes that will build upon a general stormwater education basis
beginning in FY18. The development of a modern, fun, and educational infographic was begun,
which will be further evolved into an animated short film, which will be used as a broad-spectrum
tool to promote behavior changes in the community. Radio, print, and other campaigns will
complement these new items, for a comprehensive ‘back to basics’ campaign. CWEP will use
specific components of this campaign for targeted education in future years.

2.0 PROGRAM FINANCIAL INFORMATION

Table 8 below outlines the proposed and actual financial items incurred during FY2017. It can be noted
that a moderate fund balance from FY2016 grew substantially in FY17 due to incomplete usage of
budgeted funds. A moderate fund balance is desired by the Partners; some money should be set aside
each year as cushion or used on special projects that were not originally budgeted for. In recent years,
however, and particularly in FY17 less of the budget was used as allocated and a higher fund balance
remained. In FY17, an even smaller amount of money than usual was utilized from July 2016 through
February 2017 due to staff and program changes. Several campaigns were completed between February
and June 2017 when new staff took over the project, with the exception of the summer radio campaign
(525K) which was intentionally tabled by the CWEP partners in favor of spending that money in FY18 on
developing better media spots. In all, $55k of the FY16 budget was unused as allocated, which was then
added to the $86k fund balance from FY2016. This results in a very large fund balance moving into FY18,
which will be utilized to develop fresh video, audio, print, and social media campaigns to launch the new
five-year strategy.

During the April 6, 2017 Steering Committee meeting, the CWEP Partners were presented with and
approved a modified budget that simplified line items, utilized funds efficiently, and incorporated all of
the excess fund balance, such as spending over $100k on new media spots to replace the aging and
obsolete ones. This budget is provided in Table 9 below. Utilizing the funds as proposed will benefit the
Partners as well as return the ongoing fund balance to a manageable level.

2.1 CWEP PARTNERS AND COST SHARES

CWEP local government partners share the costs of the program. Each of the partners’ shares is the sum
of a base cost (52,000 for FY17) and a proportionate cost. Each partner’s proportionate cost is the
product of its population and a per-capita rate (50.041 per person for FY17; the Steering Committee
continued the discount of the per-capita rate applied in FY10 due to the ongoing recession). Partner
population estimates are the latest official estimates available from the NC State Demographics unit at
the time that cost shares are calculated (FY17 used 2014 certified estimates). The CWEP Steering
Committee established and approved the CWEP FY17 program cost shares outlined in Table 7 below in
January of 2016.

0 Triangle J
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TABLE 7: CWEP FY17 APPROVED COST SHARES

Partner Population* for FY17| Cost Share [Partner Population* for FY17| Cost Share

Town of Apex 2° 42,689 $3,750 Johnston County * 128,425 $7,265

Town of Benson 2 3,388 $2,139 City of Kinston * 21,212 $2,870

Town of Butner ? 7,764 $2,318  |Town of Knightdale * 13,102 $2,537

Town of Carrboro 2° 20,534 $2,842 Town of Morrisville #° 22,914 $2,939

Town of Cary *° 148,333 $8,082 Nash County ** 40,970 $3,680

Town of Chapel Hill >°" 51,568 $4,114 City of New Bern * 30,051 $3,232

Chatham County >° 53,825 $4,207 Orange County '#° 54,364 $4,229

Town of Clayton 2 17,345 $2,711 City of Oxford * 8,442 $2,346

City of Creedmoor ° 4,325 $2,177 Town of Pittsboro ° 4,217 $2,173

City of Durham 244,110 $12,009  [City of Raleigh *3" 422,718 $19,331

Durham County *° 43,803 $3,796 City of Rocky Mount >* 55,962 $4,294

Town of Fuquay-Varina 2 21,840 $2,895 City of Roxboro 2 8,157 $2,334

Town of Gamer -2 27,289 $3,119  |Town of Smithfield * 11,057 $2,453

City of Goldsboro ** 35,436 $3,453  |Town of Spring Lake *” 6,958 $2,285

City of Havelock * 20,592 $2,844 Town of Tarboro * 11,249 $2,461

Town of Hillsborough 2 6,326 $2,259 Town of Wake Forest 2 33,303 $3,365

Town of Holly Springs 2 28,835 $3,182 Wayne County 2 82,543 $5,384

Town of Hope Mills 2 16,449 $2,674 Town of Wendell 2 6,224 $2,255
Town of Zebulon 2 4,610 $2,189

1. Subject to Neuse River Basin Nutrient Management Regulations.

2. Subject to NPDES Phase Il Stormw ater Regulations.

3. Subject to NPDES Phase | Stormw ater Regulations.

4. Subject to Tar-Pamlico River Basin Nutrient Management Regulations.

5. Subject to Jordan Lake Nutrient Management Regulations.

*Populations have been adjusted for group quarters covered by another state stormw ater permit

Triangle J
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2.2 CWEP PROGRAM FINANCIAL REPORT FOR FY2017

As described throughout this report, and particularly in Section 2.0, FY2017 was a year of much change
for the CWEP program; as such, many line items earmarked in the fiscal budget were utilized differently
than expected. Table 8 below outlines the proposed budget as well as the actual incurred costs and roll
over budget that will be utilized for future campaigns as described in Section 1.2.2.

TABLE 8: CWEP FY17 FINANCIAL REPORT

Budget Actual
FY17 Cost Share Revenue S 146,193 | $ 146,193
Fund Balance at close of FY17 S 85690| S 141,778
Storage Unit Items Sale S - S 900
Total Revenue S 231,883| S 288,871
TJCOG Direct Costs S 43,500|S 37,173
TJCOG Staff Costs S 39,000 | § 35,457
Travel, Supplies & Miscellaneous S 1,000 S 766
Professional Development S 3,500 S 950
Mass Media Campaign Costs S 79,000|$ 53,340
Fall Online Campaign S - S -
Fall Television S - S -
Winter Cinema S 11,000 | S 11,000
Spring Television S - S -
Spring/Summer Online Campaign S 30,000 S 30,000
Summer Radio S 250001 S -
Summer Cinema S 11,0001 $ 11,000
CWEP Website S 2,000] s 1,340
Campaign Content & Outreach Materials S 22,000]$ 935
Print S 1,500 | S -
Outreach Tools (booth stuff, giveaway samples) S 6,500 $ -
Production (dubbing/tapestock/shipping) S 5001] s -
Spanish translations S 1,500 | S -
Implementation of Campaign Planning Outcomes | S 12,000 | $ 935
Total Expenses S 144500| S 91,448
Available Balance S 87,383|$ 197,423

Q Triangle J
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TABLE 9: APPROVED CWEP BUDGET FOR FY2018

CWEP FY2018 BUDGET (APPROVED)

FY18 Cost Share Revenue (est) S 147,472
Fund Balance at close of FY17 (est) S 141,778
Total $289,250

TJCOG Direct Costs

TJCOG Staff Costs S 53,276
Supplies S 1,310
Travel S 150
Dues & Subscriptions S 250
Professional Development S 3,000

TJCOG Direct Costs Total $§ 57,986

Mass Media Campaign Costs

Spring Online Campaign S 30,000
Spring/Summer Cinema S 11,000
Summer Radio S 40,000
Winter Cinema S 11,000
Fall Activity S 15,000

Mass Media Campaign Costs Total $ 107,000

Campaign Content & Outreach Materials

Animated Video (english & spanish) S 25,000
Design of Brochure S 2,500
Design of Kid's Outreach Materials S 2,500
Printing S 5,000
Public Knowledge Survey S 15,000

Campaign Content & Outreach Materials Totals $ 50,000

Total Expenses $214,986
Projected Available Fund Balance at end of FY18 $ 74,264

Q Triangle J
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Appendix A

Digital Campaign Statistics
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JSZ58239rev 300x250 JVX 102630.ht
JSZ81622rev 300x250 JVX 102631.ht
JSZ58239 Video VID vast x95.xml

JSZ81622 Video VID vast x95.xml

Image ID

Video
Video

VID vast x95.xml
VID vast x95.xml
Video VID vast x95.xml
Video VID vast x95.xml
300x250 JVX 102630.html
300x250 JVX 102631.html
Video VID vast x95.xml
Video VID vast x95.xml
300x250 JVX 102630.html
300x250 JVX 102631.html
Video VID vast x95.xml
Video VID vast x95.xml
300x250 JVX 102630.html
300x250 JVX 102631.html
PreRoll VID vast x95.xml
PreRoll VID vast x95.xml
300x250 JVX 102630.html
300x250 JVX 102631.html
300x250 JVX 102630.html
300x250 JVX 102631.html

Pre-Roll CTR
IBV CTR

:15 Pre-Roll Completion Percentage
:30 Pre-Roll Completion Percentage

Raleigh Completion Percentage
Wilmington Completion Percentage
Greenville Completion Percentage

Time that the Report was Run
Start Date

End Date

Format

2219181
2219181
2219182
2219182
2219183
2219183
2219184
2219184
2219185
2219185
2219186
2219186
2219187
2219187
2219188
2219188
2219189
2219189
2219190
2219190
2219183
2219183
2219192
2219192

0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417
0417

0.27%
0.14%

67.9%
57.5%

62.5%
61.6%
59.1%

Image Name

JSZ58239
JSZ781622
JSZ58239
JSZ781622
JSZ58239
JSZ781622
JSZ58239
JSZ781622
JSZ58239
JSZ781622
JSZ58239
JSZ81622
JSZ58239
JSZ81622
JSZ58239
JSZ81622
JSZ58239
JSZ81622
JSZ58239
JSZ81622
JSZ58239
JSZ81622
JSZ58239
JSZ781622

Video VID vast x95
Video VID vast x95
Video VID vast x95
Video VID vast x95
300x250 JVX 10263
300x250 JVX 10263
Video VID vast x95
Video VID vast x95
300x250 JVX 10263
300x250 JVX 10263
Video VID vast x95
Video VID vast x95
300x250 JVX 10263
300x250 JVX 10263
PreRoll VID vast

PreRoll VID vast

300x250 JVX 10263
300x250 JVX 10263
300x250 JVX 10263
300x250 JVX 10263
300x250 JVX 10263
300x250 JVX 10263
Video VID vast x95
Video VID vast x95

About This Report

Advertiser Report
[TRIANGLEJCOUNCILOFGVNMNTS_12517]

Creative Delivery Information (With Images)

50000576-1
50000576-1
50000580-1
50000580-1
50000577-1
50000577-1
50000584-1
50000584-1
50000585-1
50000585-1
50000578-1
50000578-1
50000581-1
50000581-1
50000574-1
50000574-1
50000579-1
50000579-1
50000583-1
50000583-1
50000575-1
50000575-1
50000582-1
50000582-1

Campaign

OANV SEG 1009713 P BLENDED
OANV SEG 1009713 P BLENDED
OANV SEG 1009713 P BLENDED
OANV SEG 1009713 P BLENDED
OAN SEG 1009713 P BLENDED
OAN SEG 1009713 P BLENDED
OANV SEG 1009713 P BLENDED
OANV SEG 1009713 P BLENDED
OAN SEG 1009713 P BLENDED
OAN SEG 1009713 P BLENDED
OANV RON 1009713 P BLENDED
OANV RON 1009713 P BLENDED
OAN SEG 1009713 P BLENDED
OAN SEG 1009713 P BLENDED
OANV RON 1009713 P BLENDED
OANV RON 1009713 P BLENDED

OAN RON 1009713 P BLENDED
OAN RON 1009713 P BLENDED
OAN RON 1009713 P BLENDED
OAN RON 1009713 P BLENDED
OAN RON 1009713 P BLENDED
OAN RON 1009713 P BLENDED
OANV RON 1009713 P BLENDED

OANV RON 1009713 P BLENDED

Pre-Roll/IBV

Pre-Roll
Pre-Roll
Pre-Roll
Pre-Roll
In-Banner Video
In-Banner Video
Pre-Roll
Pre-Roll
In-Banner Video
In-Banner Video
Pre-Roll
Pre-Roll
In-Banner Video
In-Banner Video
Pre-Roll
Pre-Roll
In-Banner Video
In-Banner Video
In-Banner Video
In-Banner Video
In-Banner Video
In-Banner Video
Pre-Roll
Pre-Roll

RON Pre-Roll CTR 0.30%
SEG Pre-Roll CTR 0.24%

:15 Pre-Roll CTR 0.23%
:30 Pre-Roll CTR 0.31%

Raleigh Pre-Roll CTR 0.26%
Wilmington Pre-Roll CTR 0.30%
Greenville Pre-Roll CTR 0.33%

Length

:15
:30
:15
:30
:15
:30
:15
:30
:15
:30
15
:30
15
:30
15
:30
15
:30
15
:30
15
:30
15
:30

IBV Interaction

1.8%
1.8%

5.7%
6.7%

3.9%
3.2%

1.0%
1.2%
2.5%
2.1%
0.9%
1.0%

1.5%

Rate

Thursday, June 1, 2017 3:19:52 PM EST

04/05/2017
6/25/2017
to-date
Pre-Roll
Completion Geography
Percentaae
66.3% Raleigh
56.3% Raleigh
65.1% Greenville
55.3% Greenville
Raleigh
Raleigh
65.6% Wilmington
53.8% Wilmington
Wilmington
Wilmington
65.9% Greenville
55.5% Greenville
Greenville
Greenville
70.7% Raleigh
58.4% Raleigh
Greenville
Greenville
Wilmington
Wilmington
Raleigh
Raleigh
68.6% Wilmington
58.8% Wilmington
62.0%

RON IBV CTR 0.19%
SEG IBV CTR 0.06%

Imps*

137,165
82,533
12,255
20,153

128,716

128,183

2,365
3,681
5,238
5,276
17,455
37,062
32,392
32,215

102,505

218,314
52,353
51,609
21,267
21,106

205,919

207,205
18,553
41,258

1,584,778

Clicks

200
297
30
73
74
74
6
11
3

5
72
116
22
26
299
619
100
86
35
36
379
403
56
127
3,159

CTR

0.15%
0.36%
0.24%
0.36%
0.06%
0.06%
0.25%
0.30%
0.06%
0.09%
0.41%
0.31%
0.07%
0.08%
0.29%
0.28%
0.19%
0.17%
0.16%
0.17%
0.18%
0.19%
0.30%
0.31%
0.20%

Image

View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative
View Creative


https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219181_0417_JSZ58239_Video_VID_vast_x95&campaignId=50000576-1_OANV_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000576-1_OANV_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219181_0417_JSZ81622_Video_VID_vast_x95&campaignId=50000576-1_OANV_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000576-1_OANV_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219182_0417_JSZ58239_Video_VID_vast_x95&campaignId=50000580-1_OANV_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000580-1_OANV_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219182_0417_JSZ81622_Video_VID_vast_x95&campaignId=50000580-1_OANV_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000580-1_OANV_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219183_0417_JSZ58239_300x250_JVX_102630&campaignId=50000577-1_OAN_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000577-1_OAN_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219183_0417_JSZ81622_300x250_JVX_102631&campaignId=50000577-1_OAN_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000577-1_OAN_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219184_0417_JSZ58239_Video_VID_vast_x95&campaignId=50000584-1_OANV_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000584-1_OANV_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219184_0417_JSZ81622_Video_VID_vast_x95&campaignId=50000584-1_OANV_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000584-1_OANV_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219185_0417_JSZ58239_300x250_JVX_102630&campaignId=50000585-1_OAN_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000585-1_OAN_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219185_0417_JSZ81622_300x250_JVX_102631&campaignId=50000585-1_OAN_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000585-1_OAN_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219186_0417_JSZ58239_Video_VID_vast_x95&campaignId=50000578-1_OANV_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000578-1_OANV_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219186_0417_JSZ81622_Video_VID_vast_x95&campaignId=50000578-1_OANV_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000578-1_OANV_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219187_0417_JSZ58239_300x250_JVX_102630&campaignId=50000581-1_OAN_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000581-1_OAN_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219187_0417_JSZ81622_300x250_JVX_102631&campaignId=50000581-1_OAN_SEG_1009713_P_BLENDED&creativePath=TWC/20170331/50000581-1_OAN_SEG_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219188_0417_JSZ58239_PreRoll_VID_vast_x95&campaignId=50000574-1_OANV_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000574-1_OANV_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219188_0417_JSZ81622_PreRoll_VID_vast_x95&campaignId=50000574-1_OANV_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000574-1_OANV_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219189_0417_JSZ58239_300x250_JVX_102630&campaignId=50000579-1_OAN_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000579-1_OAN_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219189_0417_JSZ81622_300x250_JVX_102631&campaignId=50000579-1_OAN_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000579-1_OAN_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219190_0417_JSZ58239_300x250_JVX_102630&campaignId=50000583-1_OAN_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000583-1_OAN_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219190_0417_JSZ81622_300x250_JVX_102631&campaignId=50000583-1_OAN_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000583-1_OAN_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219191_0417_JSZ58239rev_300x250_JVX_102630&campaignId=50000575-1_OAN_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000575-1_OAN_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219191_0417_JSZ81622rev_300x250_JVX_102631&campaignId=50000575-1_OAN_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000575-1_OAN_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219192_0417_JSZ58239_Video_VID_vast_x95&campaignId=50000582-1_OANV_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000582-1_OANV_RON_1009713_P_BLENDED
https://openadstream18.247realmedia.com/oas/showreportcreative.do?creativeId=2219192_0417_JSZ81622_Video_VID_vast_x95&campaignId=50000582-1_OANV_RON_1009713_P_BLENDED&creativePath=TWC/20170331/50000582-1_OANV_RON_1009713_P_BLENDED




TRIANGLE J COUNCIL OF GVNMNTS - Ads Everywhere Dashboard

Broadcast Period: End of Campaign

Weekly Campaign Performance

Aggregated Impressions
Sevared o weet)

Week 1 (04/03/17 - 04/09/17) 22,830
Week 2 (04/10/17 - 04/16/17) 45,354
Week 3 (04/17/17 - 04/23/17) 67,608
Week 4 (04/24/17 - 04/30/17) 89,599
Week 5 (05/01/17 - 05/07/17) 111,461
Week 6 (05/08/17 - 05/14/17) 132,856
Week  7(05/15/17 - 05/21/17) 154,048
Week 8 (05/22/17 - 05/28/17) 175,015
Week 9 (05/29/17 - 06/04/17) 196,322
Week 10 (06/05/17 - 06/11/17) 216,204
Week 11 (06/12/17 - 06/18/17) 236,367
Week 12 (06/19/17 - 06/25/17) 250,202

CAMPAIGN-TO-DATE TOTAL 250,202

Page 2 of 7
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é AGENDA

U a\J CLEAN WATER EDUCATION PARTNERSHIP
www.NC clean water.org

‘ STEERING COMMITTEE MEETING

November 29, 2016
CELIEG\E Av'\I{fA(\)TER TJCOG Large Conference Room
PARTNERSHIP

9:30-9:45 Introductions and Review Agenda
~WR at TJCOG focuses on 3 areas - Supply, Quality, Watershed Management™
9:45-10:00 CWEP Program Updates
e TICOG Staff Transition
e CWEP Program Overview
10:00-10:30 FY16 Activities, Accomplishments & Finances
e FY16 Outreach
e Email out all handouts that were provided today.
e FY16 Biggest change was going “all in” on online and digital
marketing
o SodFather was a 2:30min and a 30sec spot was also
created (15 sec version did not deliver a message)
o A pilot study was done in the fall on video pre-roll (not
skippable with Time Warner)- 76% completion rate
o Worked with Time Warner for the full online campaign
(audience network- could target based on
demographics, Website ads with geographic
boundaries)- Provided much better and realistic
statistics
=  Pre-roll
=  Webmail takeover- took over the page and auto
played when people checked mail
= 30 spot played an add on TW streaming TV
o Worked with GreenRoom to do a social media push
= Regular 30 sec video
= GIFs with small message
=  SodFather Pledge and provided a giveaway
(compost bin in the past) partnered with a lawn
care company to give away lawn maintenance
e Lawn maintenance had few people
involved but the people were more
involved. Smaller geographic reach.
e FY16 Finances
e What percentage and cost of time was spent on CWEP?
o $50,000 was spent on staff cost and he wasn’t available
e Update and maintaining the website
o Workgroup to work on website in FY17

CLEAN WATER BEGINS WITH YOU AND ME!



e Storage of booth
o Rarely being used- waste of money?
o Need to clean out storage unit?
¢ Implementation of Campaign Planning Outcomes
o Money spent with GreenRoom to develop marketing
materials
o What is the total spent on GreenRoom? Part one vs part

two?

10:30-11:00 Review Draft Work Plan, Budget & Cost Shares
e FY17 Work Plan & Budget

Media/Component

Timeframe for
Conducting

Spot/Topic(s)

Cinema Campaign-

~ 2 week run over the holiday season
~ how are spots spread out, what is the target
audience? Does it play for every movie?

~ What is the coverage area of these theaters?

Winter (December)

Johnny Fishpatrick

Print/Logo/Website Updates/booth

e new workgroup to determine if needed.
e what is still needed?

o Booth is not worth it, too hard to set up — get
rid and stop storage fee (Chatham may buy for
good price)

o Handouts/giveaways- pair giveaways with
campaign message, update print materials
(see New Bern comments)

o Website refresh is needed. (VC3 hosted)

o Logo is fine, leave as is.

Winter
(January/February)

TBD (New Work Group)

Update-Booth-and-Create-MorePortable, Easy-te-
Setup-Version

torSor
Mareh/Aprity

Online Sodfather Video Pre-roll and Web Campaign

e 3 Prong approach to Time Warner cable -
S40k this year

o Consider doing a buy with
additional companies to increase
audience reach

o The SodFather message does not
work for Apex- is it time for a new
video (dog waste, soil tests,
leaves, etc)

Spring-Summer
(April/May/June)

Grass Clippings — Sodfather
(30-second video spot)

CLEAN WATER BEGINS WITH YOU AND ME!
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