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 Conducted a strategic planning meeting with 
representatives from all committees, HRPDC, Red 
Chalk Studios and Cahoon & Cross

 Developed the 2015-2020 marketing plan and 
presented it to the advisory committee

 Surveyed committee members

 Developed approved 2015-2016 annual plans for 
each

 Conducted four themed media campaigns with 
creative advertising materials

 Continued active media relations program



Joan adding



 Water Awareness – Value of Water
◦ August 3 - September 13, 6 weeks

◦ Audience targeted display, native content ads, YouTube 
pay-per-view video, Facebook, Twitter, video pre-roll to 
news

◦ Impressions: 942,298

◦ Video views: 57,120 

◦ Clicks to website: 4,532



 Fats, Oils & Grease Education – What Not to Flush
◦ October 23 – November 8, two weeks

◦ Movie theater, radio, audience targeted display, native 
content ads, YouTube pay-per-view video, Facebook, 
Twitter, video pre-roll to news

◦ Impressions: 1,226,190

◦ Video views: 16,540 

◦ Clicks to website: 2,324



 Stormwater Education - Leaves down the Drain
◦ November 9 - 22, 2 weeks

◦ Radio, audience targeted display, native content ads, 
Facebook, and online display

◦ Impressions: 1,449,114

◦ Clicks: 2,675



 Fats, Oils & Grease Education – Holiday FOG
◦ November 23 - 29, one week

◦ Radio, audience targeted display, native content ads, 
Facebook,  and online display

◦ Impressions: 818,785

◦ Clicks: 1,668



 Paid advertising weeks: 21 consecutive

 Total advertising impressions: 4.4 million+

 Total radio commercials: 855

 Total video views: 73,660

 Total clicks: 11,199

 Total Media Budget: $47,393

 Total Media Added Value: $35,409

 Total Media Value: $82,802



 Coming from RCS



 Organic Search 7/1/15-11/30/15
◦ Organic search sessions: 8,063

 34.29% of total traffic

◦ Ave time on site:  1 min 19 sec  (overall 
site average 1 min 24 sec)

◦ Ave # of pages viewed: 1.71 pages

 SEM 7/1/15-11/30/15
◦ AdWords Impressions: 79,041 

impressions
 Clicks:  1,672 clicks

 SEM Ave time on site:  1 min 28 sec

 SEM Ave # of pages viewed:  1.92 pages

 Phone calls 2015:  819 click to calls

◦ Bing Impressions: 11778
 Clicks: 296

 SEM Ave time on site:  1 min 24 
seconds

 SEM Ave # of pages viewed: 1.96 pages

 Phone calls 2015: 10



1. Google organic

2. Direct

3. Google/cpc

4. WTKR display

5. WTKR targeting

6. M.facebook.com

7. WTKR facebook

8. Facebook.com

9. Bing organic

10. Im.facebook.com



 Media Outreach
 July –Dec. 2015 

◦ Distributed 8 news 
releases 

◦ Issued 5 e-newsletters

 Total subscribers: 5,368 

◦ Posted social media 
messaging

 Blog

 Facebook: 1,691likes 

 Twitter: 1,687 followers

◦ 21 editorial placements



 Media Coverage 



 Coastal Virginia’s Green 
Magazine '16  
◦ Welcome letter 

◦ Green Scene (short reads)  

 Bay Star Homes goes regional

 Re-cap of CLPP pilot program 

 Energy update on VA’s commitment to 
reduce energy consumption by 10% by 
2020

 Greening of area events 

 Beyond the bin, the use of area resource 
recovery centers  



 Coastal Virginia’s Green Magazine 
◦ Green Kids

 Profiles of school projects funded by askHRgreen.org mini-
grants

 Kids Corner puzzlers and activities 

 “What not to/where does it go” infographic covering all 
committee topics 

 Regional Girl Scouts storm drain medallion program 

◦ Home and Garden Feature 

 Creating eco-friendly backyard spaces with profiles of local 
homeowners who have used native plants, rain gardens, 
reclaimed lumber, living shorelines. Sidebars on how to improve 
the health of your soil and water conservation tips 



 Coastal Virginia’s Green Magazine 
◦ Green Art

 Focus on local artists who are using recycled goods or 
incorporating environmental statements into their work

◦ Green Eats  

 Follow the “farm-to-fork” cycle by showcasing local 
farms/purveyors and the restaurants that use their produce in 
creative ways  



 Media Ambassadors Training ‘16 
◦ Jan. 28, 2016 

◦ Roll out the askHRgreen.org locality 
branding materials 

◦ Discuss content for locality 
presentations, for one-on-one 
meetings with CAOs 

◦ Review ambassador roles, media 
training, tools  

◦ 2016 Ambassadors:  Elizabeth 
Vaughn, Cris Ausink, Sarah Crawford, 
Lori Woolman, Fleta Jackson, Lisa 
Renee Jennings, Lacie Nixon, Linda 
Minner, Erica Roberts 



 Cigarette Litter Prevention Program
◦ Supported by 7 localities; funded by KAB, askHRgreen.org

◦ Goal: Turn smokers’ behavior around about littering 

◦ Eight weeks of messaging, outreach events, placement of 
receptacles at selected public sites

◦ 11 editorial placements

◦ Supported by team approach of PR  

◦ Pre-scan: 3,223 butts and cigar tips 

◦ Post-scan: decrease of 74%! 



 Bay Star Homes
◦ Online application

 Total homes to date: 1224
◦ Chesapeake: 42
◦ Franklin: 7
◦ Hampton: 6
◦ Newport News: 52
◦ Norfolk: 978
◦ Poquoson: 9
◦ Portsmouth: 14
◦ Smithfield: 1
◦ Suffolk: 28
◦ Virginia Beach: 70
◦ Williamsburg: 2
◦ Williamsburg-JCC: 1
◦ Williamsburg-YC: 1
◦ York: 13



 2nd Annual Keep 
Hampton Roads Beautiful 
Golf Tournament

 October 12, 2015 at 
Greenbrier County Club

 Funds Raised: 
Approximately $7,000
◦ $3,500 for askHRgreen.org

◦ $3,500 for Keep Virginia 
Beautiful



 Grant Applications
◦ Chesapeake Bay Restoration Fund 

(License Plate Fund)

 Green Learning Guide:  $27,067 requested

 Regional Restoration:    $18,420 requested

 May-June 2016 award date

◦ Plan B:  Virginia Environmental Endowment

 June 15th



 Spring television campaign: March - June
◦ Six weeks
◦ Stations: WVBT, WAVY, WVEC, WTVZ
◦ Audience impressions

 Adults 25-54
 Reach 84.3% / Frequency: 7.8 times

 Total impressions: 4,731,000

 Adults 18+
 Reach 90.7% / 9.8 Frequency:

 Total impressions: 12,320,000

◦ Added value
 WAVY/WVBT: Hampton Roads Show Earth Day week

 WVEC: 13 day to a cleaner community promotion

 WTVZ: bonus spots and rotators 



 2015-2020 Marketing Campaign Plan Summary



 Lunch, courtesy of HRPDC—20 minute break

YUM! LET’S EAT! 


