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A Note about Definitions
Media campaigns are described by special statistics and terminology, which may not be
familiar to the reader. Definitions are therefore included in this report, which were
paraphrased from the following:
Surmanek, Jim. Advertising Media A to Z: The Definitive Resource for
Media Planning, Buying, and Research. New York, McGraw-Hill. 2003.
Webopedia. http://www.webopedia.com. August 10, 2006.
Online links to resources for media definitions can also be found on any of CWEP’s
Outreach web pages (http://www.NCcleanwater.org/outreach/index.php).

A Note about Television Markets and Statistics
Media buyers use specialized compilations of market data, called “books,” to target spots to
specific demographic populations and generate post-campaign statistics. Vendors of ratings
information (usually Nielsen for TV) define a market based on population centers (e.g., the
New Bern market).
The TV station broadcast areas are usually not coterminous with these market regions. This
creates so-called “fringe” markets (usually smaller towns located outside an urban area),
whose broadcast stations may be listed in more than one market book. For example, the City
of Rocky Mount falls into both the Raleigh-Durham and the New Bern markets. As a result,
ratings for Rocky Mount show up in both the Raleigh-Durham and the New Bern books. The
values will differ between books; media sales staff typically use the book with the higher
ratings for that particular buy.
Comparing campaigns over time can be problematic, because different media use different
definitions, because the way that a given book defines its market may change, and because
the way that campaign statistics are presented by the vendor may vary. Despite these
challenges, CWEP’s media buying and campaign analyses continue to become more
sophisticated with time.
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CWEP FY16 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 ($2,000 for FY16) and a proportionate cost. Each partner’s proportionate cost is
the product of its population and a per-capita rate ($0.041 per person for FY16; 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 (FY16 used 2013 certified estimates).

2,5

Town of Apex
Town of Benson

2

Town of Butner 2
Town of Carrboro 2,5
Town of Cary 1,2,5
Town of Chapel Hill*,2,5
Chatham County 2,5
Town of Clayton 2
City of Creedmoor 2
City of Durham 1,3,5
Durham County 1,5
Town of Fuquay-Varina 2
Town of Garner 1,2
City of Goldsboro 1,2
City of Havelock 1
Town of Hillsborough 2
Town of Holly Springs 2
Town of Hope Mills 2

Population* Cost Share
40,918
$3,678
3,377
$2,138
7,728
20,510
144,671
51,153
52,965
17,174
4,289
241,174
40,385
19,802
27,035
35,489
20,821
6,395
27,637
15,915

$2,317
$2,841
$7,932
$4,097
$4,172
$2,704
$2,176
$11,888
$3,656
$2,812
$3,108
$3,455
$2,854
$2,262
$3,133
$2,653

Johnston County
City of Kinston 1

1

Town of Knightdale 2
Town of Morrisville 2,5
Nash County 2,4
City of New Bern 1
Orange County 1,2,5
City of Oxford 4
Town of Pittsboro 5
City of Raleigh 1,3
City of Rocky Mount 2,4
City of Roxboro 2
Town of Smithfield 1
Town of Spring Lake*,2
Town of Tarboro 4
Town of Wake Forest 2
Wayne County 1,2
Town of Wendell 2
Town of Zebulon

2

Population* Cost Share
126,084
$7,169
21,368
$2,876
12,692
20,753
40,920
29,889
54,445
8,489
4,133
416,221
56,334
8,187
11,027
7,111
11,285
32,360
81,855
6,146

$2,520
$2,851
$3,678
$3,225
$4,232
$2,348
$2,169
$19,065
$4,310
$2,336
$2,452
$2,292
$2,463
$3,327
$5,356
$2,252

4,541

$2,186

1. Subject to Neuse River Basin Nutrient Management Regulations.
2. Subject to NPDES Phase II Stormw ater Regulations.
3. Subject to NPDES Phase I 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
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CWEP FY16 Program Overview
The CWEP Steering Committee (consisting representatives from each local government
partner) established CWEP FY16 program cost shares and budget in January 2015.
FY16 was an exciting year for CWEP, as the program began a move into digital-first
outreach markets with a primary focus on online video and social media campaigns.
There is a monumental shift underway in how people access and consume media.
Whereas traditional broadcast and cable television has been the mainstay for many years,
more and more people are using mobile devices and streaming platforms to access
programming. On the Internet, video content is increasingly popular for accessing
targeted video clips. Traditional, full-length television programs are still very popular, but
more people are accessing them through non-traditional means. As such, in FY16, CWEP
focused on online video pre-roll advertising, mobile television platforms and social media
campaigns. Developing jurisdictional statistics from digital platforms has presented a new
challenge this year because we now have more precise and accurate information about
actual impressions (rather than broad estimates based on limited television samples), but
we’ve had to develop new methods for assigning impressions to the jurisdictional-level.
CWEP continued working with Greenroom Communications and developed a new 30second stand-alone version of our Sodfather grass clippings spot as well as hosted an
online lawn-care giveaway campaign on the CWEP Facebook page. CWEP also hosted a
website providing information to the public on stormwater issues and provided a booth
for CWEP partners to take to local events to educate the public face-to-face. These
activities are described in greater detail in the remainder of this report.
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CWEP FY16 Summer Cinema
Pre-Show Campaign Summary
Introduction
CWEP ran DENR’s Johnny Fishpatrick spot in CWEP area movie theaters in Summer 2015.
Two cinema networks or “circuits,” National CineMedia and Screenvision, were
purchased to maximize coverage of CWEP Partner jurisdictional areas. This arrangement
with two vendors began in FY13 and improves coverage of our member jurisdictions with
cinema outreach.
Spot
The 30-second Johnny Fishpatrick spot from the NC Department of Environment and
Natural 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.
Target Audience
Movie theaters are bought in batches; spots and campaigns cannot be targeted to
individual movies or demographics.
Campaign Locations and Performance
Spots were shown in numerous movie theaters in the CWEP partner area on two circuits,
National CineMedia and Screenvision. Below is a list of each circuit’s theaters and their
locations. Both circuits ran the spot 7/31/2015 - 8/13/2015. Cinema flights usually start
on Fridays and end on Thursdays.
An error was made in the initial booking and Kinston’s cinema was inadvertently omitted
from the NCM run. NCM ran a series of makegoods 9/4/2015 - 9/17/2015, which included
additional cinemas and are reported separately below.
Please report the statistics for the theater(s) closest to or within your jurisdiction.
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.
Impressions were estimated by the vendor based on the number of weeks the spot ran in
the theater and an estimated average number of viewers per screen per week for the
time of year or based on the previous year’s ticket sales. National CineMedia ran our ads
in their lobbies as well, so we assumed that each person saw the spot once in their
theaters’ lobbies and once in the theaters.
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National CineMedia Circuit – Primary Run
Theatre

Location

Beaver Creek Stadium 12
Brier Creek Stadium 14
Crossroads Stadium 20
North Hills Stadium 14
Premiere Theatre 12
Premiere Theatre 14
Wakefield 12
White Oak Stadium 14
Timberlyne 6

Apex
Raleigh
Cary
Raleigh
Goldsboro
Rocky Mount
Raleigh
Garner
Chapel Hill

# of Big
Screens

# of
Spots

12
14
20
14
12
14
12
14
6
Totals

672
784
1,120
784
672
784
672
784
336
6,608

Est. Big
Screen
Impressions
10,135
9,490
16,667
13,581
7,267
6,681
13,295
13,143
3,513
93,772

Est. Lobby
Impressions

Est. Total
Impressions

3,686
3,451
6,061
4,938
2,642
2,429
4,835
4,779
n/a
32,821

13,821
12,941
22,728
18,519
9,909
9,110
18,130
17,922
3,513
126,593

Est. Lobby
Impressions

Est. Total
Impressions

1,435
2,054
300
3,789

5,382
7,703
1,124
14,209

National CineMedia Circuit – Makegood Run
Theatre

Location

Brier Creek Stadium 14
North Hills Stadium 14
Premiere Theatre 7 Kinston

Raleigh
Raleigh
Kinston

# of Big
Screens

# of
Spots

14
14
7
Totals

784
784
392
1,960

Est. Big
Screen
Impressions
3,947
5,649
824
10,420

ScreenVision Circuit
Theatre
Lumina Theatre
Phoenix 10 on the Plaza
Southpoint Cinemas
Millstone 14
Marketfair 15
Havelock Cinema I-VI
Stone Theaters Park West 14
Carmike Raleigh 15
Carmike Wilson 10

Location
Chapel Hill
Durham
Durham
Fayetteville
Fayetteville
Havelock
Morrisville
Raleigh
Wilson

# of
# of Spots
Screens
5
350
10
700
17
1,190
14
980
15
1,050
6
420
14
980
15
1050
10
700
Totals
7,420

Estimated
Impressions
6,540
14,005
26,630
22,860
23,970
6,900
24,650
20,780
14,020
160,355

Campaign Costs and Overall Performance
Total cost: $11,000
Total spots: 15,988
Total impressions: 301,157
Average per-spot cost: $0. 688
Average per-impression cost: $0.0365
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CWEP FY16 Fall Online Video Pilot Campaign Summary
Introduction
CWEP ran an online video pre-roll campaign in Fall 2015 as part of its Fiscal Year 20152016 stormwater public outreach program. Video pre-roll is an advertising spot that is
shown before an online video clip. A total of $8,090.00 was spent by the Partnership on
the Fall 2015 video online pre-roll pilot campaign.
Spots
One 15-second video pre-roll spot (advertisement) ran, CWEP’s 2015 “Sodfather” teaser
spot. The short 15-second teaser spot and an accompanying banner ad were intended to
entice viewers to click through to watch the full 2-minute version of the Sodfather video
and participate in the Sodfather Challenge by pledging to follow the Sodfather’s advice to
“mow high and let it lie.” The full video and Sodfather pledge were hosted on CWEP’s
Facebook page.
Campaign
The spot ran across Time Warner Cable’s Online Audience Network in the Raleigh,
Greenville and Wilmington markets to the zip codes within CWEP Partner jurisdictions. It
was run as both a run-of-network spot and targeted spot from September 17 to
September 29, 2015.
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The campaign targeted sites and programs related to home and yard care, e.g., Southern
Living, as well as general family entertainment.
Target Audience
The audience targeted for this campaign was adults aged 35+ who own their own homes,
are educated and enjoy yard work and gardening. Research shows that this is the
demographic most likely to do their own yard care (rather than hiring a service) and
because our Sodfather spot was designed to communicate grass clipping care concepts to
this demographic.
Campaign Performance
Campaign performance statistics are reported here 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 Fall 2015 online video pre-roll pilot campaign had 347,105 total video plays with a
76.95% completion rate. Because the spot was delivered online, these are verified actual
video plays rather than estimates generated from a small sample as is the case with
traditional television statistics. The jurisdictional values presented below are estimates
that were derived by dividing the entire campaign impressions by the proportion of the
target population within each jurisdiction. That is to say, the spot was designed to be
delivered proportionally across the CWEP Partner jurisdictions.
Definitions
Impressions: How many times the video spot was actually played in the market by
members of the population. (Spots may have been seen more than once by the same
person; the impression count is based on total actual views regardless of duplication
among members of the audience.) Note that the population counts used by media
outlets differ from those used by CWEP, so actual impression counts may differ
somewhat from those shown for jurisdictions to report on the following page.
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Estimated Figures by Jurisdiction for CWEP Partners to Report
JURISDICTION
Town of Apex
Town of Benson
Town of Butner
Town of Carrboro
Town of Cary
Town of Chapel Hill
Chatham County
Town of Clayton
City of Creedmoor
City of Durham
Durham County
Town of Fuquay-Varina
Town of Garner
City of Goldsboro
City of Havelock
Town of Hillsborough
Town of Holly Springs
Town of Hope Mills
Johnston County
City of Kinston
Town of Knightdale
Town of Morrisville
Nash County
City of New Bern
Orange County
City of Oxford
Town of Pittsboro
City of Raleigh
City of Rocky Mount
City of Roxboro
Town of Smithfield
Town of Spring Lake
Town of Tarboro
Town of Wake Forest
Wayne County
Town of Wendell
Town of Zebulon

FY16 POPULATION
40,918
3,377
7,728
20,510
144,671
51,153
52,965
17,174
4,289
241,174
40,385
19,802
27,035
35,489
20,821
6,395
27,637
15,915
126,084
21,368
12,692
20,753
40,920
29,889
54,445
8,489
4,133
416,221
56,334
8,187
11,027
7,111
11,285
32,360
81,855
6,146
4,541
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IMPRESSIONS
8,842
730
1,670
4,432
31,261
11,053
11,445
3,711
927
52,114
8,727
4,279
5,842
7,669
4,499
1,382
5,972
3,439
27,245
4,617
2,743
4,484
8,842
6,459
11,765
1,834
893
89,940
12,173
1,769
2,383
1,537
2,439
6,993
17,688
1,328
981
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CWEP FY16 Fall Social Media Campaign Summary
Introduction
CWEP embarked on another program first in FY16 with an online social media campaign
in Fall 2015. Working with Greenroom Communication, the full-length Sodfather video
spot was posted on CWEP’s Facebook page along with a Sodfather Challenge to pledge to
follow the Sodfather’s advice to “mow high and let it lie.”
Spot
The full-length CWEP Sodfather spot was used in the posts as well as behind the scenes
photos. This Sodfather spot is a humorous portrayal of a neighbor that takes himself too
seriously ‘The Sodfather’ as he conveys proper ways to manage and dispose of grass
clippings to his neighbors. It is a light-hearted, family-friendly spot with a fun twist at the
end. It was designed to be “sharable” through online social media platforms.
Target Audience
The series of Facebook posts were boosted through a modest advertising buy to NC
viewers ages 25-45.
Campaign Performance
The posts and social media sharing generated over 61,000 online impressions, and the
video had over 12,000 views on Facebook between August 20 and October 3, 2015. In
addition, there was a high level of Facebook post engagement with 505 post clicks, 223
likes, 19 comments and 72 shares, which is outstanding!
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The Sodfather Pledge page had 231 visitors and 60 people completed the poll. The CWEP
Partners assisted in the performance for the video and the pledge by posting on their
social channels and websites. There were social media posts and shares from the Town of
Morrisville, Holly Springs, Durham NC Stormwater, and Raleigh Go Green. There were also
blog posts and web updates from Orange County, Knightdale, Chapel Hill, Morrisville,
Hillsborough, and Butner.
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CWEP FY16 Spring Online Video Campaign Summary
Introduction
Building on the success of the online video pre-roll campaign in the Fall, CWEP conducted
an expanded online media campaign for Spring 2016 as part of its Fiscal Year 2015-2016
stormwater public outreach program. This campaign had three separate components and
featured a new 30-second version of the Sodfather spot based on Partner feedback. The
spring online campaign included video pre-roll across the Time Warner Cable (TWC)
Online Audience Network, 30-second traditional television commercials delivered
through TWC’s TV Anywhere internet-based platforms, and several days of full-screen,
high-impact advertising on TWC’s webmail login pages. A total of $25,200.00 was spent
by the Partnership on the Spring 2016 online video campaign.
Spots
In the Fall 2015 campaign, CWEP featured a 15-second video “teaser” spot intended to
entice viewers to click through to watch the full 2-minute version of the Sodfather video.
Feedback from the Partners was that this 15-second spot did not deliver a succinct
message in and of itself, which makes sense since it was not designed as a stand along
advertisement. Therefore, the Partners worked with Greenroom to develop a new 30second version of the Sodfather video that could be used as a stand-alone advertisement
and deliver a complete message about grass clippings. The 30-second spot is more
versatile, since it can be used as a preview to the full-length 2-minute version or used in
additional venues like movie theaters or traditional television advertising as a stand-alone
spot. The new 30-second Sodfather spot was featured in the Spring 2016 online video
campaign.
Campaign
Audience Network Pre-Roll: The 30-second spot ran as a video pre-roll advertisement
across Time Warner Cable’s Online Audience Network in the Raleigh, Greenville and
Wilmington markets to the zip codes within CWEP Partner jurisdictions. Video pre-roll is
an advertising spot that is shown before an online video clip and was accompanied by a
static banner advertisement on the page. It was run as both a run-of-network spot and
targeted spot from March 21 to June 12, 2016. Like the Fall 2015 pilot, the pre-roll
campaign targeted sites and programs related to home and yard care, e.g., Southern
Living, as well as general family entertainment.
TV Everywhere: The 30-second Sodfather spot was also used as a stand-alone television
commercial on TWC’s TV Everywhere platform. This new platform is an internet-based
app for mobile phones, tablets and streaming devices. It allows TWC customers to view
regular television program on demand and on-the-go across a wide variety of mobile
devices and set-top streaming boxes. The programing and commercial are traditional,
but the delivery methods are a new technology-based platform.

CWEP FY16 Annual Report

- 12 -

Webmail Take-Over: The third component of the Spring 2016 online video campaign was
a full-page advertisement on TWC’s webmail login page for a 24-hour period, referred to
as a webmail take-over. We ran the webmail take-over several times in the Raleigh and
Wilmington markets during the campaign.

Target Audience
The audience targeted for this campaign was adults aged 35+ who own their own homes,
are educated and enjoy yard work and gardening. Research shows that this is the
demographic most likely to do their own yard care (rather than hiring a service) and
because our Sodfather spot was designed to communicate grass clipping care concepts to
this demographic.
Campaign Performance
Campaign performance statistics are reported here for the media market’s population as
a whole across all three campaign components, 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. More
detailed campaign statistics are available upon request.
The Spring 2016 online video campaign had 898,573 total impressions and engagement of
3,260 click-throughs. Because the spot was delivered online, these are verified actual
video plays rather than estimates generated from a small sample as is the case with
traditional television statistics.
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The jurisdictional values presented below are estimates that were derived by dividing the
entire campaign impressions by the proportion of the target population within each
jurisdiction, because the campaign was designed to be delivered proportionally across the
CWEP Partner jurisdictions.
Definitions
Impressions: How many times the advertisement or video spot was actually viewed in the
market by members of the population. (Spots may have been seen more than once by
the same person; the impression count is based on total actual views regardless of
duplication among members of the audience.) Note that the population counts used by
media outlets differ from those used by CWEP, so actual impression counts may differ
somewhat from those shown for jurisdictions to report on the following page.
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Estimated Figures by Jurisdiction for CWEP Partners to Report
JURISDICTION
Town of Apex
Town of Benson
Town of Butner
Town of Carrboro
Town of Cary
Town of Chapel Hill
Chatham County
Town of Clayton
City of Creedmoor
City of Durham
Durham County
Town of Fuquay-Varina
Town of Garner
City of Goldsboro
City of Havelock
Town of Hillsborough
Town of Holly Springs
Town of Hope Mills
Johnston County
City of Kinston
Town of Knightdale
Town of Morrisville
Nash County
City of New Bern
Orange County
City of Oxford
Town of Pittsboro
City of Raleigh
City of Rocky Mount
City of Roxboro
Town of Smithfield
Town of Spring Lake
Town of Tarboro
Town of Wake Forest
Wayne County
Town of Wendell
Town of Zebulon

FY16 POPULATION
40,918
3,377
7,728
20,510
144,671
51,153
52,965
17,174
4,289
241,174
40,385
19,802
27,035
35,489
20,821
6,395
27,637
15,915
126,084
21,368
12,692
20,753
40,920
29,889
54,445
8,489
4,133
416,221
56,334
8,187
11,027
7,111
11,285
32,360
81,855
6,146
4,541
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IMPRESSIONS
21,237
1,753
4,011
10,645
75,088
26,550
27,490
8,914
2,226
125,175
20,961
10,278
14,032
18,420
10,807
3,319
14,344
8,260
65,440
11,090
6,587
10,771
21,238
15,513
28,258
4,406
2,145
216,028
29,239
4,249
5,723
3,691
5,857
16,796
42,485
3,190
2,357
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CWEP FY16 Spring Social Media Campaign Summary
Introduction
Working with Greenroom Communication, CWEP conducted another social media
campaign during Spring 2016, this time featuring the new 30-second Sodfather spot. The
campaign included a new Sodfather Pledge and a chance to win free lawn care services
from Pleasant Green Grass.
Spot
The Spring 2016 social media campaign included Facebook posts with the 30-second
Sodfather spot along with few innovative posts like carousel ads and Sodfather tips as
animated GIFs. The posts were coupled with the Facebook-based Sodfather Pledge.
Target Audience
The Spring 2016 social media campaign was targeted to a smaller geographic area to stay
within the service area of Pleasant Green Grass, since we were offering free lawn care
service to one winner from the Sodfather Pledge. The Facebook posts were also targets
to viewers ages 25-45.
Campaign Performance
The posts and social media sharing generated over 20,030 online impressions, and 530
click-throughs to the Sodfather Pledge page. Because of the tighter targeting, the 30second video had fewer overall views than the Fall campaign, but a higher rate of video
completions. There were 1,931 video views, a 47% completion rate, and a high level of
Facebook post engagement with 266 post clicks, 192 reactions, 31 comments, 136 link
clicks and 59 post shares. The Sodfather Pledge page had 530 visitors, and 21 people
completed the poll.
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CWEP FY16 Website Summary
http://www.NCcleanwater.org
CWEP’s website is hosted and maintained by Design Hammer, LLC, an independent and
locally owned web service provider that also handled our website redesign in FY2005FY2006. The web language coding protocol is PHP. CWEP currently owns three domains:
nccwep.org (our original domain), nccleanwater.com, and NCcleanwater.org (preferred).
The home page is updated periodically to align with the outreach campaigns. Concurrent
with most of our media campaigns, we often post a poll on our home page asking visitors
what brings them to our site (the media campaign, a search engine, a bookmark, etc.).
CWEP tracks several web metrics to evaluate traffic on our website (i.e., on-site web
analytics). Design Hammer uses a program called NetTracker to measure these web
analytics. The figures below represent traffic on all three domains in total.
Wikipedia has a good explanation of web analytics terms used below. (Due to calculation
methodologies, metrics that may seem like they should sum may not.)
Month

Jul-15
Aug-15
Sep-15
Oct-15
Nov-15
Dec-15
Jan-16
Feb-16
Mar-16
Apr-16
May-16
Jun-16
All Year:

Unique Number Visits
Pages
Pages Hits
Bandwidth Av Visit
visitors of visits per
per
(MB)
Duration
visitor
visit
(seconds)
1,537
2,361
1.54
4,682
1.98
58,798
623.56
114
1,896
2,831
1.49
6,630
2.34
39,261
982.93
140
2,682
3,924
1.46
10,159
2.17
69,586
1035.00
258
2,653
4,077
1.54
8,858
2.17
65,772
911.14
266
2,055
3,248
1.58
9,225
2.84
51,316
909.67
142
1,790
2,987
1.67
7,411
2.48
34,203
1024.00
115
1,923
3,055
1.59
8,111
2.65
37,419
1718.00
156
1,642
2,435
1.48
5,596
2.30
32,308
883.00
120
1,898
2,603
1.37
5,892
2.26
35,385
561.00
207
2,763
3,578
1.29
6,799
1.90
48,619
758.00
161
2,423
3,295
1.36
7,686
2.33
47,401
672.57
158
1,562
2,347
1.50
5,373
2.29
30,811
730.34
147
24824
36,741
N/A
86,422
N/A 550,879
10809.21
N/A
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CWEP FY16 Print Outreach
All print materials described below are available online at
http://www.NCcleanwater.org/outreach/print.php.
CWEP Topical Brochures
In FY2012, CWEP produced five topical brochures for Partners to use in their public
education efforts. The topics correspond to the topics on our Booth (household
hazardous waste/oil recycling, yard care, pet waste, and litter) as well as an additional
brochure on riparian buffers. In FY2013, these brochures were translated to Spanish.
CWEP General Stormwater Brochure
The CWEP general stormwater brochure was reprinted in FY15. Copies are available for
Partners to distribute. In addition, an electronic copy is available in PDF format on the
CWEP website under “Outreach” and then under “Print.”
CWEP Slicks
CWEP provides “slicks” (see right), pre-made newspaper
advertisements that promote our website and remind citizens that
what they put on their yards ends up in our waterways. Slicks are
generally run simply as filler when a newspaper has a little extra
space. Any CWEP Partner is welcome to submit slicks to their local
news outlets.
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CWEP FY16 Outreach Booth

CWEP has two outreach booths (with accessories) for Partners to check out for local
events consisting of:
Enviroscape Watershed Model showing how stormwater gets polluted (available only
at RTP location)

Model, accessories (trees, houses, cars), and supplies for “pollution” and rain”

Table to put Enviroscape on
 Display (available at both RTP and Coastal locations)

Pop-up display with blue back pieces to attach topical panels to

5 topical panels (English and Spanish) for each of the five topics (two topics
can be attached at any given time): Litter, Hazardous Household Waste, Pet
Waste, Yard Care, and Riparian Buffers

Display banner reading “Clean water begins with you and me”

Table to put display and outreach materials on
To reserve the booth, the Enviroscape,
For indoor booth use, CWEP also has (RTP location only):
or any of these outreach supplies, visit
 Light hardware to backlight display banner
http://www.supersaas.com/schedule/C
WEP_Booth/CWEP_Partner_Resources.
 Extra bulbs for banner backlights
 Grounded extension cord for banner lighting
Please contact Mike Schlegel at
 Tablecloth with CWEP logo and tagline
mschlegel@tjcog.org or
919-558-9342 for support on the
For outdoor booth use, CWEP also has (RTP location only):
booth/Enviroscape or to order
 10’ x 10’ tent
giveaways for local distribution.
 Tent leg extenders
 Tent walls in case of rain
 Bucket of sand and string to attach and weigh down tent and/or display
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CWEP FY16 Giveaways
CWEP maintains access to topical giveaways that can be ordered by Partners or by CWEP
on behalf of Partners for local distribution. These materials can be displayed and
distributed along with the corresponding booth
Please contact Mike Schlegel at
panels on that topic, or they can be used
mschlegel@tjcog.org or
separately. A description of available giveaways
919-558-9342 for support on the
and their cost is provided at
booth/Enviroscape
or to order giveaways
http://nccleanwater.wordpress.com/giveaways
for local distribution.
 Plant Pride Not Litter stickers and
tattoos (Litter topic)
 Soil test kits (Yard Care topic)
 Mutt Mitts (Pet Waste topic)
 Grease Can Lids in English and Spanish (Hazardous Household Waste topic)
 Used oil disposal magnets in English and Spanish (Hazardous Household Waste
topic)
 Pencils, “Clean Water Begins with You and Me” (General)
Fat Trapper Bags are no longer available, so a different giveaway was made in FY13.
Grease can lids in both English and Spanish are now available.
PLEASE NOTE: Giveaways can be ordered and directly billed to CWEP Partners or ordered
and delivered to TJCOG for pickup. If ordering for delivery to your Partner location, please
ensure that billing is also directed to your local Partner address. Billing cannot run
through CWEP/TJCOG unless the giveaways are delivered to TJCOG and then picked up by
the Partner.
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