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Introduction
This 2022 calendar year report recaps the work done primarily related to Minimum Control Measure #1. As in prior years, this work was 
developed through coordination with CCRPC and its MS4 subcommittee of the Clean Water Advisory Committee.

History
Since 2003, Chittenden County’s 12 MS4s have worked to pool resources to professionally engage the public in a one message, one outreach 
effort, first known as the Regional Stormwater Education Program. Through regular spring and summer advertisements to drive people to the 
program’s first website, www.smartwaterways.org, this cooperative approach to fulfill its NPDES Permit Minimum Control Measure #1 (Public 
Education & Outreach) requirements built a regional awareness among the public of the need for individual action to assist in fighting 
stormwater problems. In the summer of 2016, the MS4s contracted with Tally Ho through its Lead Agency, the Chittenden County Regional 
Planning Commission to rebrand the Smart Waterways campaign and coordinate it with the MS4’s Minimum Control Measure #2 (public 
involvement and participation) regional effort, known as the Chittenden County Stream Team, which had begun in 2011. The goal was to create 
one cohesive organization and outreach effort to educate the public about stormwater and boost public participation implementing projects to 
combat the negative impacts of stormwater. In the spring of 2017, implementation of the MCM #1 aspects of this joint effort, Rethink Runoff,  
was publicly launched, which included a new website, www.rethinkrunoff.org and revised creative by Pluck (previously Tally Ho Design).

Pluck has been responsible for the management and creative development of Rethink Runoff since late 2017 while the Winooski Natural 
Resources Conservation District has overseen and implemented MCM #2. This 2022 calendar year report recaps the work done primarily 
related to Minimum Control Measure #1.

2022 Initiatives
Pluck maintained existing creative for advertising in 2022. We increased social media content development during key advertising time 
periods throughout the year and boosted Google Search campaigns to complement existing display advertising.

In addition to previous Google Search campaigns highlighting Rain Barrels, Rain Gardens, and Fertilizers, we introduced a Search campaign 
targeting Pet Waste, with spends in May, June, and September/October.

Pluck reviewed content across the entire site and refreshed and refined messaging—adjusting SEO and other key components—in spring 2022. 

In social media, we posted across Facebook and Instagram (averaging 1–2 times per week Jan–Jun and once every 1–2 weeks July–December), 
boosting posts through key points in the year. In mid-2022, we stopped posting Ms. Drop’s Tips of the Month and began to focus on specific 
highlights, such as fall fertilizer application.

As Adopt-A-Drain launched, we provided support via digital outreach and advertising to increase sign-ups across participating towns.  

Media Buy Breakdown
We continued refining our year-round approach to our media spend, eliminating cable broadcast buys and reducing our WCAX media buys in 
the fall, reallocating that money to targeted digital advertising. 

Digital media buys include Google ads: Display, Search and YouTube as well as Facebook and VTDigger. We continued our radio spots on 
WVMT and VPR (underwriting). 
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GENERAL CALENDAR-BASED SOCIAL MEDIA CONTENT DEVELOPMENT

MS., DROP TIP OF THE MONTH ANIMATIONSPET WASTE SEARCH ADS

2022 CREATIVE
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STREAM TEAM EVENTS

FALL FERTILIZER SOCIAL MEDIA MINI-CAMPAIGN

GENERAL EVENTS
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Website Metrics for 2016–2022
Overall website sessions continued to climb, surpassing our pre-COVID metrics. From 2021 to 2022, we had a 17% increase in sessions and a 
12% increase in users.  

Year to Year Metrics

2022 2021 2020 2019

SESSIONS 12,365 10,557 8,908 10,111

USERS 10,537 9,436 7,861 8,531

PAGEVIEWS 16,634 16,001 13,112 15,769

Total Sessions/Visits (1/1—12/31)

TOTAL TIME PERIOD

12,365 2022

10,557 2021

8,908 2020

10,111 2019

7,832 2018

7,407 2017

6,004 2016

4,659 2015

Top Vermont Cities and Towns

TOTAL USERS

BURLINGTON* 1,263

SOUTH BURLINGTON* 818

COLCHESTER* 637

ESSEX*† 600

SHELBURNE* 208

WILLISTON 193

MIDDLEBURY 69

ST. ALBANS 51

MILTON 60

RICHMOND 42

WINOOSKI 31

* SAME POSITION AS LAST YEAR

† INCLUDES TOWN AND CITY

Website Visits by Device

DEVICE 2022 2021 2020 2019 2018 2017 2016

DESKTOP 43.9% 46.9% 51.25 40.2% 50.1% 52.8% 65.7%

MOBILE 48.6% 44.6% 41.28% 44% 40.6% 36.4% 24.5%

TABLET 7.5% 8.5% 7.47% 15.8% 9.3% 10.8% 9.8%

Most Visited Pages

PAGE TOTAL

/WHAT-YOU-CAN-DO/PICK-UP-DOG-POOP/ 4650

HOMEPAGE 3887

/THE-STREAM-TEAM/ 870

/WHAT-YOU-CAN-DO/ 505

/EXPLORE-THE-LAKE-CHAMPLAIN-BASIN/ALGAE-BLOOMS-LAKE-CHAMPLAIN/ 469

/WHAT-YOU-CAN-DO/INSTALL-A-RAIN-BARREL/ 454

/ABOUT-RETHINK-RUNOFF/ 379

/WHAT-YOU-CAN-DO/REDUCE-FERTILIZER-USE/ 378

/WHAT-YOU-CAN-DO/FOR-KIDS/WHAT-IS-A-WATERSHED/ 373

/WHAT-YOU-CAN-DO/PLANT-A-RAIN-GARDEN/ 335

Website Event Tracking

CALL-TO-ACTION 2022 2021 2020

MAILCHIMP FORM 66 48 61

RAIN GARDEN PDF 68 56 N/A

RAIN BARREL PDF 75 17 8

SOIL TEST CTA 5 18 5

SCIENCE EXPERIMENT PDF 26 15 N/A
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Overall Media Spend

YEAR SPEND

2021–2022 $22,174*

2020–2021 $26,870

2019–2020 $25,918

2018–2019 $27,135

Impressions are the number of times the ads are served to web users. For Display and Search, Interactions are the number of times a web user 
clicks on the ad. 

Video ads are considered pre-roll or mid-roll, meaning they are shown either directly before or in the middle of a video the web user is 
watching. These ads are typically skipable after the first five seconds. Interactions include web users who click on the ads or watch the entire 
ad.  

Facebook Advertising Metrics

CAMPAIGN ENGAGEMENT REACH IMPRESSIONS

MS. DROP N/A 10,552 36,917

SEPT/OCT/NOV 2022 671 9,280 44,475

SUMMER 2022 477 15,007 58,725

WORKSHOPS AND EVENTS 144 8,106 21,481

ADOPT A DRAIN 348 8,302 26,848

JAN/FEB 2022 283 3388 15,059

Impressions are the number of ads served to Facebook users. Clicks are the number of people who click on an ads. Reach is the number of 
individual Facebook users that see the ad. 

Our increased focus on social media also provides us with age-and gender-related information about users who like our Facebook page (Likes) 
and individuals who follow our Instagram page (Followers). 

In this case, reach refers to the overall unique users in each platform that have seen our posts, either through other users liking and sharing 
our content, users using the Explore features, or users who see promoted posts. 

Facebook Likes Demographics

2022 2021

REACH 33,412 60,666

NEW LIKES 33 32

PROFILE VISITS 266 204

Instagram Follower Demographics

2022 2021

REACH 17,495 19,384

NEW LIKES 440 349

PROFILE VISITS 392 189

Overall, while we had an increase in both frequency and page likes, our organic reach dropped considerably. At the same time, our profile visits and likes/

follows increased in 2022. At first glance, I would attribute this to privacy features introduced in iOS 13, which severely prevents apps from tracking users data 

for algorithmic purposes, as well as an overall shift in Facebook’s methodology, to a more “pay to play” scenario, encouraging businesses and organizations to 

spend more.  

While organic reach may continue to move downward, Facebook and Instagram remain important part of our advertising and outreach. Unlike traditional print 

and digital advertising, social media allows for two-way communication with residents in our MS-4 communities.

Google Advertising Metric

CAMPAIGN IMPRESSIONS INTERACTIONS INTERACTION RATE COST

DISPLAY 3,804,298 3,725 0.10% $7,563.85

VIDEO 481,719 319,430 66.31% $4,855.84

SEARCH 34,204 772 2.26% $948.80

* �In past years, our July/August digital spends have been credited to the previous fiscal year (i.e. July/August 2020 is counted toward 2019–2020, 
not FY2021–2022). In FY2021–2022, our July/August spends are now being counted as FY2022–2023, thus the overall drop in media spending for 
FY2021–2022.


