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INTRODUCTION
This 2024 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 2024 
calendar year report recaps the work done primarily related to Minimum Control Measure #1.

2024 INITIATIVES

BRAND UPDATES

We’ve simplified the visual identity of Rethink Runoff/The Stream Team, using the raindrop icon as the primary 
mark for both efforts.  

2023/2024 NEW CREATIVE

Pluck continued work on the new creative, which started in 2023. 

The new creative included three new animated spots, including custom illustrations of salt use, rain garden 
plants, and rain barrels.

Each animated spot is :15-:25 seconds long with digital placements in mind. We created three sizes for each 
animated spot: 4K (3180x2160), vertical (1080x1920), and square (2000x2000). This variety of formats allows us 
to customize digital advertising and increase views in Facebook/Instagram stories and other vertical 
placements. 

In addition, Pluck created display and print advertisements using illustrations from the animated spots. These 
are currently being used on Google Ads alongside existing creative. 

PHOTOGRAPHY

We photographed Gardener’s Supply’s rain garden installation in late summer. One of our secondary goals is 
to slowly increase our photo library, to complement illustrations and icons. As a side note, this was organized 
through the Town of Colchester to establish an ongoing relationship with Gardener’s Supply, including 
collaboration on workshops and other outreach with The Stream Team in 2024/2024..
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MEDIA BUY BREAKDOWN

We continued to focus on digital advertising as our 
primary push, using Google/YouTube and Facebook/
Instagram. 

We also placed ads across Seven Days, North Ave 
News, and the BANG Community Newsgroups, 
including the Other Paper, The Shelburne News, the 
Williston Observer, and The Essex Reporter, and 
digital placements with the Milton Independent. We’ll 
continue with these for 2024/2025, adding the digital 
Colchester Sun.

In winter 2023/2024, we also began to test a different 
placement strategy for winter digital media spending. 
Pluck scheduled a small ongoing digital daily spend 
through the winters and then increased our digital 
spends to coincide with winter storms and/or deep 
freezes, as opposed to a traditional strategy of an 
equal spend each day. We’ve found success in this 
strategy (particularly through FB/Instagram 
advertising) as people search on snow removal and 
salt use as winter storms approach the area. . 

WEB UPDATES

For the rain garden page, we created a gallery of rain garden plants with photos and a downloadable PDF. As 
part of an overall goal to reduce the cost barrier to entry for a complete rain garden installation, we’ve 
encouraged residents to plant rain garden plants that are recommended for rain gardens—among their 
regular plants. We’ve identified salt-tolerant/salt-intolerant as provided general information on each plant

We also started planning a refresh, to be completed during  FY2024/2025. This will include embedded videos 
from the creative and the use of the new illustrations. 

SOCIAL MEDIA

We continue to publish on social media, focusing on Facebook and Instagram. Posts include tips to reduce 
stormwater runoff, news about stormwater runoff, and local stories about municipalities making efforts to 
reduce runoff through projects. 

In spring 2024, we created a series of social posts to coincide with the introduction of the rain garden gallery 
on the website. Our goal is to continue this with another phase in spring 2025. 

FACEBOOK LIKES DEMOGRAPHICS

2024 2023 2022 2021

REACH 66,361 39,620 33,412 60,666

NEW LIKES 16 25 33 32

INSTAGRAM FOLLOWER DEMOGRAPHICS

2024 2023 2022 2021

REACH 21,764 21,812 17,495 19,384

FOLLOWS 579 523 440 349

PRINT COLLATERAL

Pluck also started a rain garden rack card, to be completed in spring 2025, for potential distribution at the 
Shelburne Gardener’s Supply during outreach events. 
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ANIMATED SPOTS

4K, 3840x2160 2000x2000 1080x1920

Visit rethinkrunoff.org  
to learn more…

One cup of salt  
is enough for a  
driveway or sidewalk.

4K VIDEO LINKS:
Reduce Salt Use:  
https://youtu.be/Iom3ISltxv0

Rain Garden:  
https://youtu.be/Yjuy63AUdis

Rain Barrel:   
https://youtu.be/MEIKFhgDYag

https://youtu.be/Iom3ISltxv0
https://youtu.be/Yjuy63AUdis

https://youtu.be/MEIKFhgDYag
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RAIN GARDEN PLANTS 
WEB AND SOCIAL MEDIA

RAIN GARDEN PHOTOGRAPHY



Pluck/266 Main Street, Burlington, VT 05401   p 802.224.6975    

e hello@pluckvermont.com   w pluckvermont.com

WEBSITE METRICS 

Our pageviews and sessions were lower than 2023, -5% and -10% respectively while our users increased by 8%. Our events 
(actions taken by visitors to site increased across the board, with larger increases in PDF downloads related to new creative. 

PAGE VIEWS

PAGE VIEWS

2024 2023 2022 2021 2020 2019

SESSIONS 13,188 13,916 12,365 10,557 8,908 10,111

USERS 12,126 11,121 10,537 9,436 7,861 8,531

PAGEVIEWS 17,651* 19,690* 16,634 16,001 13,112 15,769

* �Similar to last year, we had several spikes in page views that GA4 marked as Anomalies. These were removed from our final tallies. 

SESSIONS VS. ENGAGED SESSIONS BY MONTH

MONTH SESSIONS ENGAGED SESSIONS

JAN 432 266

FEB 951 233

MARCH 626 276

APRIL 1,287 427

MAY 2,378 677

JUNE 1,702 525

JULY 802 575

AUG 752 295

SEP 1,005 397

OCT 2,101 586

NOV 498 173

DEC 656 175

TOTAL SESSIONS/VISITS (1/1—12/31)

YEAR TOTAL

2024 13,188

2023 13,916

2022 12,365

2021 10,557

2020 8,908

2019 10,111

2018 7,832

2017 7,407

2016 6,004

2015 4,659
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WEBSITE EVENT TRACKING

All our events tracking numbers increased significantly in the last year and reached record increases. 

The Rain Garden PDF downloads and Rain Barrel PDF downloads coincide with our animated spots specific to 
each endeavor (Rain Garden launched in April, Rain Barrel launched in late July). In addition, our Rain Garden 
social and web push in May added daily visibility to Facebook and Instagram users.

CALL-TO-ACTION 2024 2023 2022 2021 2020

MAILCHIMP FORM 101 41 66 48 61

RAIN GARDEN PDF 327 32 68 56 N/A

RAIN BARREL PDF 92 19 75 17 8

SOIL TEST CTA 21 0 5 18 5

SCIENCE EXPERIMENT PDF 38 20 26 15 N/A

 

ADVERTISING METRICS

OVERALL MEDIA SPEND

YEAR SPEND

2024 $20,971

2023 $16,682*

2022 $22,174

2021 $26,870

2020 $25,918

2019 $27,135

DIGITAL ADVERTISING METRICS

CAMPAIGN IMPRESSIONS INTERACTIONS* CLICKS RATE COST

DISPLAY 1,548,007 3,029 3,029 .25% $3,504.58

VIDEO 241,895 185,304 172 76% $2,176.37

SEARCH 9,206 N/A 730 7.93% $793.68

FACEBOOK/INSTA 493,017 4,489 4,489 1% $4,111.75

* Interaction rates for video ads are full video views and clicks, not just clicks.

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. Rate is the interaction rate (impressions in relation to 
interactions). 

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 and Instagram advertising includes both video and static ads, shown in several locations: feed, 
stories and/or sidebar.

EVENTS TRACKING

All our events tracking numbers increased signficantly  
in the last year and reached record increases. 

The Rain Garden PDF download  is most likely the result 
of the new creative and the rain garden plants social 
and web push while the Rain Barrel PDF downloads is 
related to the Rain Barrel creative. 

RAIN GARDEN PDF DOWNLOADS RAIN BARREL PDF DOWNLOADS


