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OVERVIEW DESCRIPTION OF PROJECT:  What was the water quality problem being 
addressed and generally how was this project going to do it? 
 

The goal of this project was to develop outreach materials that will be available to all Eastern 
Washington Phase II Stormwater Permittees to assist with the public education and outreach 
requirements in the Phase II Permit and to develop a consistent message throughout Eastern 
Washington regarding water quality and stormwater. 
 

The cultural and recreational value of the Eastern Washington area is priceless and important to 
conserve.  A consistent message about water quality will help residents understand the 
importance of their actions, regardless of their location. 
  

OUTCOME:  Project tasks will be used to describe what the project accomplished and how.   
 

Task 1 – Project Administration/Management  
Project administration responsibilities were completed by Asotin County Public Works staff.  All 
project records, payment vouchers, fiscal forms and progress reports are maintained in County 
files.   
 

Task 2 – Develop Outreach Program 
A Request for Proposal (RFP) was developed and emailed to Eastern Washington permittees for 
review and comment.  The RFP was advertised in the Lewiston Morning Tribune, a newspaper of 
general circulation.  It was also posted on the websites of Asotin County Regional Stormwater 
Program, Asotin County Public Works, City of Clarkston and City of Asotin.  See Appendix A 
for the RFP.   
 

Three consultants submitted proposals which were reviewed by the Regional Stormwater 
Program Stormwater Committee, which consists of staff from Asotin County and the cities of 
Clarkston and Asotin.  Northwest Media was selected as the consultant best able to meet the 
requirements of the grant.  A contract and cost estimate was developed and signed by the Board 
of County Commissioners on 8/30/11.  See Appendix B for the consultant contract.  
 

Task 3 – Project Implementation 
A survey was sent to all Eastern Washington Permittees and Ecology representatives.  The 
survey was used to get baseline information from Permittees regarding the types of outreach that 
has been conducted previously, how successful these efforts have been and whether current 
compliance challenges were a result of a lack of knowledge or resistance to change.   
 

A meeting was held in Moses Lake on October 10, 2010 to review the survey results and explore 
the types of activities to be targeted by the outreach materials.  A discussion occurred about what 
is important to each entity and the top topics were identified.  
 

Using this information, the consultant began developing outreach materials, including a logo and 
tagline.  The materials were sent to the permittees and comments were taken and changes made.  
The materials were then presented to two focus groups, one in Lewiston/Clarkston area and one 
in Spokane.  The recommendations from the focus groups resulted in changes to the outreach 
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materials.  The attached consultant report details the result of the focus groups and the changes 
that were made.  See Appendix C. 
 

A final meeting with the Permittees to roll out the final materials was held via webinar to reduce 
travel time and costs.  Final comments were taken prior to finalizing the outreach materials.   
 

The materials include: 
 

 Website www.onlyraindownthedrain.com.  All of the remaining materials are located on 
the website and can be downloaded. 

 Billboards 
 Brochures 
 Logo Kit 
 Posters 
 Print ads 
 Radio Spots 
 Television Spots 

 

EVALUATION:  Why was the project successful or unsuccessful?  What is the significance of 
the project's outcome(s)? 
 

The project was successful because the outreach materials that were developed are available to 
all Eastern Washington Permittees for download.  The materials provide positive messages and 
actions rather than regulatory messages.  They are fresh, in their retro style, vibrant and eye 
catching.  The logo will be easily identifiable as an icon for water quality throughout Eastern 
Washington and the tag line “Now we know better” provides the same consistent, simple 
message.  The outreach materials all refer back to the website with a link to each Permittees 
program.  Additionally, a Toolkit Resource Guide was developed that provides methods for 
setting up an outreach program, methods to optimize the program through repetition and timing, 
ways to reduce costs and effectiveness evaluation of the program.  See Appendix D. 
  

FOLLOW-UP:   
 

This project will continue without grant funding.  The website will be updated as needed and we 
will explore the development of an outreach funding pool with other Permittees to keep the 
website up-to-date.  Without current information, the website will become obsolete and not meet 
the goal of this project.  
 

GENERAL COMMENTS: Optional, if you have comments that do not fit easily into the above 
categories. 
 

This funding has been important to not only our program, but to that of other Permittees.  The 
materials that were produced will be valuable to everyone and because they were developed in a 
cooperative manner, the outreach costs for all Permittees have been reduced.  If all of the 
Permittees hired consultants to do this same type of work, it would have cost them about the 
same as these grant costs, plus the messages may have been different coming from each 
consultant.  The consistency of the message is going to be very valuable as time goes on. 

http://www.onlyraindownthedrain.com/
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County of Asotin 

RRReeegggiiiooonnnaaalll   SSStttooorrrmmmwwwaaattteeerrr   PPPrrrooogggrrraaammm   
P.O. Box 160 135 2nd Street Asotin, WA  99402  

509-243-2074  Fax 509-243-2003  

Serving: Asotin County City of Asotin City of Clarkston  
 

 
ASOTIN COUNTY REGIONAL STORMWATER PROGRAM REQUEST FOR 

PROPOSALS (RFP) TO DEVELOP AN EASTERN WASHINGTON STORMWATER 
OUTREACH PROGRAM 

 

The Asotin County Regional Stormwater Program (RSP) has received a grant from 
Department of Ecology to develop an outreach program to assist Eastern Washington 
Phase II Stormwater Permittees develop a consistent message about water quality and 
stormwater management.   
 
 

Project Goals 
 

 Develop a recognizable brand and message that is consistent throughout 
Eastern Washington that conveys the most important water quality and 
stormwater management issues in the area. 

 Utilize social marketing techniques to encourage citizens to change their 
behavior and attitude toward water quality and stormwater programs.  

 Develop PSAs, brochures, print ads and other media tools that support the social 
marketing outreach program. 

 Develop criteria and procedures to evaluate the success of the outreach 
program. 

 

Qualifications 
 

The successful candidate will be able to: 
 

 Describe your knowledge and experience working with social marketing 
techniques.  Give examples of successful programs you have developed. 

 

 Describe your experience convening and managing an advisory group. 
 

 Describe your experience meeting deadlines and developing a final product from 
input received from many sources including advisory groups and your own 
expertise. 
 

 Describe your knowledge and experience with the Phase II Stormwater Permit, if 
applicable. 

 
 



 

Serving: Asotin County City of Asotin City of Clarkston  
 
 

 
Project Deliverables 
 
The following deliverables must be considered when developing your proposal. 
 

 Convene advisory group composed primarily of Eastern WA Phase II Permittees 
and Department of Ecology staff. 

• Contact potential advisory group members. 
• Schedule up to three meetings. 
• Set up meetings in central location to advisory group members. 
• Coordinate distribution of information and meeting materials. 
• Provide digital files of all materials to RSP. 

 
 Develop an outreach plan that utilizes social marketing techniques to convey the 

most important water quality and stormwater management messages. 
• Evaluate the information provided by the Eastern WA Phase II Permittees. 
• Identify target audiences. 
• Develop draft media tools to be tested by Permittees. 
• Develop criteria for evaluation of media tools. 
• Provide digital files of all final media tools so individual Permittees can utilize 

them as their budgets allow. 
 
Consultant Selection 
 
Consultant selection will be based on evaluation of the proposal.  Selection criteria will 
include, but not necessarily be limited to, key personnel (and their related 
experience/qualifications) who will be directly involved with the project and project team; 
successful social marketing campaigns conducted; project approach; ability to execute 
and deliver the project on schedule; proposal quality; and any other factors Asotin 
County Regional Stormwater Program considers significant to be in the best interest of 
the program.  The Regional Stormwater Program may request consultant interviews 
from short-listed firms as part of the evaluation. 
 
Proposals shall be limited to 15 pages, including resumes.  Please submit 5 copies of 
your proposal to the Asotin County Regional Stormwater Program, Attn:  Cheryl 
Sonnen, P.O. Box 160, Asotin, WA  99402, no later than 12:00 p.m. PDT on April 27, 
2010.  Consultant selection is anticipated in May 2010.  Contact Cheryl Sonnen for 
more information. 
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Scope of Work 

 
1. Project management 

a. Goal: Keep internal employees and external contractors on task throughout the campaign 
development process. Communicate with client and permit holders. 

b. Tasks: Regular internal/external meetings. Reporting of tasks completed. 
 

2. Prepare/Launch Survey to Permit Holders to Identify Top 3 Water Quality Issues 
a. Goal: Identify key water quality issues and topics of discussion to focus efforts for first 

meeting with permit holders 
b. Tasks: Develop questions, obtain input from advisory group, launch survey, compile 

results 
 

3. Research existing Stormwater Outreach Programs 
a. Goal: Identify potential pitfalls to avoid, components for success to implement 
b. Tasks: Online research and contact other Outreach Programs for information. Prepare 

summary for distribution. 
 

4. Meet with Permit Holders to discuss issues and communicate our Plan Process 
a. Goal: Information exchange and open communication with permit holders.  
b. Tasks: Set/attend meeting with permit holders. Facilitate discussion of issues, markets, 

goals of outreach campaign. Present our involvement and proposed process to develop 
campaign. 

 
5. Develop Plan Background, Purpose and Focus 

a. Goal: Establish the goal of the outreach campaign for permit holder buy-in and to 
develop a solid foundation on which to develop the campaign 

b. Tasks: Develop concise statements from information gathering sessions and research. 
 

6. Conduct a SWOT Analysis 
a. Goal: Identify internal and external forces that could impact the campaign 
b. Tasks: Compile information from permit holder meeting and other research/input to 

highlight internal strengths that we can build on and recognize weaknesses to minimize. 
Utilize research to develop a list of opportunities to capitalize on in the market area as 
well as threats that we can identify in order to be prepared. 

 
7. Identify Target Audiences for each issue 

a. Goal: Identify the top target audiences that we can most likely influence in and profile to 
develop a message and strategy. 

b. Tasks: Segment target markets based on commonalities. Identify upstream influencers. 
Evaluate market segments and select one or more. Describe each based on demographics, 
psychographics, geographics, behaviors and/or stages of change. 
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8. Survey small group from each Target Audience to determine Target Market Barriers and 
Motivators 

a. Goal: Obtain information that is beneficial in honing campaign message and creating 
marketing components that are the most effective. 

b. Tasks: Identify method of reach (survey, focus group, etc.). Develop questionnaire, 
launch and compile. 

 
9. Identify Goals/Objectives 

a. Goal: Establish consensus on targets and benchmarks for campaign 
b. Tasks: Clearly identify specific behaviors we want our target markets to 

accept/modify/reject. Establish goals that are measurable and attainable. 
 

10. Develop Positioning Statement and Marketing Strategies 
a. Goal: Articulate a concise and brief statement of how we want the target audience to 

think and a list of strategies to utilize.  
b. Tasks: Organize/compile information from research and permit holder meetings. 

 
11. Present Findings to Focus Group and/or Permit Holders 

a. Goal: Receive helpful input before launching development of media/communication 
deliverables. 

b. Tasks: Organize/compile information. Set/attend meeting with permit holders. 
 

12. Produce Communication Deliverables to meet Market Strategies 
a. Goal: Ready-to-launch, effective media materials permit holders can utilize in their 

community to make a difference 
b. Tasks: Develop theme/tagline. Design logo/identity. Design print materials. Write press 

releases, scripts and Public Service Announcements (PSAs). Recruit talent. Record and 
edit audio/video. Present ideas to target market focus groups and permit holders for 
review/input. 

 
13. Outline a Plan for Monitoring Effectiveness 

a. Goal: Have methods in place to judge effectiveness of outreach campaign 
b. Tasks: Develop feedback and monitoring tools. 

 
14. Develop "media toolkit" for each permit holder and launch online 

a. Goal: Comprehensive, easy-to-implement kid of media resources. 
b. Tasks: Prepare reference handbook with recommended steps and helpful tips for 

implementation of each media component. Burn disks for distribution. Distribute toolkits 
to permit holders. 
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Now we know be tte r!  

Now we know be tte r!  

Eastern WA Stormwater Outreach Project
Funded by the Washington Department of Ecology

Background
The Eastern Washington Stormwater Outreach project is funded by the State of Washington Department of 
Ecology. The purpose of the project was to develop an outreach program to:

1.	 Assist with the public education and outreach requirements in the Phase II Permit
2.	 Develop a consistent message throughout the region regarding water quality and stormwater

The goal is to develop a product that is transferable regionally or statewide that will help residents 
understand the importance of their actions and how they affect water quality as it relates to drinking 
water, food supply and recreation.

Project Approach
Research
Eastern Washington permittees were surveyed at the beginning 
of the project to develop a focus. Of all the permittees surveyed, 
54% responded. Of those who responded, 70% represented city 
governments and 30% county governments. Geographically, responses 
were well represented. They were asked:

1.	 Population of jurisdiction
2.	 Which stormwater systems were used in significant quantities
3.	 If high ground water tables were impacted by stormwater systems
4.	 What materials they had developed for what industries
5.	 How successful they felt their materials had been
6.	 What areas they felt needed the most education
7.	 Whether current compliance challenges were a result of a lack of knowledge or resistance 

to change
8.	 What type of resistance they had encountered

Storm drains, drywells, roadside ditches, detention ponds, grass-lined swales and direct discharge were 
the most common stormwater systems reported in use.

A little over 65% reported issues with high ground water tables.

Do your part. One drop at a time.

Permittee Survey Reesponse Locations
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Most reported they had flyers, brochures, websites, meetings/workshops targeted to general education 
and some industry specific materials for construction. More than half were unsure of how successful these 
materials were. Not quite half said they were somewhat successful.

It was determined that general awareness and education was the highest priority for Phase II permittees 
in this region. Construction and agriculture were the next areas of priority.

Survey respondents who reported that a lack of knowledge was the biggest challenge to implementing a 
successful program felt that:

1.	 the public isn’t aware of the impact of their actions,
2.	 the public believes stormwater goes into sanitary sewer 
3.	 the public believes stormwater isn’t an issue since we live in an arid region

Survey respondents who reported resistance change as the biggest challenge to implementing a 
successful program felt:

1.	 people are stubborn
2.	 it’s a challenge to change behavior
3.	 the public has a fear of increased costs
4.	 the public would say “we’ve always done it this way”

Other programs around the nation were researched. Information from other successful social marketing 
campaigns were used to develop a marketing plan where a purpose, focus, objectives and goals were 
identified. Target audiences were selected and focus groups formed based on the audience.

Logo/Tagline
Logos, taglines and various ads were tested with focus groups in Lewiston, ID and Spokane, WA. Based on 
their input, a final logo and tagline were developed along with supporting educational materials.

Do your part. One drop at a time.

Now we know be tte r!  

Now we know be tte r!  

ON
LY

 R
AI

N 
DOWN THE DRAIN . COM

Logo and Tagline Options Presented to Focus Group Participants
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Do your part. One drop at a time.

Focus group participants felt the first logo was focused, direct and a specific 
message but looked dated. The second logo was visually pleasing but lacked 
focus. Some thought it represented water conservation. The third logo was 
visually pleasing and easy to read. liked “Only Rain Down the Drain” because 
it specifically identified what the campaign is about. They also wanted a call 
to action that made them feel like they could make a difference, “Do Your 
Part…One Drop at a Time.” 

Outreah Materials
Various ads targeting the different stormwater pollution issues were presented. General feedback was 
that they were too heavy/formal. Focus group participants felt they needed to be more conversational/
chatty. They said, “tell us what to do, rather than what not to do.” Participants loved the image of the dog 
scooping his own poop. They felt humor and something out of the ordinary will help the ads be noticed.

Based on the feedback from the focus group, the campaign has a tongue-in-cheek/humorous approach 
capitalizing on the idea that we just didn’t know the affect our actions had and “now we know better”. A 
vintage/retro look and feel complements the theme. This very different approach will capture attention 
and encourage people to read/look and find out more. The final campaign was presented to the focus 
group participants for input as well as the Phase II permittees.

Educational materials were developed to target yard/lawn care pollution, pet waste, oil/car repair and the 
pollution related to washing your car. Materials include print ads, posters, a general brochure, television 
ads, radio spots and a website (OnlyRainDownTheDrain.com) with information for the public, businesses, 
construction and agriculture.

Now we know be tte r!  

Now we know be tte r!  

Final Logo / Tagline

Initial Billboard Concepts Presented to Focus Group Participants
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Do your part. One drop at a time.

All materials are available for download on the website as well as a Toolkit Resource Guide that permittees 
can use to assist in planning an outreach campaign. The Guide discusses media choices, recommendations 
for purchasing media, ideas for free exposure, planning ideas with budgetary constraints and ideas for 
networking and engaging the community. Finally, recommendations for measuring the effectiveness of the 
campaign are presented.

Now we know be tte r!  

Now we know be tte r!  

Final Print Ads

Now we know better!  

Now we know better!  

Pouring used motor oil down a storm drain 
or in the street is just plain yucky!

It dirties our rivers, streams and water supply.
Even a leak spreads oil on the roadway

and washes it into the storm drain when it rains. 

Recycle your used oil 
and fix those nasty leaks.

OnlyRainDownTheDrain.com

Mitch finally 
realized what to do with 

all that motor oil.
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Toolkit Reference Guide
The Eastern Washington Stormwater Outreach Toolkit is a set of educational and outreach materials 
developed as part of the Stormwater Grants of Regional or Statewide Significance between the State of 
Washington Department of Ecology and Asotin County.

The toolkit includes the following materials for residents, community and civic groups, educators, 
municipalities and public agencies:

• Logos and slogans
• Print advertisements, web banner ads, billboards, posters, collateral materials, radio PSAs, television 

PSAs for increasing awareness and changing behaviors across each of the targeted topics (general 
education, lawn/garden care, pet care, motor vehicle care)

• Links to resources for Teachers/Educators to use in the classroom
• Links to activities for kids
• Guidelines for use of materials

Planning an Outreach Campaign
With the outreach materials in the online toolkit (www.onlyraindownthedrain.com), you are ready to start 
planning your campaign. Provided are some tips and suggestions for you to get the most out of your 
campaign budget. A mix of media that delivers the same message over time is the most effective. 

Recommended Steps:
1.	 Gather Baseline Data

a.	 What is the current behavior of your target audience? If you know this information, you 
can better determine the success of your campaign and whether audience behavior has 
changed as a result.

2.	 Connect and Interact with the Media and the Community
a.	 Distribute press releases, feature article ideas
b.	 Schedule presentations at community meetings, attend community fairs and events

3.	 Create a budget and campaign plan
4.	 Launch campaign
5.	 Periodically evaluate the effectiveness through formal or informal surveys
6.	 Make adjustments as necessary

Do your part. One drop at a time.
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Media Choices
All media choices come with benefits and costs. Begin by determining who your target market is. Are 
they 25-55 years of age? Mostly male demographic? Select a radio station that fits your demographic. 
Select programming on television that is popular with your demographic. Your radio/television station’s 
advertising representative should be able to help you select programming that fits your target market. You 
can even target groups in the newspaper by placing car care ads in the auto parts section, pet waste ads 
in the classified pets section or lawn/yard care ads in home and garden sections.

Media Options
• Newspaper
• Television
• Radio
• Outdoor (Billboard/Transit)
• Collateral (Brochures, Direct Mail, Posters, Flyers)
• Electronic (Web Banner Ads)
 
Campaign Costs
Because so many communities are required to educate on the same topic, economies 
of scale are available by collaborating on media purchases. Many of the television stations in our region 
reach duplicate geographic markets. Collaborate with a community near you to stretch your budget and 
reach both of your communities at the same time.
 
Purchasing Media
The more you know about your audience, the better you can reach them. Prioritize what you want to 
accomplish. Limited budgets might be best served by:

Newspapers – Ask your local newspaper for a non-profit rate. Negotiate a lower rate by signing a 
12-month contract based on the amount of advertising you plan to purchase over that period. Ask them if 
they will match your spending since it is a pubic service campaign.

Billboards – Produce several vinyl billboards and negotiate a year-long contract to rotate space to 
different boards in your area. This maximizes your exposure to different routes and drive markets.

Do your part. One drop at a time.

Now we know be tte r!  

Now we know be tte r!  
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Do your part. One drop at a time.

Radio/Television – Radio is a fairly inexpensive method of advertising. Don’t try to advertise on all your 
local stations unless you have a budget that allows you to do so. Select one or two stations that best 
reach your audience and gives you the most exposure. Some radio and television stations may run these 
spots as Public Service Announcements (PSAs) for free to fill unsold space. Don’t be afraid to negotiate 
or ask for their best rate for a non-profit or municipal entity. Let your sales representative know what 
kind of dollar commitment you are willing to make. Often, they are willing to negotiate a lower rate if you 
commit to 13- or 26-weeks, or a year. Radio and television have lower rates for Run of Station (ROS) or 
Best Time Available (BTA). These can work to your budget’s advantage but make sure all your advertising 
isn’t being run when there are only a few people listening.
 

Free Media
Municipal entities have special status as nonprofit entities. This special status is a tremendous advantage 
when seeking free media mention. Many media outlets (television, radio, billboards and sometimes 
newspaper) will run spots for free to fill unsold time/space if you provide the spot/ad and/or pay for the 
billboard paper production). Most media will match an ad for an ad, if you request it. Some radio/television 
stations will match in the same time of day as the ads you purchased, others run it in what they call Best 
Time Available (BTA), often in the wee hours of the morning/night and the audience isn’t what you might 
like it to be. Make sure you ask your advertising representative what their policy is.

Networking
Many community organizations (Rotary, Chamber, parent groups, volunteer groups) are willing to have you 
present your program to their members. Call your local business groups and ask if you can have time to 
present your stormwater education materials at one of their upcoming meetings. It’s a perfect opportunity 
to network, educate, ask questions about the effectiveness of your campaign and answer questions the 
community has about your program. 
 

Media Planning
A year-long plan is recommended. Begin with an initial 13-week period of advertising. If your budget 
doesn’t allow year-round advertising, follow up with three more 4-week promotions. Also select a message 
that would have the biggest impact on your area. If over-fertilization is a local problem, run PSAs during 
peak lawn fertilizing times. Limit car wash and poop scooping messages to summer months. It is better to 
run an effective campaign for a few months than to run one commercial per month over a year.

Now we know be tte r!  

Now we know be tte r!  
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Do your part. One drop at a time.

Media Priorities
Face-to-face or word-of-mouth is the most effective advertising. Start by networking (above). Send press 
releases or feature article ideas to your local news editors at the newspaper, radio and television. Ask 
organizations to include an article or ad in their printed or online newsletter. Reserve space at your 
community’s farmers market, county fair, home and garden show, etc. Have materials ready to hand out 
and be prepared to answer questions and interact with attendees. An in-depth Environmental Protection 
Agency (EPA) survey shows that individuals prefer to get environmental information from TV, radio and 
outdoor sources, many Phase II communities should consider their use strongly. Despite the high costs 
associated with broadcast media, it appears, to be both an effective and preferred source for many 
community residents.
 

Campaign Measurement
You have chosen your message, decided on a budget, planned your campaign and now it is being delivered. 
How do you know if the message went through? Ask yourself why you are conducting this measurement. Is 
it to fulfill a grant requirement, secure continued funding or determine whether changes in the message 
and method delivered are necessary?

It’s important to start with a baseline of information. There are paid professionals who can conduct pre- 
and post-surveys for you. However, it doesn’t have to be an expensive and laborious process. Before 
you begin your campaign, do an informal survey of your target audience. If the issue of focus in your 
community is general awareness, solicit input from the general public at a community fair or expo. If over-
fertilization of lawns is the focus, conduct a survey at a home and garden show. Go where your target 
market is. Utilize questions that match your goals. Do you want to assess campaign awareness, change in 
behavior or change in behavior intent?

Conduct the same survey during the campaign implementation period. Make adjustments in your methods 
depending on the outcome of your surveys.

Conduct the same survey post-campaign to evaluate more long-term effectiveness.

Most importantly, don’t get discouraged! Studies show that when we want to develop a relatively simple 
habit, like getting 10 minutes of exercise, it could take over two months of daily repetitions before the 
behavior becomes a habit. Keep putting the same message out long enough and people will remember it 
and act accordingly.

Now we know be tte r!  

Now we know be tte r!  


