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 Understanding that needs and opportunities change 
over time, the framework in this plan allows for flexibility and refinement as we overcome 
challenges and achieve success. 
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• Refuel your motor vehicles after dusk.* 

• Inflate your tires properly.* 

• Don’t top off and tighten your gas cap. 

• Avoid idling in your car. 

• Perform regular maintenance on your vehicle. 

• Combine errands into one trip. 

 

 

 

 

 

 Turn off lights and electronics when not in use.*

 

 

 

 Use caulk/weather stripping to weatherproof home.

 Choose energy-efficient appliances.

 Install a programmable thermostat.

 

 Use a gas or electric grill instead of charcoal.

 

 

 Plant shrubs, native plants, wildflowers, or ground covers, and minimize 
grass.
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After the initial 
focused burst of activities between June and September 2018, we will follow up with seasonal 
content and positioning Clean Air Partners as air quality experts year-round.  
 
Year-Round Efforts 2019–2020  
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Topics throughout 2019 and 2020 could include:

• January/February: Winter weatherization/heating. 

• March/April: Lawn and garden maintenance, Earth Day. 

• May: World Asthma Day, Air Quality Awareness Week & Bike to Work Day.  

• June: Ozone season awareness. 

• July/August: Home energy/cooling, reducing energy bills. 

• September/October: Try Transit, Car Free Days, Walktober, Walk to School Day. 

• November/December: Holiday green tips travel tips.  
 
The Sherry Matthews team will work closely with the Managing Director to determine the exact 
timing and tactics deployed for each effort (PR, grassroots outreach, social media, sponsored 
media campaign, etc.). All marketing and outreach activities will be structured around 
delivering these messages at these times, thereby establishing Clean Air Partners as a leader in 
delivering effective, relevant messages about air quality at a time when people are most likely 
to hear them.  
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A Clean Air Partners Editorial Calendar will be developed to concentrate and inform media 
relations, social media, partner outreach, grassroots activations, and sponsored campaigns. The 
most effective communication strategies use integrated outreach tactics to reach our audiences 
through as many touch points as possible. The editorial calendar will allow all outreach 
initiatives and partners to pull from the same guide to ensure consistency, coordination, and 
activation. 
 
Consistent practice of this approach over three years will solidify Clean Air Partners as a source 
of knowledge and information for consumers and media alike. 

MATERIALS DEVELOPMENT
Every touchpoint with the target audiences is an opportunity for Clean Air Partners materials to 
shine with the look and feel of a world-class brand while communicating air quality messages. 
 
There’s an old adage that says, “If you say too much, you’re not saying anything at all.” No 
matter how informative a campaign may be, if an advertisement does not capture attention 
and communicate quickly, it cannot inspire action. The Sherry Matthews team recommends 
revitalizing existing campaign materials by streamlining messages and repackaging them into 
more attention-grabbing and memorable creative executions.  
 
The “Skywriting” concept features the sky above Baltimore-Washington communities to 
contextualize the air quality message while literally spelling out the actions Clean Air Partners 
wants people to take.  
 
This concept positions Clean Air Partners as a relevant and regional authority on air quality by 
connecting the brand to the skies above iconic local landscapes. It also lends itself to 
customization of locations and messages and can be deployed on all varieties of media 
platforms and communications channels. During 2018, these ads will be placed as PSAs with 
transit agency partners and amplified via social media graphics, partnerships, and grassroots 
outreach efforts. In 2019 and 2020, we can build and expand based on the success of 2018 
efforts. 

 
PUBLIC RELATIONS & MEDIA OUTREACH 
With the organization’s limited dollars for paid advertising, securing extensive news coverage is 
a critical part of relaying air quality messages to a larger public audience. Our media relations 
strategy is to make it as easy as possible for reporters to cover Clean Air Partners messages in 
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news stories by pitching interesting story lines, creating compelling visuals, offering articulate 
spokespeople, and providing solid background information. 
 
To optimize earned media in 2018, we recommend a three-pronged PR strategy for Clean Air 
Partners. It involves:  

• Launching with a highly visible press conference / awards recognition event on Federal 
Hill in Baltimore on June 21, the first day of summer, before the height of ozone season.  

• A media tour pitching Clean Air Partners spokespeople for interviews to extend the 
coverage of the campaign through the summer.  

• Dedicated meteorologist outreach with specific call-to-action messages for higher alert 
days.  

 
Besides creating the news hooks that capture the attention of reporters and news directors, we 
will prepare turnkey media kits that they can use to build news stories that convey our air 
quality campaign messages. The press kit for campaign waves includes:  

• Event-specific media materials, including a press release in English and Spanish.  

• Media advisories that support activation events.  

• A customized fact sheet on air quality in the region.  

• B-roll video package with relevant, news-ready clips.  
 
The Sherry Matthews team will conduct a local media tour and distribute customized press kits 
to generate news coverage around the launch event and follow-up efforts. Media relations 
activities will include:  

• Promoting the summer ozone season campaign launch event to local media across the 
media market.  

• Working closely with Board members, local jurisdictions, and partners to leverage 
existing networks and relationships and to publicize events and PR opportunities 
through their channels.  

• Updating and cultivating the Clean Air Partners spokesperson reserve by topic and 
industry. 

• Positioning Clean Air Partners spokespeople as experts to interact with media.  

• Pitching media coverage of events.  

• Following up on any media inquiries after an event.  
 
Throughout the duration of the summer ozone season campaign, we will spearhead the media 
relations effort by leveraging our communications channels and driving messaging angles with a 
broad variety of media outlets, including meteorologists. The Sherry Matthews team will 
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leverage existing media relationships and also build new ones to secure coverage for the 
campaign.   
 
After the 2018 summer ozone season campaign, we will sustain momentum leading into years 
two and three with mini waves of pitching seasonal content and positioning Clean Air Partners 
as air quality experts year-round.  
 
The Sherry Matthews team will monitor and track the results for all public relations efforts and 
provide earned media reports, including a full list of news stories and value generated from 
broadcast, print, and online media coverage. 

 
DIGITAL/SOCIAL MEDIA OUTREACH 

 

 

 

 

 
GRASSROOTS OUTREACH 
To supplement public relations and social media, we will conduct extensive public grassroots 
outreach with on-the-ground street teams. Engaging with local residents in person creates 
more meaningful and memorable connections. We recommend deploying professionally 
trained activation teams, or Clean Air Ambassadors, to engage with people at targeted events 
and educate the public on simple actions they can take to improve air quality in the Baltimore-
Washington region. The Clean Ambassadors will be roving the location, wearing backpack 
banners to serve as “walking billboards” with campaign messaging. 
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Summer 2018 Farmers’ Market Tour 
In 2018, the Clean Air Ambassador teams will focus efforts during the summer at local farmers’ 
markets in communities around the Baltimore-Washington region. We will motivate individuals 
to download the Clean Air Partners app on-site with a drawing for a preloaded SmarTrip card or 
CharmCard pass—which further encourages clean-air transportation habits.  
 
In 2019 and 2020, grassroots outreach efforts can target additional relevant locations such as 
Montgomery County Greenfest, Howard County Green Festival, and Bike to Work Day.  
 
Each activation will have an assigned team lead to ensure the team is in position, on task, and 
adequately stocked with necessary materials. After each event, the team lead completes a 
written event recap including attendance, engagements, distribution, public comments, staff 
observations, and event photos. 
 

PARTNER OUTREACH 
In addition to grassroots outreach, strategic partnerships can help Clean Air Partners reach and 
activate a wider audience with high-impact and compelling air quality messages. We will 
cultivate partnerships with local jurisdictions, transit agencies, media outlets, community 
groups, high schools, and universities, providing the campaign free ad placements and materials 
distribution. 
 
We will work closely with Board members and staff to connect with and evaluate potential 
partnership opportunities to ensure the strategy developed provides a return on objectives and 
investment. Regardless of the partner, it is imperative that together we develop a multifaceted, 
customized agreement that:  

• Supports Clean Air Partners goals, objectives, and positioning.  

• Engages key audiences with air quality messaging.  

• Integrates with paid, earned, and social media opportunities.  
 
Further detail on sponsorship cultivation is included in the Fundraising Plan. 
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Throughout the year, the Sherry Matthews team plans to track and report the following: 

• Details on broadcast, print, and online earned media news stories, including date, time, 
channel, length, and impressions. 

• Dollar value of earned media and donated media. 

• Number of corporate and community partners. 

• Number of consumers reached through outreach efforts. 

• Quantity of campaign materials distributed. 

• Website analytics, including total and unique visitors and page views, by quarter. 

• Reach, frequency, impressions, cost analysis, and added value from traditional media 
buys, if funded. 

• Impressions, clicks, cost-per-click, and other relevant measurements related to online 
and mobile advertising, if funded. 

• Monthly campaign-wide progress reports. 
 
At the conclusion of each year, an annual summary of all efforts will be presented to Clean Air 
Partners Managing Director and Board.  
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