
2023 SUMMER CAMPAIGN PLAN



OBJECTIVES

Educate residents in 
the DC and Baltimore 

metropolitan area 
about air quality –
what it is, how to 

measure it, and how to 
respond to it.

Educate residents in 
the DC and Baltimore 

metropolitan area 
about air quality –
what it is, how to 

measure it, and how to 
respond to it.

Provide residents with 
tips for small changes 
that they can make in 
their day-to-day lives 
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quality in the DC and 

Baltimore metropolitan 
communities.
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STRATEGY

Present our messages in 
memorable ways that not 
only garner the attention 
of our target audience, 

but help them to 
connect with, remember, 
and implement our tips 
in their every day lives.
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Create a storyline, 
visuals, and moment in 
time to engage news 
media to amplify our 
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social media and other 

digital marketing 
opportunities to deliver 
our message to as many 

residents as possible, 
regardless of geography 

or demographics.
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Put the tools to improve 
local air quality directly 

in the hands of 
consumers and 

encourage them to share 
the message with their 

personal network.
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BUILDING ON OUR 2022 MARKETING SUCCESS

• 90 News Stories
• $14,548,901 Publicity Value from Earned Media
• 314,934,803 Estimated Total Impressions
• 16,595 Total Engagements
• 19 Partners Leveraging CAP Social Content
• 32Meteorologists Spreading CAP’s Message



This is awesome, I wasn’t 
aware of the tires. Now I 
know that I have to change 
my filter and inflate my tires.

Are you guys here 
every weekend? More 
people should know 
how to do simple 
things like this.



BIGGEST OPPORTUNITIES FOR CLEAN AIR ADOPTION

Eco‐
driving 
and 
lawn 

activities



EXPANDING ON OUR SUCCESS FOR 2023

• Continue spreading the word about eco‐driving behaviors
• Add the backyard bubble to introduce more everyday clean air 
activities

• Match the message to key dates timely consumer habits
• Incorporate giveaways to put the tools of change in consumer’s 
hands



SUMMER 2023 CAMPAIGN PLAN
April 

• Launch AQAW with 
Backyard Bubble Event

• Ace Hardware partnership
• Contest with digital 
ambassadors + social 
promotion

• Giveaways: battery 
powered mowers, combo 
weed trimmers/leaf 
blowers, electric weed 
trimmers, propane grills

May ‐ August

• Media outreach
• Digital partner toolkits
• Meteorologist 
engagement

• Community engagement 
with partners and on 
owned social channels

August

• Ozone Action Month
• Media outreach
• Eco‐driving events:
o Car Bubble
o Pop up events



2023 CAMPAIGN SPONSORS

• MDE – Exclusive Event Sponsor (4/22 at Waverly Ace) & Summer Campaign 
Sponsor

• VDEQ – Backyard Bubble Presenting Sponsor & Summer Campaign Sponsor

• DOEE – Backyard Bubble Presenting Sponsor & Summer Campaign Sponsor

• DCSEU ‐ Summer Campaign Sponsor 

• SMECO – Summer Campaign Supporting Sponsor

• 3 Additional Sponsorships Pending



PHASE 1

AIR QUALITY AWARENESS WEEK
Backyard Bubble



EVENT MOCK-UP



BUBBLE MOCK-UP WITH CLINGS



BACKYARD BUBBLE

Video



SANDWICH BOARDS & BUBBLE STICKERS



BACKYARD BUBBLE WALL FRONT



BACKYARD BUBBLE EVENTS

• Saturday, April 22 (Earth Day) – Waverly Ace Hardware, Baltimore – 10:00 a.m. –
2:00 p.m. (Garden Party) – MDE Sponsored Event

• Saturday, April 29 – Annie’s Ace Hardware Brookland, DC – 10:00 a.m. – 3:00 p.m. –
added with consideration from DOEE

• Sunday, April 30 – Petworth Ace Hardware, DC – 10:00 a.m. – 3:00 p.m.

• Saturday, May 6 – Old Town Ace Hardware, Alexandria – 10:00 a.m. – 3:00 p.m. –
added with consideration from VDEQ

Pop‐Up: Saturday, April 22 – Calvert County Earth Arts Festival – 9:00 a.m. – 2:00 p.m. 
– added with consideration from SMECO



GIVEAWAYS

• Discounts via partnership with Ace and Ego – Over 100 Winners
– Electric Mowers
– Electric Hedge Trimmer / Leaf Blower Combination
– Electric Hedge Trimmers
– Propane Grills

• Enter to win in‐person at events, via our owned social media, 
and through our digital ambassadors by telling us how you’ll 
green your lawn routine; winners randomly selected



PROMOTION

• Signage, promotion and social/digital content at 12 area Ace 
locations

• Media outreach to broadcast, print and online
• Email blast and owned social media content
• Expanded social media toolkits for partners to post 
• Digital ambassadors



PHASE 2

OZONE ACTION MONTH
Eco-Driving



ENGAGING CONSUMERS FOR OZONE ACTION MONTH

• Raise awareness and empower action when air quality is often at its 
worst

• Help consumers green the routine that – for most – is their biggest 
contributor to poor air quality: driving

• Collaborate with meteorologists to amplify code days and empower 
consumers to take action

• Educate in‐person at events where the community is already 
engaged throughout the region; expand the message with media 
outreach and social media engagement



CAR BUBBLE EVENTS



ECO-DRIVING POPUPS



PROMOTION

• Media outreach to broadcast, print and online
• Owned social media content
• Expanded social media toolkits for partners to post 
• Increased meteorologist engagement



MEDIA TRAINING
CAMPAIGN PREPARATION



MEDIA TRAINING

• Completed today 

• Participants learned techniques to maximize message pull‐
through in media interviews and practiced in front of camera

• With the training complete, we’ve added significantly to the 
spokespeople who can speak with the media on behalf of Clean 
Air Partners during our summer campaign



THANK YOU!


