
2025 SUMMER CAMPAIGN
Summer Plan with Lawn Equipment Exchange  



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.
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Provide residents with 
tips for small changes 
that they can make in 
their day-to-day lives 

to positively impact air 
quality in the DC and 

Baltimore metropolitan 
communities.
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positive contributions 
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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 

message.
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approaches that 
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and on-the ground 

marketing opportunities 
to deliver our message 
to as many residents as 
possible, as many times 

as possible
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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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SUMMER 2025 CAMPAIGN PLAN OUTLINE
AQAW (May)

• Kick off summer campaign
• Partner outreach, digital toolkit
• Media relations
• Announce gas-powered tool 

exchange exchange/electric-tool 
giveaway later in the month

• Ace Hardware partnership

Late May - June

• Gas-powered tool exchange/ 
electric-tool giveaway

• Backyard Bubble event to drive 
attention and participation

• Sponsorships and partnerships 
to amplify efforts

August

• Ozone Action Month
• Media outreach
• Car Bubble event
• Sponsorships and partnerships 

to amplify efforts

Ongoing

• Partner outreach, digital toolkits
• Meteorologist outreach, media outreach
• Community engagement with partners and on owned social channels



BUILDING ON OUR 2024 SUCCESSES

EVENTS  & EXCHANGES
• 7 Sponsors
• 6 Days of Exchanges across 10 Stores
• 3 Outreach Events
• 150 Electric Lawn Tool in Local Residents’ 

Hands*
• 227 Community Members Pledged to Green 

their Lawn Care
• 204,721 Total Impressions
• 13,031 Total Engagements

DIGITAL EFFORT
• 14,724 Email Opens
• 19 Partners Leveraging CAP Social Content
• 24 Digital Ad Placements on Local 

Publications & Affiliated Social

MEDIA RELATIONS
• 16 News Stories resulting in nearly 

206,800,000 Impressions
• $ 9,578,177 in Publicity Value*
• Coverage including CBS, WTOP, Telemundo

*Preliminary reporting through early August*includes giveaways 



TOOL EXCHANGE SUCCESS METRICS
• 24 digital ad placements on local 

publications and affiliated social 
drove signups

• 569 people expressed interest in 
receiving tools

• 192 on the waitlist
• 130 Total gas powered tools 

traded in and recycled
– 96 Mowers
– 15 Blowers 
– 19 Trimmers 



BUILD ON SUCCESS OF PARTNERSHIP WITH 
A FEW COOL HARDWARE STORES
10 Partner Store Locations
• Canton Ace Hardware (Baltimore, MD)
• Fairfax Ace Hardware (Fairfax, VA)
• Federal Hill Ace Hardware (Baltimore, MD)
• Old Takoma Ace Hardware (Takoma Park, 

MD)
• Old Town Ace Hardware (Alexandria, VA)
• Petworth Ace Hardware (Washington, DC)
• Silver Spring Ace Hardware (Silver Spring, 

MD)
• Tenleytown Ace Hardware (Washington, DC)
• Waverly Ace Hardware (Baltimore, MD)
• Frager's Hardware & Garden Center (DC)

Success Metrics
• 15,602 Impressions on In-Store Posters
• 158,268 Impressions on Receipts with 

Exchange Messaging
• 12,110 Email opens
• 1,100 Social Media Impressions
• 777 Social Media Engagements



EXCHANGES IN ACTION





CONTINUE HYPER LOCAL ADS



HYPER LOCAL ADS



THANK YOU!


