
2024 Clean Air Partners
Spring/Summer Campaigns

Marketing Successes



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 local 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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Ultimately, turn this 
education into action, 

increasing local 
residents’ positive 

contributions to the air 
quality in their 
communities.

Ultimately, turn this 
education into action, 

increasing local 
residents’ positive 

contributions to the air 
quality in their 
communities.



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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Develop integrated 
approaches that leverage 
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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MAY 2024: AIR QUALITY AWARENESS WEEK & 
REGION-WIDE GAS POWERED TOOL EXCHANGE



SUCCESS BY THE NUMBERS
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
o96 Mowers
o15 Blowers 
o19 Trimmers 



EXCHANGES IN ACTION



EXCHANGE TESTIMONIALS
I have been wanting to do this for 
years now. Every time I start my 

mower, the big puff up black smoke 
hits me in my face, and it reminds me 

of how much I want an electric 
lawnmower. Every year I say to myself 

“next year, I will get one,” but I just 
can never afford it when the time 

comes. Thank you!!
- Krissy Goeller, Exchanged at Canton 

Ace Hardware 

I'm looking forward 
to turning in my old 

smog maker for a 
new pollution free 

mower! So exciting!
- Susan Moriarty, 

Exchanged at 
Federal Hill Ace 

Hardware 

I look forward to never 
seeing blue smoke and 

stinky exhaust 
polluting my street 

because I had to cut 
my grass

- Mark Nowacek, 
Exchanged at Fairfax 

Ace Hardware 

Thanks for this 
wonderful 

program. I just 
picked up mine. 

It made my 
year!

- Cyndi Trang, 
Exchanged at 

Fairfax Ace 
Hardware 

This program [is] very helpful for ones 
that still had working gas powered 

machines that didn’t really have the 
need to switch over just yet. Thankful 

for…this.
- Steve Alves, Exchanged at Old Town 

Ace Hardware 

The leaf blower exchange went off 
without a hitch. And I even then 

bought the lawn trimmer. Thank you 
for the opportunity to do the 

exchange.
- Bill Crompton, Exchanged at Federal 

Hill Ace Hardware 



SAMPLE LOCAL ADS
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COMMUNITY OUTREACH EVENTS



EVENT CALENDAR SUCCESS METRICS
BACKYARD BUBBLE EVENTS
• May 18, 2024 – Waverly Ace Hardware 
• May 19, 2024 – Fairfax Ace Hardware
• June 1, 2024 – Frager’s Hardware & Garden 

• 5,111 Total Impressions
• 969 Total Engagements
• 227 Total Pledges Made (Entries)
• 20 Electric Tools Given Away 



WAVERLY BACKYARD BUBBLE – May 18, 2024
Maryland Department of the Environment Presenting Sponsorship
300 Impressions* | 175 Engagements* | 110 Pledges/Giveaway Entries 



FAIRFAX BACKYARD BUBBLE – May 19, 2024
In Partnership with Fairfax County OEEC
1,433 Impressions | 625 Engagements | 44 Pledges/Giveaway Entries 



FRAGER’S BACKYARD BUBBLE – June 1, 2024
3,378 Impressions | 169 Engagements | 73 Pledges/Giveaway Entries 



GIVEAWAYS
20 Electric Lawn Tools to Local Community Members

• 3 Electric Lawnmowers
• 13 Electric Blowers
• 4 Electric Trimmers
• 227 Pledges Made by 

Community Members





ACE HARDWARE PARTNERSHIP



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



SAMPLE ACE POSTS



OWNED SOCIAL CONTENT & EMAIL MARKETING



ACTIVITIES SUCCESS METRICS
• Posts on Facebook, Instagram, 

Twitter/X, and NextDoor
• Stories on Instagram
• Email Marketing
• Green Lawn Care Tips
• Event and Exchange Promotion
• Partner Engagement

• 29,496 Owned Social Impressions
o 4,856 Organic Impressions
o 24,640 Paid Impressions

• 12,285 Owned Social Engagements
o 223 Organic Engagements
o 714 Paid Link Clicks
o 11,348 Add’l Paid Engagements

• 2,614 Email Opens
• 131 Clicks from Emails



TWITTER
2,846 Impressions | 60 Engagements



INSTAGRAM
520 Impressions | 48 Engagements



FACEBOOK
1,490 Impressions | 115 Engagements



SOCIAL VIDEO
Amplified with Paid

English Spanish



EMAIL MARKETING
2,614 Email Opens | 131 Clicks



PARTNER ENGAGEMENT



ACTIVITIES SUCCESS METRICS
• Tagged partners in event 

promotion and thank you posts
• Provided tips and promotional 

content for partners to post via 
expanded partner toolkit

• 19 Partners Shared Our Content or 
Engaged with Our Owned Content



SAMPLE PARTNER POSTS
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AUGUST 2024: OZONE ACTION MONTH + 
ECO-DRIVING EVENTS + CAR FREE DAY INTEGRATION



SUCCESS BY THE NUMBERS
• 8 Sponsors including partnership 

with Commuter Connections to 
Support Car Free Day

• 2 Events
• 203 Car Free Day Pledges 

• 2,239 Total Impressions
• 1,373 Total Engagements
• Digital Marketing and Full Media 

Coverage Results to Come

*includes giveaways 



EVENTS SUCCESS METRICS
Eco-Driving Pop-up Event
August 17, 2024 – Arlington Farmers Market in 
Virginia

Car Bubble Event
August 18, 2024 – St. Charles Town Center in 
Maryland

• 1,028 Impressions
• 401 Engagements
• 52 Total Car Free Day Pledges 

• 1,211 Impressions
• 972 Engagements
• 151 Total Car Free Day Pledges 



ARLINGTON FARMERS MARKET POP-UP - August 17, 2024
1,028 Impressions | 401 Engagements | 52 Car Free Day Pledges



ST. CHARLES TOWNE CENTER CAR BUBBLE – August 18, 2024
1,211 Impressions | 972 Engagements | 167 Car Free Day Pledges



THANK YOU TO OUR SPONSORS!



MEDIA RELATIONS



COVERAGE HIGHLIGHTS



COVERAGE HIGHLIGHTS



THANK YOU!


