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ACRONYMS AND ABBREVIATIONS 

 

CPRC Central Pines Regional Council (formerly Triangle J Council of Governments) 

CTNC Conservation Trust of North Carolina 

CTR Click Through Rate 

CWEP Clean Water Education Partnership 

FY Fiscal Year (FYs run from July 1 to June 30 and are numbered by the year 
they end in) 

Meta Facebook and Instagram 

MOU Memorandum of Understanding 

NCDEQ North Carolina Department of Environmental Quality 

Partner CWEP Partner Government 

Program CWEP program 

PSA  Public Service Announcement 

RCW Regional Creek Week 
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EXECUTIVE SUMMARY 

The Clean Water Education Partnership (CWEP) is a program of Central Pines Regional Council 
(CPRC), formerly Triangle J Council of Governments. CPRC serves a diverse seven-county region, 
promoting collaboration among local governments, stakeholders, and other partners, tackling 
challenges that cross jurisdictional lines. CWEP is a cooperative effort (program) between local 
governments, state agencies, and nonprofit organizations to protect water quality in the Tar-
Pamlico, Neuse, and Cape Fear River Basins. CWEP helps public entities communicate the 
important fact that clean water is vital for healthy ecosystems and a high quality of life for area 
residents. The Program is administered by CPRC and is governed by a Steering Committee that 
is composed of representatives from each Partner jurisdiction or agency. At the end of FY25, 
there were 44 local government partners in CWEP. In FY25, the CWEP program developed and 
delivered high-quality stormwater education and outreach to communities across the region, 
enabling the partners to achieve more cooperatively than they could individually. CWEP’s FY25 
stream and floodplain protection mass media campaign had 10,142,016 impressions 
throughout the CWEP partner areas. 
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1.0 CWEP FISCAL YEAR 2025 ACTIVITY SUMMARY 

In FY25, CWEP continued to provide stormwater education through both in-person and virtual 
education methods using similar mass media outlets as in previous years, advertising via digital 
and streaming platforms, and building on previous years direct stormwater education and 
outreach. In person, CWEP Partner visits occurred in many forms including classrooms, after-
school programs, and festivals. In FY25, CWEP held its fifth-annual Regional Creek Week 
engaging over 6,000 people. 

Local governments that participated in the program in FY25 are shown within the map on the 
following page (Figure 1). CWEP membership agreements include a 3-year Memorandum of 
Understanding (MOU) that was created in response to North Carolina Department of 
Environmental Quality (NCDEQ) Stormwater and Nutrient Strategy staff recommendations. The 
MOU details the specific education and outreach items that CWEP provides to Partners and how 
CWEP will help with stormwater public education and outreach requirements, as well as audit 
documentation for those regulated CWEP communities that will need to implement local programs 
under the stormwater rules and regulations. Notably, a statistically valid stormwater survey was 
added to CWEP’s outreach offerings for all partner jurisdictions at least every five years to gauge 
public perceptions and behaviors regarding stormwater. Language was also added to the MOU’s 
mass media campaign programming section to allow Partners more flexibility in requested media 
offerings. CWEP continues to give a bi-annual summary of events and updates from CWEP’s 
Newsletter “The Drop” (Appendix A). 

 

CWEP representatives spoke at the 2025 Municipal 
Wet Weather Stormwater Conference, hosted by the 
International Erosion Control Association, where they 
promoted the benefits of regional stormwater 
outreach programs alongside the Regional 

Stormwater Partnership of the Carolinas (see Appendix B for presentation). 

 

 

 

https://www.ieca.org/
https://regionalstormwater.org/
https://regionalstormwater.org/
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1.1 CWEP EDUCATIONAL OFFERINGS WITH PARTNERING ORGANIZATIONS 
FY25 marked a year of meaningful progress, characterized by program expansion, enhanced 
community relationships, and strengthened educational outreach. Sterling McDonald served as 
the CWEP AmeriCorps NC/Resilience Corps service member for the year and continued existing 
programming through direct education and social media. CPRC is able to host this service member 
thanks to a partnership with the Conservation Trust of North Carolina (CTNC) who administers 
the AmeriCorps NC/Resilience Corps program. 
CWEP has continued their involvement with 
Stream Watch NC Programming. As a member of 
the inaugural NC Stream Watch Ambassadors 
cohort, Sterling learned how to best demonstrate 
stream watch curriculum in partner communities. 
The curriculum has been archived in CWEP’s program files and can be expanded upon in future 
years. 

Figure 1: FY25 Local Government Partners Participating in CWEP 

 

 

https://www.deq.nc.gov/about/divisions/water-resources/water-resources-public-information/water-education-programs/water-education-and-outreach/nc-stream-watch
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1.2 CWEP STORMWATER SURVEY 

To better understand community awareness of stormwater management, the Clean Water 
Education Partnership (CWEP) sought out a contractor to design and conduct a statistically valid 
survey. Jackson Insight was selected to administer this effort, with the statistically valid survey 
distributed by mail to targeted populations within CWEP’s jurisdiction as well as an additional 
survey online. The purpose of the survey was to gauge residents’ knowledge of common 
stormwater concepts and collect feedback that will help guide outreach and education strategies. 

In late April, 10,000 stormwater surveys were mailed to residents in targeted communities. During 
the first four weeks, 150 responses were received, with one-third submitted online and the rest 
by mail. Extending the survey period by two weeks increased the total to 200 responses. 

The overall response rate for the mailed survey was 2 percent, well below the typical 5–8 percent 
seen for stormwater surveys. Alan Jackson of Jackson Insight recommended supplementing with 
random email surveys in the same communities to strengthen participation. 

The email survey phase was subsequently launched and has now been completed. This effort 
resulted in a total of 599 responses, exceeding the original target of 500 by nearly 20 percent. 
The larger dataset will provide a stronger foundation for analysis and more reliable results. The 
final results from Alan Jackson will be added as an appendix to this report when available. 
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1.3 CWEP MASS MEDIA CAMPAIGN ACCOMPLISHMENTS 

 

1.3.1 New Media Created in FY25 

CWEP’s mass media programming reached 10,142,016 impressions via a new mass media 
contract with Nexstar CBS17. Mass media offerings in FY25 included stream and floodplain 
protection digital materials, such as educational PSAs and varied ads, which were tailored to 
perform best on different advertising and social media platforms.  

In FY25, the CWEP partners stormwater public outreach efforts were focused on stream and 
floodplain protection. The primary goal of the stream and floodplain protection campaign was to 
include messages that emphasized both personal responsibility and easy, everyday solutions – 
targeted towards homeowners and landscapers, as well as the general population. CPRC staff 
and their mass media contractor worked together to produce engaging content, as well as a 3-
minute segment on CBS17’s My Carolina to promote CWEP’s message. Two, 15-second videos 
were created in English and in Spanish* that linked out to a stream and floodplain protection 
landing page that served to promote education and action on the subject. The landing page on 
CWEP’s website supplemented the stream and floodplain videos (Figure 2) with additional 
information about local resources and other ways to practice sustainable stream and floodplain 
practices for homeowners and more.  

 

Figure 2: Stream and Floodplain Protection Thumbnail 

The stream and floodplain protection videos 
created by CBS17 explained the function and 
importance of preserving these natural features, 
including two separate videos that define a 
stream buffer and a floodplain. It then suggests 
a few best practices that can help people protect 
streams and floodplains on their properties.  

* Translations provided by Spanish-speaking CPRC staff in-house 

 

https://www.cbs17.com/my-carolina/sponsored-content-clean-water-education-partnership-brings-education-and-action-to-north-carolinas-waterways/
https://www.cbs17.com/my-carolina/sponsored-content-clean-water-education-partnership-brings-education-and-action-to-north-carolinas-waterways/
https://nc-cleanwater.com/stream-and-floodplain-protection/
https://nc-cleanwater.com/stream-and-floodplain-protection/
https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/ERWK0QnDHktIkSdsZ9gdPVIBONviN-N7joMyPtJDbNcv-w?e=uvgDLl&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/ERWK0QnDHktIkSdsZ9gdPVIBONviN-N7joMyPtJDbNcv-w?e=uvgDLl&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/EWPiB3T-VYxKli8ua0VYz0YBRHwYlo4yvrjMxcFrExrMmA?e=DRab2i&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://www.youtube.com/watch?v=hH_8BrIJ-_o
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1.3.2 CBS17 Stream and Floodplain Protection Digital Campaign 

CBS17 was contracted to perform the FY25 Spring Stream and Floodplain Protection Digital 
Campaign. This thirteen-week campaign delivered over 3 million digital impressions and over 
3,800 clicks to the website for more information. Figures 3 & 4 show examples of ads shared 
during the campaign. The targeted geography covered all CWEP partner local governments – 
advertisements were shown on Meta-based social media platforms, Facebook and Instagram, 
along with YouTube. Refer to Appendix C for a detailed FY25 Stream and Floodplain Protection 
Campaign Report. 

 
A combination of social media and internet Display Networks were used to effectively distribute 
the primary message to targeted users (Homeowners, Landscapers, and Spanish demographics) 
in the CWEP partner local governments footprint. Two objectives were utilized: 

 
 

1. The reach or awareness (impressions) objective is designed to reach the most people in 
your target regardless of their online interest or behaviors. It has shown to be successful 
in delivering the most messages 

2. The traffic or engagement (clicks) objective is designed to send users to a chosen 
destination, usually a website or app. This objective was used to reach people who have 
an interest and/or behaviors related to environmental issues. We estimated the message 
would be more relevant and would trigger these users to visit the website for more 
information.  
 

The homeowner population within CWEP’s partner communities garnered 518,196 impressions 
with 346 clicks from display ads. The communities with the most impressions amongst English 
homeowners were in Pinetown (Beaufort County) and Apex. Landscapers, for both English and 
Spanish populations, reached 251,129 impressions in total, with 259 clicks. Notably, New Bern 
had a high CTR for both Spanish and English landscapers, with Morrisville having the highest 
engagement for English landscapers and Hillsborough the highest for Spanish.  
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Our social media campaign metrics have also given us insight into what demographics engage 
most with our content. Ages 55+ had the highest number of impressions, with men 
showing higher levels of engagement overall. Within Spanish demographics, women aged 25-34 
showed the most interest, with a high overall CTR amongst both men and women. 
 
YouTube brought in a total of 54,074 views between both English and Spanish ads distributed. 
It is notable to add that between the two video ads produced, “A Stream Buffer” had higher 
engagement on YouTube overall. Due to a lack of YouTube engagement within our targeted 
demographics compared to industry standards, it is recommended to explore options such as 
streaming services in future campaigns. 

 

Figure 1: Example of Shared Social Media Ad 

 

 



 

12 

 

 
Figure 2: Example of Social Engagement Banners 
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1.3.3 CBS17 Stream and Floodplain Public Outreach Campaign – Broadcast TV 

CBS17 was also contracted to perform the FY25 Spring Stream and Floodplain Protection Public 
Outreach Campaign using television (cable). The use of television in addition to social media 
platforms and display ads allows people to see ads more often, which in turn increases the 
chances of CWEP’s messages being received and engaged with. CBS17 ran the two stream and 
floodplain protection videos over a 13-week campaign period from March 31, 2025 to May 1, 
2025. This campaign delivered over 6.8 million impressions over the CWEP jurisdictions with 
a high visit rate to CWEP’s website – at 18,002 website visits (only on days when ad spots 
aired). The highest hours of engagement were between 2am-6am and 11pm-midnight (Figure 
5). 

 

As a free addition to CWEP’s campaign, CBS17 
included a 3-minute-long segment on their 
lifestyle morning show, My Carolina, to help 
educate their audience on stream and floodplain 
protection. My Carolina leads CBS Mornings - from 
7-9am - preceding “Let’s Make a Deal” & “The 
Price is Right”. My Carolina reaches an average of 

20,000 to 30,000 households daily, including 12,000 Adults 25+ daily. CWEP’s interview 
segment aired the morning of May 7, featuring host, Trent Gilbreath, and speakers Sterling 
McDonald, Planning Assistant with CPRC, and Tony Victory, Environmental Specialist with the 
Town of Morrisville. This interview resulted in 36,184 total impressions. 

 

 

 

 

 

 

https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/EWPiB3T-VYxKli8ua0VYz0YBRHwYlo4yvrjMxcFrExrMmA?e=DRab2i&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/EWPiB3T-VYxKli8ua0VYz0YBRHwYlo4yvrjMxcFrExrMmA?e=DRab2i&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://www.cbs17.com/my-carolina/sponsored-content-clean-water-education-partnership-brings-education-and-action-to-north-carolinas-waterways/


 

14 

 

  

 

Figure 5: Broadcast TV Best Preforming Dayparts   
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1.3.4 Overall Mass Media Campaign Values 

Total impressions and values (as measured by number of impressions) of all mass media 
performance tactics are summarized in the table below. The FY25 Stream and Floodplain 
Campaign has satisfied performance expectations while costing less than previous years. Over 
10 million impressions were reached because of the multi-media campaign at a total cost of 
$60,000 (Table 1). CPRC staff facilitating the CWEP program continue to explore ways of 
assessing and fostering public behavior change through both direct education and mass media 
efforts.  

 

Table 1: FY25 Overall Mass Media Campaign Values 

 

Performance Tactic Number of 
Impressions 

Broadcast Television 6,794,800 

My Carolina 36,184 

Digital Display 844,572 

YouTube 72,316 

Social Media 2,394,144 

Total 10,142,016 

 

Approximately 10,142,016 impressions were delivered within the CWEP partner jurisdictions for 
a total investment of $60,000 for an average per-impression cost of $0.0059 (Table 2). Note 
that Table 2 below was created as an estimate of impression distribution to partner communities 
based on current population statistics and percentages along with total campaign impressions. 
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Table 2: FY25 Estimated Impressions by CWEP Partner Jurisdictions 

 
* CPRC staff reached out to CBS17 to inquire about a lack of reporting for Beaufort County. While Beaufort County was targeted in 
their advertising approach, CBS17 confirmed that their available data did not show engagement high enough from homeowners or 
landscapers within the county to be captured in the impression pool. 
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1.4 CWEP DIRECT EDUCATION AND OUTREACH ACCOMPLISHMENTS 

 

1.4.1 Public Education and Outreach 

From September 2024 to June 2025, CWEP conducted 29 direct education visits in-person, 
totaling approximately over 4,000 people reached. In terms of resource distribution, about 
1,532 physical giveaways (brochures, stickers, and grease lids) were distributed at tabling events 
and directly to partners throughout the year. Table 3 shows a breakdown of in-person direct 
education by CWEP Partner, associated event and estimated number of people reached. Table 4 
shows a breakdown of material resource distribution. 

Table 2: FY25 In-Person Direct Education Events 
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Table 4: FY25 CWEP Resources Distributed on Behalf of Partners 

 

1.4.2 Education and Outreach in Potentially Underserved Communities 

CWEP continues to focus on Potentially Underserved Communities as identified in NC DEQ’s Community 

Mapping System for education and outreach efforts. In FY25, CWEP reached students in the NC Title 1 

school, Lincoln Heights Elementary School. This year, CWEP visited a total of 13 communities designated 

as potentially underserved as referenced on the Figure 6 map and as highlighted in light blue in Table 3.  

 

Figure 6: NC Potentially Underserved Communities Visited 

 

 

https://www.deq.nc.gov/outreach-education/environmental-justice/deq-north-carolina-community-mapping-system
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1.4.3 Regional Creek Week 

From March 15th to the 22nd, 2025, CWEP hosted the fifth 
annual Regional Creek Week (RCW). Six monthly planning 
meetings for RCW occurred from November 2024 – April 
2025. Partners contributed time and expertise for RCW 
planning, and this year built on the successes of the three 
prior years. Partners hosted at least one in-person or 
virtual event or participated in amplifying CWEP’s regional 
event during the Regional Creek Week celebration. This 

collaborative effort allowed local governments of various sizes to participate in Creek Week 
without the pressure to coordinate a week’s worth of events, and virtual events allowed for public 
engagement across municipal boundaries. The CWEP website acted as the RCW landing page, 
which housed a complete list of events, a list of participating Partners, and a description of Creek 
Week and its mission. Over 6,600 people were engaged in Creek Week events, including walks, 
litter cleanups, storm drain marking, competitions, invasive plant removal workdays, and much 
more (Figure 7). A press release about RCW 2025 was drafted and widely distributed, and a Creek 
Week Proclamation Template was provided for those communities who enjoy using RCW to 
emphasize these efforts during a more formal event like a Council meeting or Board meeting. 
RCW outreach impact participation and events are summarized in Table 5.  

Figure 7: FY25 Regional Creek Week Metrics 
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Table 3: FY25 Regional Creek Week Event Participation  
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1.4.4 Social Media Outreach 

Preceding Creek Week, CWEP made a general awareness post advertising the event as well as 
their regional, virtual event – BioThon Bingo. CWEP’s BioThon Bingo event encouraged people to 
get outside into their local waterways and identify streamside species. 

During 2025 RCW, CWEP posted a series of social media posts focusing on important aspects of 
Stream and Floodplain Protection. This theme was decided by CWEP partners to tie in with the 
pollutant theme of the year and mass media campaign. The posts defined basic terms relating to 
streams and floodplains, such as “What is a Stream Buffer?” and “What is a Watershed?”. The 
posts were intended to provide brief bits of education which can serve to promote behavioral 
change through awareness. 

Overall, in FY25, a total of 19,034 people were reached through non-paid social media posts 
about stormwater pollution, watersheds, and CWEP 
activities and programs. The breakdown of this total is 
shown in Table 6. CWEP had the greatest success with 
Facebook, making 10,589 impressions with 431 
engagements. CWEP’s X made 5,237 impressions with 
96 engagements, and Instagram made 3,208 
impressions with 214 engagements. 

         Table 6: FY25 Social Media Metrics 

 

1.5 CWEP STEERING COMMITTEE ACTIVITIES 
The CWEP Steering Committee met for quarterly meetings on July 9, 2024; October 8, 2024; 
January 14, 2025; and April 8, 2025. As in past years, Steering Committee meetings were used 
as an opportunity to outline in depth current CWEP program activities and finances, and to solicit 
input on future directions. Two hybrid meetings were held during FY25 to promote in-person 
interaction and discussion while providing flexibility for Partners with restrictions on travel. More 
hybrid meetings will be planned for the upcoming year with the idea that in-person interaction 
can lead to a greater depth of engagement. 
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2.0 PROGRAM FINANCIAL INFORMATION  

2.1 CWEP PARTNERS AND COST SHARES 

CWEP local government Partners share the costs of the program. Each of the Partners’ shares is 
the sum of a base cost of $2,000 and a proportionate cost comprised of its population multiplied 
by a per-capital rate of $0.041 per person. Partner population estimates are the latest official 
estimates available from the NC State Demographics unit at the time that cost shares are 
calculated (FY25 used 2022 certified estimates). The CWEP Steering Committee approved the 
CWEP FY25 program cost shares outlined in Table 7. 
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Table 4: CWEP FY25 Cost Shares 
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2.2 CWEP PROGRAM DRAFT FINANCIAL REPORT FOR FY25 

Table 8, below, outlines the FY25 revenue and expenditures for the Clean Water Education 
Partnership. The partnership expended $5,172 less than member dues collected in FY25. At the 
end of FY25, the CWEP Reserve Fund Balance is $52,703, which lies within the recommended 3-
month reserve fund balance based on FY25 expenditures, specifically $45,800.   

 
Table 5: FY25 Financial Report 

 
  



 

26 

 

 

2.3 CWEP APPROVED ESTIMATED FY26 BUDGET 
Table 9, below, outlines the FY26 budget for the Clean Water Education Partnership. 

 

Table 9: Projected FY26 CWEP Budget 
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Central Pines Regional Council (formerly Triangle J Council of 

Governments) helped Local Government Partners establish the CWEP 

program in 2001. Since then, CPRC has provided management and 

technical support for CWEP. 

 

 
Contact: 
 

  

Emily Barrett 
Water Resources Program 
Manager 
        
 

919-538-0001 
www.centralpinesnc.gov  
ebarrett@centralpinesnc.gov  
4307 Emperor Blvd, Durham, NC 
27703  
  

 
 
Learn More and Connect With Us: 
https://nc-cleanwater.com/ 
https://www.facebook.com/NCcleanwater 
https://instagram.com/CWEP_NC 
https://twitter.com/CWEP_NC/ 



 

 

 

 
 

 

 

 

 

 

Appendix A: CWEP Newsletters 
_____________________________________________________________________________ 

  



Next Quarterly 
CWEP Meeting: 

January 14 @ 9:30 am
(Hybrid)

Clean Water Education Partnership Newsletter

UPDATE ON THE FALL ANNUAL REPORT

Introducing Sterling

Regional Creek Week
Planning -- Beginning

Now

What's Inside

Direct Education Update

F A L L  2 0 2 4

WELCOME STERLING
In September, CPRC welcomed Sterling McDonald as the 2025
AmeriCorps Stormwater Education Coordinator. She has been working
hard to onboard and get working with CWEP and looks forward to the
year ahead!

Fall Annual Report

The FY24 Fall Annual Report is complete! CWEP was able to
reach more than 14.5 million people through our mass media
campaigns. These campaigns included a stormwater pollution
educational video along with a website landing page for
additional information. CWEP also reached 2,938 people through
direct education and outreach and hosted its fourth annual
Regional Creek Week. Creek week events resulted in 14,312
pounds of trash collected, 654 storm drains marked, and over
3,500 participants! The annual report contains detailed
information about CWEP’s mass media campaigns, direct
education efforts, steering committee activities, and overall
program information. You can view the Annual Report HERE. 

Project PandoLake Johnson - Raleigh, NC

https://nc-cleanwater.com/annual-reports/


CREEK WEEK 2025 (MARCH 15-22)CREEK WEEK 2025 (MARCH 15-22)

F A L L  2 0 2 4 T H E  D R O P

DIRECT EDUCATION UPDATEDIRECT EDUCATION UPDATE

Mark your calendars! It’s about time to start gearing up for
Creek Week 2025. Next year’s events will be held March
15th-22nd. In anticipation of a full week of programming, our
first Creek Week planning meeting will be held November
14th, 10:00 - 11:00 am, linked HERE. We hope for a productive
winter of planning. If you are interested in attending or would
like to be included in future Creek Meeting planning
communications, please feel free to reach out to Sterling!

Sterling has been busy setting up direct education outings for her AmeriCorps term! So far,
she’s visited Havelock, Wendell, Fuquay-Varina, New Bern, Holly Springs, Durham County,
Knightdale, and Clayton-- and she’s hoping to make it to as many CWEP partners as possible!

If you have an event that you would like Sterling to attend, please fill out THIS FORM, contact
Sterling at smcdonald@centralpinesnc.gov, or 919-558-9389.

Havelock National Night Out Wendell Harvest Festival

Clayton Harvest FestivalNew Bern Mumfest

Knightdale: Knightdale High
School

https://teams.microsoft.com/l/meetup-join/19%3ameeting_ZjdiMDdlMzQtMGU3ZC00YzA2LWEwZTgtMDEzZTcwNGE0Njli%40thread.v2/0?context=%7b%22Tid%22%3a%22ad4820b7-3051-448f-8aea-f8ac438cc848%22%2c%22Oid%22%3a%22eeca34e1-b289-4791-8847-9afbcb85bcc7%22%7d
https://forms.office.com/Pages/ResponsePage.aspx?id=tyBIrVEwj0SK6visQ4zISOE0yu6JspFHiEea-8uFvMdUQkhEUk5FVUlSMFRVTlZJRzJYR1BYRU1TQi4u


Leaf & Limb: Project PandoLeaf & Limb: Project Pando

During the CWEP FY25 Q2 Steering
Committee Meeting, we introduced Fiona
and EB of Project Pando, a Leaf & Limb
program. Project Pando is a non-profit that
seeks to reforest ecosystems by providing
communities and organizations with free,
native saplings to plant. They also promote
the planting of “pocket forests” to rapidly
reinforce degraded lands. Through their
work, they hope to aid ecological
restoration projects while also fostering
connections between people and trees.

CWEP hopes to partner with Project Pando
in the near future in conjunction with this
year's theme of Stream and Floodplain
Protection.  Sapling planting will promote
bank stabilization, stormwater filtration, as
well as provide macroinvertebrates with
nutrients. You can learn more about Project
Pando HERE.

@leaflimb

F A L L  2 0 2 4 T H E  D R O P

What is a Pocket Forest?What is a Pocket Forest?

https://www.leaflimb.com/project-pando/


Clean Water Education Partnership Newsletter

The spring mass media campaign is currently underway. CWEP has
partnered with Nexstar CBS17 for our television, social media and
digital campaigns. Attached are examples of English and Spanish
TV advertisements.

As of March, our mass media campaign has garnered 962,282
impressions (the number of opportunities a person has to view the
campaign) with a click through rate of 0.13% (the percentage of
people visiting a web page from an advertisement). Targeting
homeowners and landowners, Zebulon is leading with a CTR of
0.64% for English audiences. For Spanish demographics, Pittsboro
and Hillsborough lead with a CTR of 1.03% and 1.14% respectively. 

MASS MEDIA CAMPAIGN UPDATE

Mass Media
Campaign

Update

Regional Creek
Week Recap

What's Inside

Next Quarterly 
CWEP Meeting: 
July 8 @ 9:30am

(Via Teams)

Direct Education
Updates

S P R I N G  2 0 2 5

Thumbnail for FY25 advertisement, created by Nexstar CBS17

https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/EWPiB3T-VYxKli8ua0VYz0YBqZYeq_pcgoEKGFWqyJ4UQA?e=AtpE3b&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D
https://centralpinesnc.sharepoint.com/:v:/g/Departments/Planning/EXF0MxAWAG5AmHnQZynf61UBGy_MrCpbiXe9GrMYqmrlYQ?e=V2fteK&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D


We had an awesome Regional Creek Week this year with 17 CWEP Partners participating!
Here are a few images from the region.

A LOOK BACK AT REGIONAL CREEK WEEK 2025A LOOK BACK AT REGIONAL CREEK WEEK 2025

Creek Week by the Numbers

S P R I N G  2 0 2 4 T H E  D R O P

Events held across the state

lbs. of trash collected

BioThon Bingo 
Participants

Storm Drains Marked

People engaged



Our AmeriCorps Stormwater Education Coordinator, Sterling, will be wrapping up her term in
July. So far during FY25, CWEP has reached over 3,400 people across 19 communities. 

S P R I N G  2 0 2 4 T H E  D R O P

DIRECT EDUCATION UPDATESDIRECT EDUCATION UPDATES

April-June Visits:
Thorton Library STEAM Club 
Orange County Earth Evening
Kinston Earth Day
Durham Bimbe Festival
Raleigh Storm Drain Marking
Butner Summer Fest
Rolesville Summer Camp 
Zebulon Into the Wild Camp 
Person County Library

January-March Visits: 
Garner Groundhog Day
Apex Track Out Camp
Kingswood Elementary School
Englewood Elementary School
Holly Springs High School
Mary Duncan Library
Cary Arbor Day
Chatham County Spring Ag Fest

CWEP municipalities visited for direct education programming in FY25

Left to right: Bailey Elementary School, Apex Track Out Camp (Caddisfly Craft), Mary Duncan Library



 

 

 

 
 

 

 

 

 

Appendix B: IECA Municipal Wet Weather 
Conference – CWEP Presentation 
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Regional Stormwater 
Partnerships

April 29, 2025
Municipal Wet Weather Stormwater Conference

Charlotte, NC
1

Our Partners:
Apex | Beaufort County | 

Benson | Butner | Carrboro | 
Cary | Chapel Hill | 

Chatham County | Clayton | 
Craven County | Creedmoor | 
Durham | Durham County| 

Fayetteville | Fuquay-Varina | 
Garner | Goldsboro | Havelock 

| Hillsborough|
Holly Springs | Hope Mills | 
Johnston County| Kinston | 

Knightdale | Leland | 
Morrisville| Nash County | 

Nashville | New Bern | Orange 
County | Oxford | Pittsboro | 

Raleigh | Rocky Mount | 
Rolesville | Roxboro | Siler City 

| Smithfield | Spring Lake | 
Tarboro | Wake Forest | 

Wayne County | Wendell | 
Zebulon 2

1

2
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“We seek to educate and bring 
awareness to the public, local 

businesses and education centers of our 
region about stormwater issues and 

their impact on our water quality and 
our environment. We further aim to 
unite local stormwater professionals 
and stormwater programs by sharing 

information and ideas in order to 
collaborate, discuss and address similar 
stormwater issues on a regional level.”

The Clean Water Education 
Partnership (CWEP) aims to 

protect North Carolina’s 
waterways from stormwater 

pollution through public 
education and outreach in our 

44 partner communities."

3

History of the Regional Stormwater 
Partnership of the Carolinas

Centralina Council Of Governments
• Started with a Clean Water Management Trust Fund 

Grant.
• Execute Committee

2007

University of North Carolina at Charlotte
• June 2016 - Environmental Assistance Office Closed by 

UNC Charlotte

2012

Rising Solutions PLLC

15 July 2017

Became Regional Stormwater Partnership of 
the Carolinas 
501c(3) Non-Profit Organization

28 Sep. 2018

4

3

4
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Regional Stormwater Partnership of the 
Carolinas (RSPC) - Non-Profit Status

RSPC Quarterly Meeting
August 22, 2018 – Adopted bylaws 

and legal documents 
Elect the Board of Directors and 

Officers
Hold quarterly and annual meetings
Offer training
Participate in outreach events
Seek grant opportunities 
Develop and provide workshops
Coordinate media campaigns
Manage the RSPC website. 

5

RSPC Board Members

• Chair: Danon Lawson, Gastonia
• Vice Chair: Ellen Dowling, Monroe
• Treasurer: Marissa Houston, Mooresville
• Secretary: Jamie Watkins, Bessemer City

• Facilitators: Rising Solutions, PLLC
• Regina Guyer
• Kari Raburn

6

5

6
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7

Networking Opportunities for member county and 
municipality staff to understand and discuss current 
stormwater issues, collaborate for solutions and team 
together toward permit compliance.

February, May, August, November

8

7

8
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Tech Talks

9

Elected Officials
Stormwater
Workshop

Elected Officials Workshop Panel

10

9

10
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Post Construction 
Stormwater Compliance 
Workshop

11

Required Training

12

11

12
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RSPC Website: regionalstormwater.org

13

Reporting Pollution

Report Pollution Tab

Locate Municipality

14

13

14
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Members Only Section

15

Vehicle Maintenance 
(Spanish)

Best Management Practices for Industries

16

15

16
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- Commercial Property Management - Construction
- Food - Landscape Management
- Citizens Guide - Painting 
- Pool Cleaning - Vehicle Maintenance

17

NPDES Templates

18

17

18
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19

Public Outreach

20

19

20
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Media
Television

Radio

21

Stormwater In The News

Asset Management, Funding, and Changing 
Infrastructure
Alyssa Dodd, Charlotte

Keeping Waterways Clean, Ray Clemmer, Mt Holly

Outreach and Volunteering, Marissa Meltzer, 
Mooresville

In-Studio Interview on Stormwater 
Dave Johnson, Mt. Holly

22

21

22
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Educational Outreach Resources

Video Resource

23

RSPC - Future Goals

Work with NC DEQ to better serve RSPC Partners
Building Relationships
Regional
State
Stormwater Organizations
Elected Officials and Appointed Leaders

Obtain Grants
Involve new partners from NC and SC

24

23

24
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What is CWEP?

The Clean Water Education Partnership (CWEP) is a cooperative effort 
between local governments, state agencies, and nonprofit organizations 
to protect water quality in the Tar-Pamlico, Neuse, and Cape Fear River 

Basins administered by Central Pines Regional Council.
25

Why do Local Governments Join?
 Larger municipalities:

 Fulfills NPDES permit education 
requirement

 Annual reporting
 Redirect other funds for focused work 
 Raleigh = 422,000 people, dues $23,117

 Smaller municipalities:
 Access opportunities beyond budgets
 Fill environmental/stormwater staff gap
 Advice/mentorship from larger munis
 Butner = 8,092 people, dues $2,356

All entities, regardless of size, geography, or 
community type can achieve far more with a 

CWEP than they ever could with their 
individual contributions!

Small Costs
Big Reward

$2,000 CWEP Program Base Cost

$0.044 Per Capita Cost

$2,330  Total Cost Share for a         
Community with 7,500 Residents

$194,530 Total CWEP FY26 
Budget

25

26
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CWEP's History

Key Events: 

• Has grown to 44 members (to add Pembroke, NC in 2025)

• CWEP incorporates direct education efforts in 2021 through hosting AmeriCorps member 
(Conservation Trust for NC – Resilience Corps)

• CWEP rebrands in 2023 with new visuals to boost public engagement and build a stronger, 
more cohesive social media presence

• Mass Media Impressions have increased from 251,266 in 2017 to 14,509,566 impressions in 
2024

Central Pines Regional Council (formerly Triangle J Council of Governments) helped 
Local Government Partners establish the CWEP program in 2001. Since then, CPRC 

has provided management and technical support for CWEP

27

28
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Steering Committee
CWEP is governed by a Steering Committee that is composed of representatives from 
each partner jurisdiction. The Steering Committee meets quarterly and guides regional 

stormwater outreach by shaping campaign and engagement strategies. Members benefit 
from shared resources, collaboration, and a direct voice in public education efforts.

Mass Media Offerings

Digital stills
Social media marketing
Radio PSA's
15 second TV commercials
Advertising in both English and 

Spanish
Strategic advertising based on 

demographic needs

29

30
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FY24 Mass Media Campaign Values

31

32
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Direct Education

33

34
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Other Benefits

Future Goals
Collaboration with regional 

stormwater organizations
Expand regional impact
Enhance online and social 

media presence
Innovate educational 

content - strengthen K–12 & 
youth engagement

35

36
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regionalstormwater.org

Kari Raburn

Kari.Raburn@RisingSolutionsPLLC.com
704-701-1715

nc-cleanwater.com

Emily Barrett     Sterling McDonald

cwep@centralpinesnc.gov
(919) 549-0551

37

37
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MONTHLY PERFORMANCE REPORT
presented to:

1March-May 2025



CAMPAIGN PROMISED VS DELIVERED

2

Performance Tactic Promised Impressions Delivered Impressions

Broadcast Television 6,344,800 6,794,800

Digital Display 750,000 844,572

YouTube 267,855 72,316

Social Media 150,000-300,0000 2,394,144

My Carolina 36,000 36,184

Total Impressions 7,548,655 – 7,689,655 10,142,016

Total Reach 88.7% 89.4%

Total Frequency 9.0 11.8

March-May 2025

On March 20th, we received a note from our ad operations team that there were not enough available 
impressions within the target demographics to deliver in full. We re-allocated those impressions to deliver 
through display ads and social media instead so we could make sure to fulfil our delivery promises.  



CAMPAIGN HIGHLIGHTS

3March-May 2025

• Your digital campaign reached over 3 million impressions in the target areas, resulting in 3,823 
clicks directly to your website. 

• Your Television campaign reached over 6.5 million impressions to adults 25+ and attributed to 
741 visits to your website within an 8-minute window of your commercial airing and over 18,000 
visits to your website during days that your commercials was on air. That is 4.12% higher than 
the visits generated when you were not airing. 

• We added 97 commercials to your television schedule at no cost which translated into 450,000 
additional impressions 

• Traffic on your website increased by 164% compared to the same time period in 2024!
• Click-through rate for display tactics were above industry standards (0.05%) for all audiences.
• While the campaign reached more English speakers than Spanish speakers, Spanish speakers 

were more engaged, with an average click-through rate .06% or higher.
• Looking at social media, older English speakers engaged more with the ads, but the CTR was 

higher for younger Spanish speakers.
• :15 second messaging was helpful for delivery since we could utilize your video in your display 

and social creative and is what we believe helped display and social metrics deliver above 
benchmark. 



DIGITAL CAMPAIGN OVERVIEW

4

Performance Tactic Delivered Impressions Clicks CTR Video
 Completions

Video Completion 
Rate

English Homeowners Display 518,196 346 0.07% - -

English Landscapers Display 188,389 166 0.09%` - -

Spanish Display 75,247 116 0.15% - -

Spanish Landscapers Display 62,740 93 0.15% - -

English YouTube 65,260 - - 48,598 74.47%

Spanish YouTube 7,056 - - 5,476 77.61%

English Social 2,181,726 3,058 0.14% - -

Spanish Social 212,418 390 0.18% - -

Total Delivery 3,311,032 3,823 0.11% 54,074 74.77%

March-May 2025

Campaign Benchmarks
Display- 0.05% CTR
YouTube-  50% Completion Rate
Social- 0.10% CTR



BROADCAST TV DELIVERY

5March-May 2025

Delivery Summary

Demo CS-A25+ CS.000

Grimps Delivered 6794.8

Expected Grimps 6344.8

% Delivered 7.1 %

Difference 450.0

Expected Delivery

Post for Central Pines 

Regional Council

Product:         

Broadcast Order No.:    4686844A



BROADCAST TV IMPACT

6March-May 2025

BEST PERFORMING DAYPARTS

Overnight (2am-6am)- Surprisingly, high efficiency 
considering this is where most of your $0 spots aired. A 
LOT of bang for your buck here. 
Late News (11pm-Midnight)- Smallest Ad count but high 
impact per airing
Early Fringe (5pm-8pm)- Great mix of reach & 
engagement

LOWEST PERFORMING TIME PERIOD

Early Morning (6am-10am)- While it drove the most total 
visits, it also held the heaviest ad volume which made it 
the least efficient daypart.  This daypart should not be 
eliminated as it does provide scale and reaches 
benchmark delivery, but we can allocate less of the ad 
volume in the future and instead feed into cheaper & 
higher performing areas. 



MY CAROLINA

7March-May 2025

Your My Carolina segment aired first on May 6th and then again on May 20th 
reaching a total of 36,184 Households. 



ENGLISH HOMEOWNERS DISPLAY PERFORMANCE

8March-May 2025

Southport & Pinetown 
were your standout 
cities for reaching 

English Homeowners.



ENGLISH LANDSCAPERS DISPLAY PERFORMANCE

9March-May 2025

Morrisville was by far 
the best city for 

reaching English 
Landscapers with New 
Bern in second place. 



ENGLISH SOCIAL PERFORMANCE

10March-May 2025

Older audiences 55+ 
were highly responsive. 

Females outperformed 
males in click through 

rate, but males showed 
higher engagement 

with the ad itself 
(reactions & shares) 



ENGLISH HOMEOWNERS YOUTUBE PERFORMANCE

11April 2025



SPANISH DISPLAY PERFORMANCE

12March- May 2025

Supply & 
Goldsboro were by 
far the best cities 

for reaching 
Spanish speakers



SPANISH LANDSCAPERS DISPLAY PERFORMANCE

13March-May 2025

Hillsborough, Leland 
& New Bern were by 

the top cities for 
reaching Spanish 

landscapers



SPANISH YOUTUBE PERFORMANCE

14March-May 2025



SPANISH SOCIAL PERFORMANCE

15April 2025

Spanish male & females had 
nearly identical delivery 

performances when looking 
at overall metrics. 

Age 25-34 was your strongest 
demo among females, 

whereas 18-24 was your 
strongest demo among men. 



CAMPAIGN OPTIMIZATION 

16March-May 2025

• Spanish speaking audiences showed high levels of engagement but were only 
allocated 10% of the overall budget. This is a missed opportunity to scale reach within 
an audience who resonates with your message. For future campaigns, you might 
consider allocating more of the budget to Spanish speakers. 

• For future campaigns on Television, concentrate schedule around dayparts where 
website spikes occurred to driver higher engagement. 

• YouTube is great, but not for this geography and these audience types (Homeowners 
& Spanish Speakers 25+). We would HIGHLY suggest looking towards targeted 
streaming ads for these specific audiences. 

• To reach younger audiences, we would recommend leaning on “REELS” specific creative for 
social media and incorporating streaming television. YouTube is a great option for reaching 
audiences under the age of 25. 
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