
 
 

Certain Things Don’t Mix: Co-op Puget Sound Starts Here Ad Campaign 

Seed money deadline: March 16, 2018 

Campaign goals: 

 Refresh a campaign that engages the public in addressing stormwater pollution in our 

local lakes, streams and Puget Sound 

 Raise awareness regarding the impact of individual behaviors on our region’s water 

quality 

 Raise regional awareness of the Puget Sound Starts Here brand  

 

Campaign concept. The use of unexpected contrasts engages viewers, causing them to pause 

and consider the comparisons and think about water quality. Research shows that challenging 

expectations creates longer lasting impressions of information. By comparing key clean water 

behaviors to things that don’t mix, we hope to raise and build on awareness and action. All 

materials created for the campaign will be available to the membership. See example draft 

story board below. 

 

Campaign funding:  

 STORM member jurisdictions pool funds. Looking to raise a total of $100,000. 

 Suggested Contributions: the minimum cost is based on all STORM jurisdictions 

participating, and the maximum cost based on if the number of jurisdictions 

participating is similar to the Newspapers in Education participation in 2017.  

 Phase I: $1,100 - $4,500 

 Phase II: $5,000 - $7,000 

 Comcast Spotlight recruits “partners,” businesses with missions that align with that of 

STORM (e.g. Brown Bear Car Wash). Recruitment will achieve a 100% match for 

STORM’s funds, effectively doubling the media budget for the campaign; partners 

receive 5-second tag at the end of each message. 

 

Comcast Spotlight support includes: 

 Creation of brand strategy and elements  

 Production of TV and digital ad elements  

 Partnership development: deploy our relationships and manpower to attract partners to 

extend the “Certain Things Don’t Mix” message  

 Coordination and execution of campaign across all entities. Video will run across 

targeted TV networks & digital platforms (TV, desktop/laptop, tablets, mobile)  

 

Method of delivery: 

 30-second ad spots on premium cable networks and premium digital TV. 

 Regional ad campaign via Comcast Spotlight (advertising arm of Comcast).  

 Ad content delivered on various platforms across multiple content channels – live TV, on 

demand and on mobile devices. 



 
 

 

Target area:  

 Seattle DMA (most of western WA, includes other cable providers – Dish, Click, others?)  

Target timeline: 

 Weeks of 5/7, 5/21, 6/4, 6/18, 7/2, 7/16 

Final report/metrics: 

 End of campaign reporting including impressions, views, clicks 

 STORM members can provide website metrics, cities may track event or other specific 

online metrics. 

  



 
 

 

 



 
 

 



 
 

 



 
 

 
 


