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RainScaping Campaign Plan
A Behavior Change Campaign Strategy, Schedule & Evaluation Plan
Snohomish County’s RainScaping Campaign was developed by County staff in
conjunction with the International Social Marketing Association’s (iSMA) Introduction to
Social Marketing Course, Fall 2020. The course, taught by Nancy Lee, followed iSMA’s
10-Step model of social marketing practices and methods. These 10 steps and their
descriptions are included within this document.
The RainScaping Campaign Plan (Plan) is a working document which satisfies
S5.C.11.a.iv.(c) of the County’s Phase-1 Municipal Stormwater Permit. As a working
document, staff will continue to update and modify the Plan as-needed throughout
implementation of its strategy.

Step 1: Describe the Social Issue, Organization(s), Background,
Purpose, and Focus of Your Plan
1.1

Briefly identify the social issue, sometimes referred to as the “wicked problem”
your plan will be addressing:
Stormwater runoff is the wicked problem this plan seeks to address. Runoff
comes from rain flowing off impermeable surfaces – such as roofs, sidewalks,
streets, parking lots and compacted soil – and does not soak into the ground.
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Runoff picks up pollutants like fertilizer, garden chemicals, pet waste, oils, dirt
and sediments that harm our rivers, streams, lakes, and Puget Sound. Excessive
runoff also contributes to flood damage.
1.2

Identify the organization(s) involved in developing and implementing the plan:
Snohomish County Surface Water Management (SWM), seeks to develop a
stormwater reduction campaign focused on residential properties. SWM is the
stormwater utility serving unincorporated areas of the County. As part of the
Department of Conservation and Natural Resources, SWM’s mission is to
protect and enhance water quality and aquatic habitat, to minimize damage
from flooding and erosion, and to preserve water resources for future
generations.
SWM is actively participating in a regional working group of local jurisdictions
to conduct secondary research of similar campaigns. As part of the Stormwater
Outreach for Regional Municipalities (STORM), this working group’s purpose is
to create and share out a report of local agency green stormwater infrastructure
(GSI) campaigns around Puget Sound. While the GSI working group’s focus is
on incentive-based campaigns, SWM staff believe there are many runoff
solution practices that are not complicated or costly and which residents are
willing and able to implement themselves if given step-by-step guidance.
SWM’s plan is to develop a pilot campaign geared to the do-it-yourself resident
that is not dependent upon cost-share funding. Through this pilot, SWM will
also seek to identify which practices may require financial incentives for
residents to implement them.

1.3

Summarize key background information leading to the development of this
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plan, ideally using reliable statistics.
Polluted stormwater runoff is the major source of toxic pollution to Puget
Sound and the waterways that drain to it. Stormwater pollution has an adverse
impact on the health of water quality and aquatic life including endangered
salmon and orcas. Reducing stormwater runoff is a key strategy in the Puget
Sound Action agenda.
Excessive stormwater runoff can result in damage to property, habitat and
human safety due to localized flooding and soil erosion. Allowing the
stormwater to soak into the ground, or infiltrate, helps to prevent flooding and
erosion and to recharge groundwater to support streamflows during summer.
Washington State University’s (WSU) research on the ecotoxicology of
stormwater runoff effects on salmon shows that untreated stormwater runoff
from urban areas can be lethal to salmon. However, when stormwater can soak
into the soil, rather than continuing as runoff, pollutants are filtered out by the
soil and plants. Stormwater that soaks into and moves through the ground
enters the local waterway free of pollutants with no effect on salmon survival.
SWM actively monitors water quality health and is seeing declining health in
our lakes and streams. In many cases, the declining water quality can be
attributed to non-point source pollution from stormwater runoff. Two plans in
particular call out the need for improved stormwater management:
•

SWM’s 2014-2017 Little Bear Creek Basin Plan, a watershed-scale
stormwater plan, was developed as a framework to identify necessary
future stormwater management actions. Using a computer model of the
basin to predict future build-out scenarios, it was found that runoff
3
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solution retrofits would be needed to reduce stormwater runoff.
•

The proposed Pilchuck River Total Maximum Daily Load (TMDL) Plan
indicates runoff solution retrofits will be necessary to improve water
quality and flow conditions to the Pilchuck River and its tributaries – most
of which are rural subbasins in unincorporated Snohomish County.

1.4

What is the campaign purpose, the intended impact?
The purpose of the campaign is to reduce the amount of stormwater runoff
flowing from residential properties in order to reduce water pollution and
flooding in Snohomish County waterways.

1.5

What is the campaign focus, the approach you will be using to contribute to
your plan’s purpose?
The campaign focus is to encourage homeowners to use landscape features
that allow stormwater to soak into the soil rather than running off.
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Step 2: Conduct a Situation Analysis
Organizational Factors: Organizational Resources, Service Delivery Capabilities,
Expertise, Management Support, Issue Priority, Internal Publics, Current
Alliances and Partnerships, Past Performance
2.1

What organizational strengths will your plan maximize?
•

Pilot programs - SWM has conducted two successful pilot programs
focused on runoff solutions for residential properties. In 2009, nine
residences in unincorporated areas of the North Creek basin added
landscape features designed to reduce stormwater runoff and solve
drainage issues. In 2018 two education and outreach events were held to
offer do-it-yourself residents with “RainScaping” ideas, know-how and
resources for incorporating runoff-reducing landscape features on their
property.

•

Initial outreach products - RainScaping graphics and an initial website,
www.RainScaping.info, were developed for the 2018 pilot. The website
remains active and residents regularly contact us through it to inquire as to
how to get started and what services SWM currently offers.

•

Partnerships - SWM’s 2018 RainScaping pilot included 22 partners from
local jurisdictions, non-profits and agencies. Each stated their desire and
enthusiasm to continue partnering in a similar campaign in the future.

•

Runoff Guide - A do-it-yourself manual of stormwater management
retrofit solutions for homeowners is under development by SWM. These
rainscaping solutions – from rain barrels to infiltration trenches, lawn
alternatives to permeable pavers – all reduce runoff and increase
stormwater filtration and infiltration. Step-by-step instructions, visuals and
resource links are provided for each rainscaping solution. Portions of the
5
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guide have already been incorporated by SWM’s LakeWise and Drainage
Investigator programs to provide technical assistance to residents. “Runoff
Guide” is the working title of the manual; the actual title will be named
through this campaign’s pretesting of materials during the pilot phase.
•

Drivers - Development and implementation of this campaign will help the
County satisfy compliance with its NPDES Phase-1 Municipal Stormwater
Permit in two areas: 1) the Education & Outreach behavior change
requirements of S5.C.11.a.iv-vi, and 2) the Stormwater Management Action
Plan (SMAP) for the Little Bear Creek Basin. This campaign will also help
the County meet outreach requirements outlined in the Pilchuck River
TMDL Plan that came out for review in November 2020.

•

Existing SWM programs – LakeWise and the Drainage Inspection programs
now incorporate some rainscaping runoff solutions and are poised to
incorporate more as the RainScaping campaign develops and the runoff
guide is completed.

•

Diversity of staff technical expertise – Within SWM, there is a wealth of
staff expertise including stormwater engineers, GIS analysts, water quality
technicians, graphic designers and planners. This expertise can help inform
plan development and implementation.

•

SWM Communication Plan – In the last two years, SWM developed an
external outreach plan and made available to staff additional external
communication tools. These include a quarterly email newsletter (reach
extends beyond our jurisdictional area), NextDoor, GovDelivery, Zoom
Webinar and Microsoft Teams.

2.2

What organizational weaknesses will your plan minimize?
•

Funding for a landowner incentive cost-share program is not currently
available. Designing and installing some types of RainScaping features can
6
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be costly (upwards of $1000). Due to well-publicized programs offered
within local jurisdictions in the region that feature financial incentives, it
will be important to clearly distinguish that this program offers
information, resources and technical support without providing financial
incentives. To minimize this weakness, the RainScaping Campaign intends
to promote rainscaping features that are both doable and affordable to
do-it-yourself residents. At the same time, this pilot intends to distinguish
which features may be too complicated and/or costly for do-it-yourself
residents. This understanding may be an important consideration for
future iterations of the program.
•

Low staffing levels - While Management is supportive of developing this
campaign, there is limited staff with the specific experience, skills and
expertise to develop an initial plan. A County-wide hiring freeze that took
effect in 2020 has slowed the filling of staff vacancies. Staff previously
involved in the internal multi-disciplinary team to develop the draft runoff
manual are currently re-focused onto other projects. Historically low
staffing levels in the Watershed Steward program limit availability of onsite technical assistance. The resulting low staffing levels create uncertainty
for re-establishing a team in a timely manner to help develop and
implement the campaign.

External Forces: Cultural, Technological, Demographic, Natural, Economic,
Political/Legal, External Publics
2.3

What external opportunities will your plan take advantage of?
•

Local expertise – Snohomish Conservation District has developed a
program where jurisdictions can contract with them for design and
installation of some types of RainScaping features on residential properties.
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Locally trusted partners – WSU’s Master Gardener volunteers, current
outreach partners in our public Natural Yard Care (NYC) program, are an
influential midstream audience. Master Gardeners who successfully
complete advanced training in NYC become Natural Yard Care Mentors,
eligible to provide public outreach for us.
Together, the County and local WSU Master Gardener program developed
an in-depth curriculum for Master Gardeners called, “Soils Series: Digging
Deeper into Natural Yard Care”. This series was designed to further Master
Gardener’s understanding of soil as the basis of NYC and of runoff
solutions. It is intended to be the foundation of any new training related to
RainScaping.
In 2018, WSU Master Gardeners partnered to help implement SWM’s pilot
RainScaping Expo and Rain Garden workshop programs. WSU has provided
training to interested Master Gardeners on the topic of rain gardens, a
popularized runoff solution. These trained Master Gardeners become Rain
Garden Mentors who are eligible to assist in rain garden programs for
contracted municipalities. WSU is open to collaboratively developing
curriculum that would align with a fuller suite of runoff solutions.

•

Partnerships – The pilot 2018 RainScaping events were created through a
strong partnership with local jurisdictions, non-profits and agencies. County
staff led, coordinated and budgeted the pilot. Partners were actively
involved in event brainstorming, logistical planning, marketing through
their respective social media, and tabling. Post-event debriefs revealed that
each partner’s involvement was worthwhile and fun to them. Each stated
their desire to partner in similar ventures in the future.
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STORM Working Group – The GSI (green stormwater infrastructure)
working group formed in June 2020 to study regional GSI incentive
campaigns. A report of the secondary research gathered on similar
programs offered around Puget Sound will be available by the end of 2020.
The report will include data collected by Snohomish County in 2017-2019.

•

Do-it-yourself projects on the increase during Covid-19 pandemic – With
landowners having more time at home, they are prioritizing home projects
that were previously pushed down their list.

2.4

What external threats will your plan prepare for?
•

Remote and/or online campaign implementation – While several of SWM’s
already-developed education and outreach campaigns have successfully
pivoted to online formats during COVID. Development of this plan will need
to be prepared to consider the possibility that many or all aspects of the
campaign – including implementation – may need to be conducted in a
remote and/or online environment until in-person gatherings can safely take
place. This shift will continue to stretch staff creativity, yet it is doable.

•

Political forces – As this plan was being developed in Fall 2020, SWM
learned of the County Executive’s plan to reorganize the department by
moving it out of Public Works and into a new division of County
government to be called Department of Conservation & Natural Resources
(DCNR). This change and year-long transition takes effect January 30, 2021.
While there are no known changes anticipated to affect this campaign,
unforeseen ones may occur which may have impact on this campaign –
such as changes to policy and procedures. There are no foreseen plans to
re-direct programs, staff or budgets related to the RainScaping Campaign
Plan’s strategy, schedule or evaluation plan.
9

RainScaping Campaign Plan

•

Snohomish County

Economic climate – Uncertainty with the current economic climate facing
businesses, governments and residents must be considered as this program
is developed, piloted and rolled out.
o Landowners may not have the financial means to implement runoff
solutions.
o Landowners may perceive runoff solutions as a low priority and/or an
expense they opt to not take on.
o Landowners may increasingly look to SWM to offer cost-share or
incentive options for them to implement runoff solutions.
o SWM’s revenues, while currently stable, may be adversely impacted if
there is a prolonged economic recession.
o Revenue shortfalls of general fund departments at the County are
prompting elected officials to continue hiring freezes. Such freezes get
extended to SWM even though SWM’s revenues are stable and not tied
to the general fund. The hiring freeze hampers filling vacant positions
while increasing staff workloads, resulting in the need for management
to shift staff priorities.

Prior and Similar Efforts
2.5

Noteworthy findings from SWM’s prior and similar efforts of others include:
•

A pilot study, Integrated Stormwater Management, completed by SWM
in 2009, included audience research (phone surveys, focus groups) to
inform the pilot project messages, outreach and implementation. Key
findings show that residents are:
o Unaware of what low impact development means (the
terminology used in the research), how to install runoff solution
features and how these features function. They like the idea for
10
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rainwater to soak into the ground instead of running off. They
are drawn to the notion of having a rain garden and rain barrels
(tested terminology).
o Consistently favorable responses to most types of runoff
solutions, with aesthetics being the primary factor.
o Willing to consider runoff solutions that resolve or prevent
drainage issues on their property.
o Not willing to implement based on runoff issues beyond their
property or neighborhood.
o Willing to consider implementing runoff solutions when existing
features on their property are failing or needs replacing (e.g., not
willing to replace a perfectly good driveway with permeable
pavement).
o Education should focus on benefits to homeowners (reduced
maintenance, increase property value, etc.).
o Open to the idea of installing such features, yet they lack the
know-how or skill to be able to do so.
o For most features, consistently expressed that they did not know
enough to feel confident moving forward regarding how the
feature function or how to properly install them. They want an
expert giving their approach a green light.
o Desire the ability to tour examples of features – and will drive to
sites within the region to view them.
o Willing to consider installing such features if there is a costshare provided to landowners, although a cost-share threshhold
was not determined.
•

SWM’s 2012 LakeWise telephone surveys found that landowners are
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not willing to implement runoff practices if they do not think these
practices are necessary or if they do not see a connection to water
quality. Survey results suggest that, of the suite of best management
practices surveyed, runoff practices may be the hardest for landowners
to implement due to cost and their lack of technical know-how.
While many of the finding echoed those in the 2009 SWM pilot, this
study also found that residents questioned the efficacy of certain
RainScaping features and expressed an interest in information on the
relative effectiveness of them. “A rain barrel is really easy and if that’s
just as effective as a rain garden, why not do that?”
•

SWM’s 2018 pilot events proved that residents are interested and eager
to learn and apply information in “do-it-yourself” implementation.
Graphics, webpage and social media tactics were developed and
resulted in successful attendance.
o Over 150 residents attended the RainScaping Expo outdoor
event. They actively engaged in focused conversation at each of
20+ educational booths staffed by local partner organizations
and agencies.
o Two concurrent workshop tracks were held during the
RainScaping Expo’s afternoon event. With many attendees
attending more than one workshop, the total head count of all
10 workshops was 244.
o Unsolicited feedback via email was received from several
attendees. Each expressed their appreciation, shared what they
learned, and let us know they had immediately put what they
learned into practice. One attendee stated that the information
she gleaned gave her the know-how and confidence to replace
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her front lawn with a native landscape – allowing me to tour her
completed task three months later, and agreed to take part in a
future media interview at the point when SWM is ready to
implement a future campaign event.
•

SWM conducted secondary research of regional jurisdictions in 2017
and updated it in 2019. Data gathered includes audience research,
lessons learned, program monitoring and marketing plans of similar
campaigns in the region. Our findings will be included in STORM’s GSI
Working Group report (see below).

•

STORM GSI Working Group is currently conducting broader and more
in-depth secondary research of similar campaigns within the region.
SWM’s 2017-2019 research will be enfolded into this resulting report
which is anticipated to be distributed mid-2021. The research will help
inform Snohomish County’s behavior change campaign development.

•

STORM’s Stormwater Messaging Toolkit, available on STORM’s online
Public Library https://www.pugetsoundstormgroup.org/, provides
pretested materials and recommendations for framing and key
messaging of stormwater campaigns and communications to the
public. The toolkit includes helpful metaphors in English and Spanish,
example fact sheets, images, and project background and research
reports.
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Step 3: Select Priority Audiences
3.1

Describe the priority audience for your program/campaign in terms of size,
problem incidence, readiness to act, ability to reach, match for your
organization, as well as additional relevant variables, including demographics,
psychographics/values and lifestyles, geographics.
The priority audience for this campaign are do-it-yourself landowners of single
family residences located in unincorporated Snohomish County within plats
(subdivisions) built before the early 1990’s and all SFR outside of plats.
Secondary research indicates they are between 20-55 years of age, have an
income greater than $50,000 and less than $200,00, have lived in their home for
10 years or less, with many having children under 18 living at home. They handle
their yard’s maintenance themselves instead of hiring it done for them. They
are willing to tackle straight-forward outdoor projects when they know what to
do, how to do it, and do not need expensive or hard-to-use equipment.
Single family residences (SFRs) permitted in unincorporated Snohomish County
plats prior to the mid-1990’s and outside of plats as recently as 2016 were
constructed without stormwater management systems to control flow or to
ensure water quality. SWM’s 2009 Integrated Stormwater Management report
found that the older plats had insufficient stormwater facilities, no water quality
features and/or may have not picked up all effective impermeable surfaces.
Prior to the 2016 Snohomish County Drainage Manual (and the 2010 Manual
for Little Bear Creek), which includes low impact development requirements,
most SFRs permitted outside of a plat likely fell below the thresholds to provide
stormwater facilities. Even today, any new or redevelopment SFR permitted
within a rural area may not have stormwater management BMPS if it is built
14
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with less than 2,000 square feet of hard surface area (includes permeable
pavement).
At least one half of the 80,000 SFRs currently in unincorporated Snohomish
County were built prior to stormwater control requirements. Although residents
in newer homes with stormwater controls may be interested in the program and
will be encouraged to adopt program practices, the priority audience for the
RainScaping program are residents (landowners or renters) of homes built prior
to 1992.
Further analysis is underway of both parcel data and priority audience
geodemographic data better understand the County’s priority audience (lot
size, location and percent impervious surface and demographics) and to verify
and ground-truth findings of secondary research conducted by local agencies
who have or are in the process of developing a similar campaign.
•

For the purposes of this Campaign Strategic Plan, this secondary
research will serve as a close approximation of what SWM staff believes
to be true of the priority audience until that analysis has been completed.

Parcel data analysis will determine where these parcels are located within
unincorporated County, parcel size and percentage of impervious surface. Lot
size and/or percentage of impervious surface may be a strong indicator of
stormwater management need. Priority audience parcels are spread across
urban growth areas / municipal urban growth areas and rural areas of
unincorporated County.
Demographic analysis based on the priority audience parcels will be conducted
to vet, ground-truth and update previous research conducted by Snohomish
15
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County as well as secondary research findings from other jurisdiction’s similar
programs:
•

Focus groups conducted in SWM’s Integrated Stormwater Management
pilot revealed that residents are primarily motivated to implement runoff
best management practices under the following situations: when there
is a significant drainage problem that has reached a crisis point, when
what they currently have is in need of replacement or no longer
functions, and when a monetary incentive is provided 1. Residents were
open to implementing various types of runoff solutions. Do-it-yourself
landowners are very willing to perform the installation if clear step-bystep instructions are available.

•

SWM’s Natural Yard Care program 2 found that do-it-yourself suburban
residents are more likely than rural residents to take action to learn and
to adopt yard care practices protective of water quality. King County3
found suburban residents are likely to participate in a program to
implement landscape features that allow stormwater to soak into the
ground, yet they look to professionals to do it for them. Rural residents,

1

Individual Scale Communications Whitepaper (Snohomish County Public Works, Surface Water
Management, 2009) Centennial Clean Water Fund: Integrating Stormwater Water Quality
Management

2

North and South Sound Natural Yard Care Education Evaluation Report; Snohomish County Natural
Yard Care Education Report (Cascadia Consulting Group, 2015 & 2019) Snohomish County Public
Works, Surface Water Management

3

Increasing Green Stormwater Infrastructure in Unincorporated King County (Bridge Latino & Heidi
Keller Consulting, 2019) King County Department of Natural Resources and Parks, Stormwater
Services Section
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on the other hand, largely do their own yard work, are more likely to do
the implementation themselves and often have access to the equipment
necessary (King County3, Snohomish Conservation District 4). The
geodemographic analysis and classification will be important for
developing unique strategies to engage the audience.
•

Annual household income greater than $50,000 and below $200,000
(King County3, City of Bellingham 5) are predicted to be early adopters of
stormwater runoff solutions. Rural residents have “less disposable
income to invest and are more likely to want to do it themselves”2.

•

Demographically the priority audience is 20-55 years old, has lived in
their home for 10 years or less, and has children under 18 living at home5

In coming months, SWM will conduct in-depth demographic analysis of the
priority audience using the American Community Survey. The demographic
analysis will be correlated to the lot size, location (urban versus rural, plat versus
outside a plat) and percent impervious surface to better understand the priority
audience for commonalities and distinctions. Too, the County intends to apply
the PRIZM NE geodemographic classification system to better understand the
priority audience’s underlying social group segments. A narrowing of the
priority audience may occur once this information is known.
3.2

If you have additional important audiences that you will need to influence as
well, describe them here, to keep them in mind as you develop strategies. They

4

The Stillaguamish Low Impact Development Remediation Project Resident Survey (Elway Research
Inc, 2011) Snohomish Conservation District

5

Homeowner Incentive Program (HIP) Combined Research Report (PRR, 2016) City of Bellingham
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may end up being messengers or distribution channels.
The Washington State University (WSU) Master Gardeners is an important
midstream audience for our program. SWM currently contracts with the WSU
Master Gardener program where Master Gardeners receive specialized training
and then conduct outreach in partnership with SWM’s Natural Yard Care
program. WSU is open to collaboratively developing similar training curriculum
focused on runoff solutions. Master Gardeners partnered with SWM’s 2018
RainScaping pilot. SWM intends to have trained WSU Master Gardener
volunteers be messengers in the RainScaping program.
Snohomish Conservation District (SCD) is an invaluable midstream audience to
include as a partner in the RainScaping program. SCD actively promotes
residential use of rain barrels. Their urban stormwater program offers technical
assessment to residents to interested in determining the feasibility of some
types of runoff solutions. In their contracted work with municipalities, SCD
provides a crew of veterans trained in construction of a rain garden. SWM is
initiating conversations with SCD staff to explore the opportunities to leverage
our combined resources wisely.
Local vendors and non-profit organizations whose missions include products,
services and technical expertise related to runoff solutions are vital midstream
audiences. Several such organizations participated in the RainScaping Expo and
have indicated to SWM their interest to participate in future such events.
Popular, local garden communicators such as Ciscoe Morris and Ladd Smith are
trusted and engaging local resources and midstream influencers. Leveraging
their communication channels helps create awareness and provides SWM with
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a foot in the door to the priority audience.
Some local jurisdictions, including the City of Everett, have expressed interest
in joining into the campaign. While their priority audience is geographically
different, they provide another level of topical expertise and experience that
can serve as a midstream audience and participant in campaign planning and
event implementation.
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Step 4: Set Objectives and Target Goals
Objectives
4.1

Behavior Objective:
What, very specifically, do you want to influence your priority audience to do
as a result of this campaign or project? Select a non-divisible behavior
objective.
There are two potential non-divisible behavior objectives for this Plan. Each is
based upon what the rain is falling onto.
1. Cover up bare soil with mulch or plants
2. Divert driveway and roof runoff to landscaped areas (rainscaping
features), such as a rain barrel, underground infiltration trench,
permeable pavement, compost-amended soil area, mulched
landscaping, rain garden or more.
A discussion of both of the above two non-divisible behaviors is included in
Steps 4 & 5 of this Plan. Yet the remainder of this Plan, Steps 6 through 10,
narrow the behavior to the one with the most impact – a property’s
impervious surface is typically far greater than the overall area of bare soil –
and it is the behavior with the fewest people doing it:
•

divert driveway and roof runoff

The Runoff Guide includes a section on covering up bare soil with mulch or
plants. Additional emphasis on this behavior objected may be the focus of a
future phase of the RainScaping Campaign.
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Knowledge Objective:
Is there anything you need them to know, in order to act?
Cover up bare soil knowledge objectives:
• Soil, when exposed to direct sunlight, dries out quickly and is where
weed seeds grow. Covering soil with mulch, such as leaves or wood
chips, or with plants reduces the need to water and helps prevents new
weeds from growing.
•

Rain falling on bare soil breaks down soil structure effectively
compacting your soil so that rain cannot soak in, contributes to erosion
and picks up pollutants as it runs off the land. Covering up bare soil
with mulch or plants breaks the impact of rain and allows the rain to
soak into the ground instead of running off.

•

Residents need visual prompts for what bare soil looks like, as well as
images of types of mulches and mulched landscapes. Snohomish
County’s downloadable Growing Healthy Soils publication includes
information on types of mulch, where to obtain it, and what it looks like
in the landscape.

•

Beauty bark is a problem because it will repel water, causing rain to run
off rather than soak in. And it does not prevent weeds, which instead
grow on top of it.

•

Natural mulch, like wood chips and leaves, release nutrients slowly as it
decomposes – at just the right rate for your plants, making plants more
resilient and healthier.

•

Apply it to a depth of 2 to 4 inches over bare soil. Re-apply whenever
bare soil peeks through. Short, helpful videos are available to show you
how.

•

The best mulches are free and delivered right to your property: leaves
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from your own trees and wood chips from tree services companies.
Tree service professionals will gladly drop off a load – free – when
doing tree work in your area. Sign up to receive a load through the
online network of tree service companies, www.chipdrop.com.
•

WSU Extension has helpful resources on the benefits of wood chip
mulch. These include: “Using Arborist Wood Chips as Landscape Mulch”
2015, downloadable publication #FS160E and a series of blog post
articles by Linda Chalker-Scott, Ph.D. WSU Extension on her “The
Garden Professors” website in which she tackles myths about wood
chip mulch.

Diverting driveway and roof runoff knowledge objectives:
•

Rainwater washes vehicle fluids off driveways. If the runoff reaches
roads, drains or ditches, the pollutants will reach our local waterways.
Instead, if it soaks into the soil, pollutants are filtered out.

•

Options and step-by-step instructions are available on how to safely
divert your driveway and roof runoff into landscaped areas. Check out
Snohomish County’s Runoff Guide [title may change]. The guide
includes lists of local resources and offers guidance on consulting a
professional.

•

Test how fast your soil allows rain to soak in (infiltrate) to determine
which options are feasible for your site.

•

Knowing how much annual rainfall your property typically receives will
help you correctly size the option for your property.

4.3

Belief Objective:
Is there anything you need them to believe, in order to act?
Covering up bare soil belief objectives:
22
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You will have a healthier, more beautiful and lower maintenance yard
and garden if you mulch properly. Proper mulching reduces weeds and
reduces the need to water.

•

Wood chips from any type of tree, except walnut, make ideal mulch. It
is a myth that they starve the soil of nitrogen.

Diverting driveway and roof runoff belief objectives:
•

Your actions make a difference to improve water quality for people,
wildlife and aquatic life.

•

Pollutants carried in stormwater runoff from your property reach Puget
Sound.

•

You can install these rainscaping features yourself.

•

Rainscaping features are effective at getting stormwater to soak into
the ground where pollutants are naturally filtered out and cleaned up.

•

You can use these features to make your landscape more attractive.

•

You can divert your driveway and roof runoff by following step-by-step
instructions. And if you have questions, technical assistance is available.

•

You will save money on your summer water bills by capturing rain
during winter and spring months to use in your yard during dry
summer months.

•

Diverting your roof and driveway runoff may be the solution to prevent
or reduce flooding or erosion problems in your yard.

4.4

What quantifiable, measurable goals are you targeting? Ideally, these are stated
in terms of behavior change. Other potential target goals are for campaign
awareness, recall and/or response, and changes in knowledge, belief, or
behavior intent levels.
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Covering bare soil with mulch – Based on adoption rates achieved in
Snohomish County’s LakeWise program where site visits are conducted, 40%
of those who are shown evidence of bare soils on their property will adopt the
behavior of applying mulch. These residents are motivated to adopt the
behavior as a requirement to have their property become LakeWise Certified.
The goal for this plan is to achieve 20% of the single family residences
covering bare soil with mulch.
Although no goal has yet been determined for diverting driveway and roof
runoff into landscaped areas in this plan, with the LakeWise site visits, 16% did
divert runoff at residences where adoption was possible. Landowners diverted
their roof and driveway runoff by using a variety of rainscaping features that
included: redirecting downspouts and driveway drains to mulched landscaped
areas, installing underground infiltration systems, and installing cross berms in
driveways to direct driveway runoff to vegetated areas. The site visit staff
pointed out the need to divert the runoff and offered doable options, which
the resident then chose to carry out. In the plan being developed, the intent is
to help residents make their own initial assessment.
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Step 5: Identify Priority Audience Barriers, Benefits, Motivators,
the Competition, and Influential Others
[NOTE: The data below was collected through a very limited sample of 6 interviews conducted
via phone. The County’s RainScaping Campaign will conduct audience research to more robustly
identify the priority audience barriers, benefits, motivators, the competition and influential
others. The below data is considered a very limited proxy until the County’s research is
completed.]

Barriers
5.1

Make a list of barriers your audience may have to adopting the desired
behavior. These may be related to something, physical, psychological,
economical, skills, knowledge, awareness, or attitudes.
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

It’s a lot of physical work

It’s complicated and requires
expertise

You have to get a full load – I don’t
need that much, it takes too long to
go through it, I don’t have the space

I’d have to give up a lot of garden
space to put something in (rain
garden, cistern, rain barrel)

Takes time to spread it around

I don’t have a drainage problem now

I like a neat and tidy yard

I’m a procrastinator

It might harbour slugs and disease

Not a priority at this time

Less convenient than bagged
product

Rain barrels and cisterns are
unsightly

Until recently I didn’t know it was
beneficial to use

We have rain barrels but have never
hooked them up because we don’t
know how
It takes a lot of digging (physical
labor and time)
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Benefits
5.2

What are the key benefits your priority audience wants in exchange for
performing the behavior? This answers the question “What’s in it for me?”
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Makes soil better over time – and in
a natural way

Eco-friendly gardening

Recycling – lets me use materials I
already have, and I hate throwing
things away

Recycling – re-uses rainwater and
lets me store it for later use; I don’t
have to rely on tap water

Keeps weeds down

Satisfaction that we’ve done the right
thing

Conserves water so that it doesn’t
evaporate in summer

Eliminates puddles and mud when
driveway runoff drains to the garage

Natural

Rain garden – I’d like one

Breaks down to feed the soil, which
encourages soil insects, which attract
birds, which attract wildlife – all the
things that I love

Collecting and storing rainwater (rain
barrel or cistern) – source of water
for summer; would reduce my water
bill

Moderates soil temperature

Reduce lawn and add garden

I can get used to the look – and it
improves value of my home

Prevents flooding
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Motivators
5.3

What does your priority audience say will make it more likely they would do the
behavior? Ask them is there is something you can give them, say to them, give them
or show them that would help them?

Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Wood chips are free and delivered
to my property

Tell me how to install it, maintain it,
and how long it should last

What nature does is right

I want science-based information

Tell me to feed my soil and the
plants will come

Help me know where to put it

Help me know that it is not harmful
to my plants & how to do it right

Share with me the environmental
reasons for doing it

Tell me how bark is bad (repels
water) and that it (wood chips)
Creates an environment that
supports all the things that I love

Show me how – the process – either
through a live demonstration or video,
and let me see something that helps
me know it is possible (examples)

Show me how to use tools: electric
chipper, sod cutter

Show me how to protect my septic
system

Show me the difference it makes for
soil (changes soil color)

Give me a financial incentive and/or
inexpensive options

I want to see the whole process –
from getting it to putting it down

Provide technical expertise to make
sure it is done right

Give me a whole load

Put a plan together for us to use

Give me positive reinforcement that
I’ve done it correctly

Come to my site – calculate how much
rainwater is coming in

Provide the labor

Provide the labor

Give me scientific proof of the
benefits and that it won’t harm
plants
Give me a list of resources
Show me how to get it moved and
spread more efficiently
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Competition
5.4

What are the major competing alternative behaviors?
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Raking and blowing off leaves to
create neat and tidy look of bare soil

Allowing runoff to flow to street or
yard where it runs off
Connect runoff to neighborhood
built underground system
Let runoff occur without collecting
and storing it

5.5

5.6

What benefits do your audiences associate with these behaviors?
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Recycles materials in a good and
natural way

Puts rainwater to good use

Fewer weeds and less need to water

Rain barrels and cisterns collect
water for later use

Improves soil

Eco-friendly gardening

What costs do your audiences associate with these behaviors?
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Time

Costly

Need a place to receive/store mulch

Expertise is expensive to get

Physical work

Complicated – process and materials
Time
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Influential Others
5.7

Relative to the desired behavior, who does your priority audience listen to,

watch, and/or look up to?
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Master Gardeners

Drainage engineer

Ciscoe Morris

Snohomish County

Compost vendors

Classes

Neighbors who have nice gardens

Drainage experts

Online resources: WSU, Oregon
State, Missouri Botanical

People who have already done it and
have had it over a year – real world
experience

Specialty nurseries and
organizations

NOT a private company

Garden events
5.8

What do you know about what these midstream audiences are currently saying
and doing regarding the desired behavior?
Cover bare soil with mulch /
plants

Divert roof and driveway runoff

Master Gardeners promote mulch
and www.chipdrop.com

Snohomish Conservation District has
information on their facebook site

Ciscoe and garden guys on TV talk
about mulch

Some cities have programs and tours
for people to go see rain gardens
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Step 6: Develop a Positioning Statement
[NOTE: Starting with Step 6, the “divert roof and driveway runoff” behavior objective is the sole
focus as the selected behavior for the remainder of the pilot RainScaping Plan Strategy.]

Positioning Statement
6.1

Write a

statement

similar

to

the following,

filling

in

the blanks:

“We want [PRIORITY AUDIENCE] to see [DESIRED BEHAVIOR] as [ADJECTIVES,
DESCRIPTIVE PHRASES, SET OF BENEFITS OR WHY BETTER THAN THE
COMPETITION).”
We want homeowners to see that capturing (diverting) and using rainwater from their
roof and driveway is a great way to put it to good use in their landscape and help the
environment by preventing pollution from washing into our local waters.
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Step 7: Develop Marketing Strategies
7.1 Product: Creating the Product Platform
7.1.1 Core product: What is the major perceived benefit your priority audience wants
from performing the behavior that you will highlight?
Homeowners want to “recycle” rainwater by putting it to good use in their
landscape -- while having the satisfaction of knowing they are doing the right
thing. For some, their major perceived benefit is to solve a problem – real or
perceived – getting rid of puddles, mud or the risk of flooding.
7.1.2 Actual product: What, if any, tangible goods and services will you be offering
and/or promoting?
SWM’s Runoff Guide - Currently in development, the Runoff Guide is a tangible
“how-to” product designed to help residents assess their property, determine
suitable options, and follow step-by-step instructions for diverting their runoff.
The guide includes lists of local resources and offers guidance for consulting a
professional. The Guide is being designed in topical, stand-alone sections which
can be accessed online or provided as printed handouts.
www.RainScaping.info – This existing website will be further enhanced to
include the Runoff Guide, topical tips, helpful videos and local resource links.
Technical assistance resource list – SWM will develop a list of which local
organization to contact for free technical assistance by RainScaping feature
type. Technical assistance may be provided via email, online meeting platform,
phone, or possibly on-site. The list will include known existing services as well
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as identify gaps that may be filled by SWM staff or contracted through local
partners.
•

SWM’s existing programs that provide related on-site technical
assistance include its Drainage Investigators and Watershed Steward
staff. Drainage investigators conduct on-site assessment of a resident’s
reported drainage problem, offer options for the homeowner to
consider, and provide technical advice necessary that homeowners can
take action upon. The Watershed Steward staff provides technical
assistance via electronic means (email, Teams, etc.) and phone.
Additionally, a Watershed Steward conducts site visits in response to
landowner requests as part of the LakeWise and Streamside Landowner
programs and is skilled at providing technical assistance to reduce runoff
and protect water quality.

•

Snohomish Conservation District (SCD) staff offer some technical
assistance to help assess runoff solution possibilities, some of which
involved on-site assistance.

•

WSU Master Gardener volunteers are able to review a resident’s planting
plan for rainscaping features for which they have received training. Their
technical assistance is provided via email, phone and through
educational events. Master Gardeners do not conduct site visits. There is
potential for SWM to collaboratively develop training curriculum with
WSU specific to rainscaping features that include plants.

7.1.3 Augmented product: Are there any additional tangible goods or services that
would assist your priority audience in performing the behavior (e.g., workshop
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on designing a native plant garden)?
The following tangible goods and services will make the difference in
encouraging residents to perform the behavior and help sustain the behavior
over time:
•

Videos – Brief “how to” topical videos. These will be linked on the
www.RainScaping.info website.

•

Online calculator – Residents will want the peace of mind of having a
handy, online calculator available for them to enter measured
dimensions of their roof or driveway. The result will be needed for sizing
various types of RainScaping features. The compost/mulch online
calculator available on www.savingwater.org can be included as well.

•

RainScaping Expo – This educational fair-style event, piloted in 2018,
proved popular and successful in providing residents the opportunity to
learn, explore options, ask questions, and dive deep into RainScaping
topics. The event featured booths tabled by local organizations, on-site
examples of RainScaping features, informational displays, and miniworkshops designed to offer basic information. Once the campaign is
developed and in-person gatherings are deemed safe once again, a
similar event will be planned.

•

Workshop Series – To help the do-it-yourself resident determine and
plan which rainscaping feature is best for their site, a series of workshops
will be offered. SWM learned from the 2018 RainScaping pilot and a
related successful workshop series developed by local municipalities,
that residents are eager to learn and apply this information. The series is
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intended to progress residents through the process from basics to
developing a plan. For those features that involve planting, one
workshop will focus on plant choices and offer the opportunity for a WSU
Master Gardener to offer insights based upon the resident’s site plan.
•

Site Assessment – A site assessment by SWM or contracted serviceprovider (SCD or WSU) may be necessary for some types of RainScaping
features. This assessment may include soil infiltration tests, checking soil
texture, measuring the footprint of the runoff’s contributing area (roof,
driveway, hardscapes) that will be diverted, and walking the property to
determine suitable rainscaping feature options for the site, and
reviewing limiting factors such as required setbacks from structures,
septic systems and utilities.

7.2

Price: Fees and Monetary and Nonmonetary Incentives and

Disincentives
7.2.1 If you will be including tangible goods and services in your campaign, what, if
anything, will the priority audience have to pay for them (e.g., cost of native
plants, life vests)?
•

The tangible goods (Runoff Guide) and services (technical assistance,
workshops, events) provided by this campaign will be offered free to
homeowners.

7.2.2 Describe any monetary incentives for your priority audience (e.g., coupons,
discounts, rebates).
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•

Free classes and events for homeowners

•

Free technical assistance

•

Discount coupon for compost

•

Get the word out about free woodchip mulch (www.chipdrop.com)

•

Provide the list of local compost and mulch suppliers for those who need a
smaller quantity and who don’t mind paying for it

•

To the secondary audience of WSU Master Gardeners, free training will be
provided.

7.2.3 Describe any monetary disincentives you will highlight (e.g., fines, increased
taxes, higher prices for competing products).
•

No monetary disincentives will be included.

7.2.4 Describe any nonmonetary incentives (e.g., recognition such as yard plaques).
•

Recognition of accomplishment for how many gallons of rainwater per year
the homeowner diverted from their roof/driveway and put to good use in
their yard.

7.2.5 Describe any nonmonetary disincentives (e.g., negative visibility, a website with
photos of properties where migratory birds have disappeared).
•

No monetary disincentives will be included.
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Place: Develop the Place Strategy
As you determine each of the following, look for ways to make locations
closer and more appealing, to extend hours, and to be there at the point of
decision making.

7.3.1 Where and when will the priority audience acquire any related tangible goods?
•

www.RainScaping.info – This website is where homeowners can access and
download the Runoff Guide.

•

www.ChipDrop.com – For homeowners who need mulch as part of their
project, this website provides a way for homeowners to order a load delivered.

•

While this campaign will not be providing any other tangible goods, the
materials that homeowners will need for their projects can be purchased from
local hardware stores and materials suppliers (i.e. rock, soil).

7.3.2 Where and when will the priority audience acquire any associated services?
•

www.RainScaping.info includes contact information for SWM and will include
the contact list for technical assistance resources.

•

Workshops – Online or in-person workshops will connect homeowners to
associated services

•

Site visits to the homeowner’s property – SWM-conducted site visits to
homeowner properties (LakeWise, Drainage Investigators, Watershed
Stewards) will provide associated services.

7.3.3 Are there any groups or individuals in the distribution channel that you will
reach out to support efforts (e.g., nursery owners and their staff)?
•

Local compost and soil suppliers – SWM has a list of these local suppliers which
we make available online and in-person at events and site visits. While SWM
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cannot refer to only one supplier, we will reach out to these suppliers to invite
them to table at events and to offer discounts to homeowners who attend
workshops and events. We have had success in previous events at gaining their
support in this way.
•

Local suppliers of native plants – SWM has a list of these local suppliers which
we make available online and in-person at events and site visits. SWM will reach
out to these suppliers to invite them to offer discounts to homeowners who
attend workshops and events.
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Promotion: Decide on Messages, Messengers, Creative Strategies, and
Communication Channels
7.4.1 Messages: What key messages do you want your campaign to communicate to
priority audiences?
•

A RainScape is a landscape which helps absorb water and decrease ponding
instead of directing rainwater into streets and sewers which ultimately flow to
local rivers and Puget Sound.

•

RainScaping solutions are landscape features that provide on-site solutions to
rainwater runoff.

•

RainScaping is doable

•

We are here to guide you through the process: answer your questions, review
your plans and offer you ideas

•

Step-by-step information is available (Runoff Guide).

•

Put your rainwater to good use on your property.

•

Call to action: (depends upon channel being used)
o Attend a special event (RainScaping Expo)
o Register for a workshop
o Visit www.RainScaping.info
o Use the Runoff Guide
o Contact us

•

Provide re-assuring information to help homeowners know what to do and how
to do it:
o Testimonials from others who have done this. This may be in the form of
brief videos, highlights within promotional materials, features in SWM’s
e-newsletter, and anecdotal stories shared in workshops.
o Brief, engaging videos showing steps in a process

38

RainScaping Campaign Plan

•

Snohomish County

Tell the story of real examples that made a difference. Include before/after
photos, show the science, highlight the amount of rainwater being diverted
per year (can translate to savings on water bill or reduction in stormwater
runoff). Examples can be at someone’s home or of a research example (UW
compost-amended soil in lawn).

7.4.2 Messengers: Who will deliver the messages and/or be the perceived sponsor?
•

Snohomish County Surface Water Management (sponsor) – trusted resource for
drainage expertise and technical assistance

•

Snohomish Conservation District – provide site assessment and technical
assistance

•

WSU Master Gardeners – Offer review of planting plans

•

Endorsements by well-known, respected secondary audiences:
o Ciscoe Morris (he did this for the pilot RainScaping Expo)
o Ladd Smith
o WSU Master Gardeners

•

Testimonials from others who have done this. Testimonials may be in the form
of brief videos, highlights within promotional materials, features in SWM’s enewsletter, and anecdotal stories shared in workshops.

7.4.3 Creative Strategies: Summarize, describe, or highlight elements such as logos,
taglines, copy, visuals, colors, script, actors, scenes, and sounds in broadcast
media.
•

Tone: friendly, approachable, re-assuring

•

Visuals that convey making the priority audience’s ideas turn into reality
o engaging to ages 20 to 55
o include both a conceptual idea (drawing) and tangible result (photo)
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o show before/after photos when appropriate and possible
•

Colors:
o blue to depict rainwater
o green to depict landscapes
o earth tones to depict eco-friendly and the environment

•

Logo

•

Tagline/slogan: to be created through a brainstorming process by the
RainScaping team in association with communication specialists, and then
refined and pre-tested prior to campaign launch

•

Visual communications:
o Brief, engaging videos showing steps in a process.
o “How to” display(s) at events, workshops and online.
o Icons (simple) suited to quickly depict specific types of RainScaping
features [see below examples]
o Images: butterflies, blue sky (yes, after the rain), pets, children playing,
family entertaining, racial diversity represented in family (priority
audience includes Native American, Latinx, Asian, Caucasian)

•

Broadcast media (videos)
o Topical brief, how-to segments
o Sound: refreshing rain, birds
o Script of step-by-step process – footage and written steps
o Actors – 30 to 40 year old homeowner(s)
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Examples:
o Icons [example from King County]:

o RainScaping 2018 pilot:

Social Media ad:

41

RainScaping Campaign Plan

Snohomish County

Poster:
Rain Garden Workshop postcard:
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7.4.4 Communication Channels: Where will your messages appear?
•

Website
o www.RainScaping.info – provide products (Runoff Guide, how-to videos,
virtual tour of existing rainscaping features, resource lists)
o Search engine marketing – improve site ranking through available
unpaid options to improve chances that the webpage will make the first
results page

•

Paid advertising
o Direct mail postcards (sent by SWM)

•

Public relations
o Article

in

Snohomish

County’s

daily

newspaper,

the

Herald

(www.herald.net), to feature before/after story of 2018 RainScaping Expo
attendee who transformed her front yard by putting RainScaping into
action. Timing of the article to strategically coincide with special event.
•

Special events
o RainScaping Expo – tabling, mini-workshops, displays, on-site
rainscaping features
o Workshops – in-person or virtual. Topical “how to” presentation,
feature resources and how to access them
o Tours of real RainScaping features within the area – in-person or virtual.

•

Social media (posted by Snohomish County, Snohomish Conservation District,
WSU Master Gardeners, and other partner agencies)
o NextDoor neighborhoods (by geographic area)
o Facebook communities (by interest and geographic area)
o Instagram
o YouTube
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o Email:


SWM News (quarterly)



County Council email updates to constituents by Council District
– focus on districts that include priority audience

•

Print materials
o Posters in public gathering places within the community


Libraries



Community centers



Churches



Hardware, farm supply and feed stores proximately located to our
priority audience (Ace Hardware, independents, box stores)



Independent nurseries and local co-ops

o Brochure available for special events
o Doorhanger, if neighborhood canvassing is deemed feasible (capacity
and budget)
•

Signage
o Roadside event banner at venue, similar to the one used for the 2018
RainScaping Expo
o Attractive yard sign for participating homeowner’s front yard – pre-test
the yard sign

•

Personal selling at
o other topical workshops held by SWM (natural yard care, septic system
care) cross-promote RainScaping to priority audience in attendance
o RainScaping workshop / event publicly acknowledge participant’s
achievement by awarding them with their attractive yard sign
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Step 8: Develop a Plan for Monitoring and Evaluation
8.1

What is the purpose of this evaluation? Why are you doing it?

RainScaping is the behavior change campaign selected by the County to develop,
implement, evaluate and report on by March 31, 2024 in compliance with its 20192024 NPDES Phase-1 Municipal Stormwater Permit, S5.C.11. Education and Outreach
Program.
Evaluation of this campaign will be done to accomplish multiple purposes specified in
the Permit’s S5.C.11.a.iv-vii:
•

iv. “. . . follow social marketing practices and methods, similar to CommunityBased Social Marketing, and develop a campaign that is tailored to the
community, including development of a program evaluation plan.” The Permit
requires a strategy and schedule for the behavior change campaign be
developed by February 1, 2021.

•

v. “No later than April 1, 2021, begin to implement the strategy developed in
S5.C.11.a.iv.” Fact Sheet, page 49, states that the implementation can be the
start of a survey, focus group, etc.

•

vi. “No later than March 31, 2024, evaluate and report on:
o “(a) The changes in understanding and adoption of targeted behaviors
resulting from the implementation of the strategy; and
o “(b) Any changes to the campaign in order to be more effective; describe
the strategies and process to achieve the results.”

•

vii. “Permittees shall use results of the evaluation to continue to direct effective
methods for implementation of the ongoing behavior change program.”

8.2

For whom is the evaluation being conducted? To whom will you present it?
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The evaluation is being conducted for Snohomish County. The report will be presented
to Washington State Department of Ecology and will be shared with jurisdictions
through STORM’s online sharing library, Resource Reservoir.
8.3

What inputs, outputs, outcomes, and impact will be measured?
INPUTS

Resources allocated
to the campaign or
program effort:
• Dollars
• Incremental staff
time
• Existing partner
contributions (staff
time, expenditures)
• WSU Master
Gardener
volunteer hours
•

OUTPUTS

OUTCOMES

IMPACT

RETURN ON
INVESTMENT

Program activities
conducted to influence a
desired behavior. These
measures do not indicate
whether the audience
"noticed" or responded to
these activities. They
only represent what was
"put out there" including:

Audience response
to outputs including:

Indicators that show
levels of impact on
the social issue that
was the focus for
the effort:

Economic value of
changes in behavior
and the calculated
rate of return on the
spending associated
with the effort:

• Number of events held
(workshops, Expo, etc.)
• Number of site visits
conducted
• Web site utilized
(www.RainScaping.info)
• Social media tactics
(Snohomish County
and partner agencies
• Reach and frequency
of communications
• Free media coverage

• Changes in
behavior
• Changes in
behavior intent
• Changes in
knowledge
• Responses to
campaign
elements (e.g.,
hits to a Web
site, event
attendance,
workshop
registration and
attendance)
• Campaign
awareness
• Customer
satisfaction levels
• Partnerships and
contributions
created
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What techniques and methodologies will be used to conduct each of these

measurements?
INPUTS
• Records
• Partner reports

8.5

OUTPUTS
• Records
• Databases
• Partner reports

OUTCOMES
• Audience surveys
(online, selfadministered
questionnaires,
possibly in-person
interviews)
• Focus groups
• Informal
interviews

IMPACT
None

RETURN ON
INVESTMENT
• None

When will these measurements be taken?

Evaluation activities will be key elements of the pilot phase of the campaign, which
must begin implementation no later than April 1, 2021 (see Step 10). Final evaluation
and the subsequent report must be concluded no later than March 31, 2024.
Prior to campaign implementation:
•

Barrier & benefit research (online survey, focus group)

•

Pretest messages and creative strategies (focus group)

•

Baseline audience survey

During campaign implementation
•

Immediate-post

event/workshop

evaluation

(survey/questionnaire)

to

determine communication channel(s) that prompted their participation, change
in knowledge, intent to change behavior and satisfaction levels
Post-Implementation
•

Medium-term evaluation to determine behavior change and what adaptations
may be necessary to improve campaign effectiveness
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How much will this cost? (FOR THIS ONLINE COURSE, THIS IS NOT REQUIRED)
•

The following evaluation measurements will have costs associated with them:
o Audience surveys (online, self-administered questionnaires, possibly inperson interviews)
o Focus groups
o Informal interviews

•

Additional costs associated with the evaluation include:
o Consultant fees
o Final report
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Step 9: Establish Budgets and Find Funding Sources
9.1

What product-related strategies will have costs?
•

Runoff Guide – finish development, graphics & layout, pre-test, finalize title,
adapt, printing and create online version (click-through, not just a PDF)

•

Videos (how-to) – conceptualize, script, produce
o How-to videos
o Virtual tours
o Testimonials

•

Online Calculator – develop, test

•

RainScaping Expo – venue rental, equipment rental, presenter fees, staff time,
printing

•

Workshop Series – venue rental, presenter fees, staff time, printing, displays

•

Site Assessment – SWM staff time; contracts with SCD and with WSU for their
involvement

9.2

What price-related strategies will have costs?
•

Training of WSU Master Gardener volunteers – curriculum development and
implementation

•
9.3

Printing of coupons
What place-related strategies will have costs?

•

www.RainScaping.info – interactive enhancements to include Runoff Guide,
resources, online calculator, videos

9.4

What promotion-related strategies will have costs?
•

Message – development, pretest, adapt

•

Messengers – pay for services of SCD, WSU and Endorsement appearances
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Creative Strategy – development, implementation, pretesting and refinement
of elements to be integrated across promotions and communication channels.
Elements will include: tagline, logo, colors, tone, graphics, icons, infographics,
social media posts, posters

•

Communication Channels – develop and implement strategic schedule and
production
o postcard production, printing, postage
o public relations: press release
o Special Event promotions (posters, social media, road signs)
o Social media posts
o Email communication development and implementation, including use
of gov-delivery for ease of signing up and sending communications out
o Brochures
o Doorhanger (if capacity and budget allow)
o Yard signs
o Script for cross-promoting at other SWM events and workshops

9.5

What evaluation-related strategies will have costs?
•

Foundational priority audience research
o Prizm NE
o Barrier & benefits
o Focus groups (pretest messages and creative strategies)

•

Pilot
o Baseline survey
o Immediate-post survey of participants at events (workshops, Expo)
o Monitor & Adapt
o Report (depending upon timing within the NPDES Permit deadlines,
this report may take place before a full launch. If timing allows for the
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adaptations to be launched, the report will be completed after launch)
•

Launch. If timing allows, the following evaluations are intended to take place
for participants, with results enfolded into the final report. Timing is not
anticipated to be sufficient to include a medium-term evaluation of the postpilot phase participants.
o Baseline survey
o Immediate post survey
o Report

9.6

If costs exceed currently available funds, what potential additional funding

sources can be explored?
•

Cross-promotional and partnership opportunities with other County programs
including LakeWise, Streamside Landowner, Natural Yard Care

•

Corporate sponsorship or participation
o Mutual Materials
o Hardware stores
o Local compost suppliers (Lenz, Cedar Grove)

•

Partner organizations for in-kind and cross-promotional support
o SCD – site visits, installation labor up to an agreed-upon $ value, crosspromotional opportunities
o WSU – cross-promotional opportunities
o Other partnerships that develop – cross-promotional including social
media postings

•

Support from non-profits whose mission and goals may align with
RainScaping campaign. Consider:
o The Nature Conservancy or Zero Waste Washington
o Stewardship Partners (Depave, 12,000 RainGardens)
o Orca Network
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o Marine Resources Committee for Snohomish County
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Step 10: Complete an Implementation Plan (Schedule)
10.1

Phased-In Implementation Plan Schedule
September 2020 – Feb 1, 2021

1. DEVELOPMENT PHASE
WHAT

WHO

WHEN

NPDES Completion
Deadline
(S5.C.11.a.iv.)

2/1/2021

Draft Strategy,
Timeline &
Evaluation Plan

Staff

12/18/2020

Assemble
Partnership Team

Staff

1/7/2021

Complete Secondary
Research

Staff

1/15/2021

FINALIZE Campaign
Strategy, Timeline &
Evaluation Plan

Staff

1/31/2021
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2. PILOT PHASE
WHAT

Snohomish County

March 2021 – October 2023
WHO

WHEN

NPDES Deadline to
start strategy
implementation,
S5.C.11.a.v

4/1/2021

RFP for Social
Marketing
Consultant:
Audience Research
and Behavior
Change Evaluation

Staff

2/15/2021

Compile Priority
Audience
Demographics with
County data

Staff

3/1/2021

Select pilot
geographics/
parameters

Staff

3/15/2021

Complete Runoff
Guide updates,
revisions, readying
for pre-test

Staff

3/31/2021

Priority Audience
Characteristics
including application
of Prizm NE

Consultant

6/1/2021

Barrier, Benefit &
Motivation research
(survey)

Consultant

7/15/2021

Pretest Messages
and Materials (focus
groups)

Consultant

7/31/2021

Refine Outreach
Materials

Staff

8/31/2021

55

HOW MUCH

RainScaping Campaign Plan

Baseline Evaluation
(survey)

Snohomish County

Consultant

9/1/2021

Schedule Outreach

Staff, Partners

9/30/2021

Train Master
Gardeners

Staff with WSU

10/1/2021

Pilot Outreach,
Round #1

Staff, Partners

3/1/2022

Immediate-Post
Evaluation (survey)

Consultant, Staff

3/1/2022

Monitor & Adjust

Staff

11/30/2022

Pilot Outreach,
Round #2

Staff, Partners

3/1/2023

Immediate-Post
Evaluation (Survey)

Consultant, Staff

3/1/2023

Medium-Term
Evaluation (pilot
participants)

Consultant, Staff

10/31/2023
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3. REPORTING PHASE
WHAT
REPORTING PHASE
NPDES Completion
Deadline S5.C.11.a.vi.
Lessons Learned
Report

Snohomish County

October 2023 – March 2024
WHO

WHEN
3/31/2024

Consultant, Staff

11/30/2023

Consultant, Staff

3/1/2024

April 2024 and beyond

4. ADAPT & CONTINUE PHASE
WHAT

HOW MUCH

WHO

WHEN

ADAPT &
CONTINUE
NPDES Permit
S5.C.11.a.vii

4/1/2024 and
beyond
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