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Arizona’s Stormwater Outreach for Regional 
Municipalities (STORM) provides a platform for 
collaborative effort by municipal partners to 
perform educational outreach to citizens with the 
message of pollution prevention to help keep 
surface waters clean. 
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STORM 
FY 2021 Annual Report  

July 1, 2021– June 30, 2022 
_____________________________________________________________________________________ 

SUMMARY 

Arizona’s Stormwater Outreach for Regional Municipalities (STORM) provides a platform for 
collaborative effort by municipal partners to perform educational outreach to their residents 
with the message of pollution prevention to help keep our waters clean. During FY22, STORM 
members completed outreach via web, print, digital, and social media. The coordination among 
the member cities, towns, and nontraditional municipal separate storm sewer system owners 
or affiliates, resulted in the following highlights:  

This year’s main focus was tying up loose ends with completion of outstanding educational 
materials then focusing on expanding the creation of STORM’s digital media presence.  In 
addition to STORM’s digital and social media pages, STORM partnered with ABC15 and iHeart 
Media to increase opportunities to share knowledge via various digital platforms throughout 
the entire year.  STORM was able to leverage increased media viewership to maximize  
advertising budget impacts for a total of less than a penny per view!  STORM was able to focus 
on a more targeted approach by expanding its opportunities through digital media platforms. 

STORM’s website (www.azstorm.org) received a total of 18,455 webpage views by 13,012 users 
during 14,816 sessions. A session is defined as a period of time a user is engaged in the website.  
When STORM boosted its own Facebook posts, an immediate return was experienced with the 
increase of visitation to STORM’s Facebook page by over 477% (or a 5x increase!). 

An updated five-year plan was developed to coincide with the newly-issued Phase 1 and Phase 
2 stormwater permits from ADEQ.  This ensures messaging created by STORM and its partners 
remains consistent with permit mandates. 

After several months of searching for the right media management firm, STORM’s membership 
voted to partner with Petrakos Communications, Inc., to manage messaging and data via 
STORM’s website and its document management platform.  As Petrakos Communications grows 
its partnership with STORM, additional marketing opportunities may be utilized to give STORM 
a larger stronghold in the digital media realm to further increase water quality education 
awareness. 
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______________________________________________________________________________
MEMBERSHIP 

ADOT, Apache Junction, Avondale, Buckeye, Casa Grande, Chandler, El Mirage, Fountain Hills, 
Gilbert, Glendale, Goodyear, Guadalupe, Maricopa County Environmental Services, Mesa, 
Paradise Valley, Peoria, Phoenix, Pinal County, Queen Creek, Scottsdale, Surprise, and Tempe.  
Affiliate members are Maricopa County Flood Control District and Stormwater Pros.  

_____________________________________________________________________________________ 

BUDGET 

FY22 invoiced $73,500; received $71,000.  Administration operating expenses totaled $1,675.73.  The 
operating budget for FY22 was $95,631.  Program expenses totaled $76,488 which covered costs for 
ABC15 and iHeartMedia, rack cards, elementary school activity books, and STORM’s Facebook page post 
boosting.  The majority of FY22’s educational expense included an increase in digital media exposure.  
See the budget spreadsheet breakdown for detailed information as follows. 
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_____________________________________________________________________________________ 

MEETING SUMMARY 

Members met via digital and in-person meeting platforms the fourth Tuesday at 1:00p each 
month (unless the meeting interfered with a national holiday). These working meetings were 
the primary method of sharing relevant information about regulatory issues, educational 
material development, identifying outreach events, updating sub-committee efforts, and 
reporting.  

Members track outreach events online for inclusion in this annual report as well as distribution 
of STORM-related printed materials and promotional items to support a regional front, stretch 
membership’s dollars, and coordinates consistent messages throughout the central Arizona 
region.   

Members are able to individually capitalize their membership benefits by using STORM-
produced materials (social media posts, videos, printed materials, and promotional items) to 
perform outreach in their own communities and create and develop interactions with partners 
in their communities such as citizens, businesses, developers, builders, and manufacturers.  

As an organization that counts on interactions between our members and the general public, 
especially in face-to-face contact, we experienced challenges this past fiscal year that impacted 
our ability to reach the general public with our message of stormwater awareness in face-to-face 
settings.  Although in-person events began to resume, missed opportunities were augmented by 
an increase in the digital marketplace.   

STORM was able to leverage the unique digital media situation to reach over 8 million citizens 
throughout the states. Funds that were allotted for in-person events, printed marketing 
materials, and educational videos that were not produced, were instead utilized for digital media 
content production and distribution.   

 

SOCIAL + DIGITAL MEDIA 

In addition to boosting its own Facebook page posts, STORM also contracted with both ABC15 
and iHeart Media to increase its social and digital media presence which, in turn, increases 
educational outreach opportunities and messaging across multiple portals.  Throughout FY22, 
there was consistent messaging brought forth via banner ads, Facebook ads, Facebook posts, 
contests resulting in additional viewership.  

ABC15 + STORM 

ABC15 partnered with STORM to provide an increase in digital media coverage.  Three separate 
and targeted campaigns ran consistently throughout FY22.  November’s messaging was focused 
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on stormwater pollution prevention, January’s messaging focused on Stormwater Awareness 
Week and May-June’s messaging was centered around monsoon season.  In total 8,312,519 
total impressions were made on citizens throughout the valley across ABC15’s various digital 
media platforms!   

ABC15 FY22 SUMMARY 
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ABC15 FACEBOOK POST NOVEMBER 24, 2021 
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News article on ABC15’s website “3 Tips to Prevent Stormwater Pollution”.  Education targeting general 
audiences. 

 

HOA and residential homeowner education campaign. 
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Stormwater Awareness Week banner ad on ABC15 

 

Facebook post – Stormwater Awareness Week January 24, 2022 on ABC15 
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Monsoon Awareness campaign June 13, 2022 – Facebook post on ABC15 
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Facebook post June 14, 2022 
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STORM Brand Spotlight Feature on abc15.com 

 

ABC15.com homepage advertising June 2022 – Monsoon Awareness 
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Quiz during Monsoon Awareness month (June) 
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ABC15 Email blast to citizens who have opted in to receive messaging from ABC15 

 

Facebook post June 23, 2022 Monsoon Awareness
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iHeart Media + STORM 

To increase digital exposure, iHeart Media partnered with STORM to target citizens living in 
HOA neighborhoods about the importance of stormwater pollution prevention.  Here are two 
graphics used on the digital media platform. 

 

 

 

From March 9 through April 28, 2022, iHeart Media ran stormwater and pollution prevention 
awareness campaigns resulting in just under 300,000 impressions and over 600 clicks.  
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The response rate for this promotion stayed fairly even with the ad delivery. 

Most of the activity was in the Phoenix metro area but also included east, west, and northern 
portions of Arizona. 
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STORM’S WEBSITE (www.azstorm.org) 

New viewers to azstorm.org:  12,910 (87% of total users) 

Total users: 13,012 

Returning users: 102 (13% of total users) 

Average screen time: 29 seconds 

Total page views: 18,455 

Total sessions:  14,816 

Number of sessions per user: 1.14  

Pages viewed per session: 1.25 

Bounce rate: 88.67% 

 

This uptick in viewership was a result of the ABC15 Monsoon Awareness social media campaign 
and an increase in STORM’s Facebook page post boosting. 
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STORM’S FACEBOOK PAGE (www.facebook.com/StormWaterOutreach) 

Consistent posting by the Social Media sub-committee on STORM’s Facebook page in 
conjunction with ABC15 and iHeart Media’s digital cross-promotion have resulted in a 443.1% 
INCREASE in STORM’s Facebook page reach and a 57.1% increase in the page’s “likes”.   

STORM members contributed time to post and interact with the public on STORM’s Facebook 
page. Facebook posts by the Social Media committee increased during FY22.  It is worthwhile to 
note when Facebook posts were boosted, the response and viewership dramatically increased.  
Once STORM began boosting its own posts, an overall increase of 477% was witnessed in activity 
on STORM’s Facebook page.  See examples of posts/graphics from STORM’s Facebook page 
below. Given the positive response, the digital and social media committees will continue to 
increase STORM awareness throughout social media channels via self-promotion and 
partnerships with digital media outlets. 

 

 

New for FY22: Boosting Facebook Posts.  When Facebook posts, created by the social media 
committee, were boosted, the reach increase stayed fairly consistent with the overall Facebook 
Page Reach stats.  As posts were boosted, STORM’s message to the community significantly 
increased.  This shows the power of digital media. 
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STORM’s PRINTED MATERIALS   
One of the areas of focus for FY22 was a Best Management Practices Manual.  This manual addresses 
general BMPs for homeowners, Home Owner Associations (HOAs), development, and citizens in general 
in an effort to educate on the importance of everyday BMPs we can do which help impact the quality of 
our surface waters. 
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The other area of focus was in the classroom.  Previously, STORM produced a middle-school based 
activity book which has been a huge success in the classroom.  This year, STORM produced a lower-
elementary based activity book to reach younger students. 

 


