
MPWMD PUBLIC OUTREACH REPORT  
May 1 to September 29



May 15, 16

• BRAND AD

• ASR / PWM Ad

• Half page - MC Weekly, Pinecone



May 15

• NEWSLETTER

• ASR / PWM

• Recipients: 19,994 / Opened: 6,640 / Clicks: 55



May 20

• SOCIAL MEDIA  

• ASR / PWM / Boosted

• Facebook / 116 (39 likes / 52 comments) 

• Instagram / 1,060 (9 likes)  



June 26 thru July 31

• Summer Splash Campaign

• Full Page - MC Weekly, Pinecone

• Digital Ads – Monterey Bay Parent 

• Results – 478 Entries (+48 over previous year)  



July 25

• SOCIAL MEDIA  

• Summer Splash / Boosted

• Facebook / 116 (21 likes) 

• Instagram / 1,060 (50 likes)  



July 9, 28, 31

• NEWSLETTER

• Summer Splash

• Recipients: 19,844 / Opened: 7,758 / Clicks: 169



July 17, 18

• Brand Ad

• Mulch Madness

• Half page: MC Weekly, Pinecone

• Results: 200 people showed up



July 22

• NEWSLETTER

• Mulch Madness

• Recipients: 21,132 / Opened: 8,019 / Clicks: 40



August 1

• Brand Ad

• Car Week

• Half page: MC Weekly, Pinecone



August 1

• SOCIAL MEDIA  

• Car Week

• Facebook / 116 (1 share) 

• Instagram / 1,060 (3 likes)  



September 1

• PENINSULA NEWS

• Steelhead Video



September 15

• Brand Ad

• Flow Meter Rebate

• Half page: MC Weekly, Pinecone



September 23

• NEWSLETTER

• PWM Open House

• Recipients: 22,129 / Opened: 6,544 / Clicks: 133

• Sept. 29 – 147 out of 200 tickets reserved



CURRENT PUBLIC OUTREACH STRATEGY
• Inform, Educate, Correct Misinformation, Reassure, Advocate

• Demonstrate Transparency (differentiate - fact v fiction)

• Bi-Monthly Newsletter – Progress Highlights / Hot Topics

• Publicity – Stay current  

• Advertising

• Social Media – Next Door, Instagram, Facebook, 

• Presentations, Town Halls


