
FY2026 PUBLIC EDUCATION CAMPAIGN



• Investment Needs

• $3B+ annually needed for underground water infrastructure

• Additional funding required for:

▪ 100+ drinking water treatment facilities

▪ 59 wastewater treatment facilities

▪ 25 combined sewer overflow facilities

▪ 13,000 road-stream crossings

• Flooding and Aging Infrastructure Challenges

• Frequent, extreme, and intense rainfall stress aging systems

• Without investment, expect worsening service, water quality, and flooding

• SEMCOG Response and Initiatives

• Analyzing vulnerabilities in stormwater and transportation networks

• Providing planning resources to improve system resilience

BACKGROUND



• Community Role in Water Quality

• Southeast Michigan’s water quality depends heavily on resident support and action

• Campaign Purpose

• One Water is a regional partnership led by SEMCOG and the Great Lakes Water Authority (GLWA)

• Aims to raise public awareness of water challenges and promote individual stewardship

• Each iteration builds on the foundation laid in 2019

• 2026 Campaign Highlights

• Focused on educating residents about drinking water, stormwater, and wastewater

• Education around flooding and resilience

• Encouraged actions individuals can take to protect water resources

CAMPAIGN OVERVIEW



• Public education – important initiative in our 2018 

Water Resource Plan

• Water Infrastructure Planning Guide and Growing our 

Resilience, Equity, and Economy with Nature 

(GREEN) Initiative

• Support community’s MS4 Phase II Public Education 

Requirements

• Partners for Clean Water

I MP LEMENTIN G ONE WATER

Focuses on the importance of stormwater, drinking water, 

and wastewater systems and how they are all connected



• Communities in Southeast Michigan with MS4 Phase II Public Education Program (PEP) 

requirements can effectively leverage SEMCOG’s One Water Campaign to meet their educational 

goals. The One Water campaign offers resources and outreach materials designed to raise 

awareness about protecting and enhancing water quality.

MS4 PHASE I I  REQUI REMENTS



GIVEAWAY

ITEMS FOR BUNDLES

• Tip cards

• Fats, Oils, and Grease (FOG) bags

• Pet Waste Bags

• Water-resistant Phone Cases for 

Recreation



TIP CARDS

• Tip cards and pamphlets offered in 

English, Spanish, and Arabic

• Available for download on our 

website

Orion Township Hall



Cards Redesigned:





ONE WATER IMPLEME NTATION

1 5 2  C O M M U N I T IE S

in Southeast Michigan have 

received campaign materials 

since the beginning of the 

One Water campaign

6  C O M M U N IT I E S

in Southeast Michigan 

received materials for their 

first time this fiscal year

7 Counties

82 Cities

56 Townships

13 Villages

6 0 +  G R O U P S  A N D  

O R G A N I Z AT I ON S

in Southeast Michigan have 

received campaign materials 

since the beginning of the 

One Water campaign

*Based on the information currently 

provided by local partners and 
communities

*



SEMCOG’S PUBLIC 

EDUCATION INITIATIVE

Campaign blitz: June 6 – 14, 2026

• Great Lakes and Fresh Water Week 

(GLFWW)

• Statewide theme: Protecting the Great 

Lakes Sustains Us



MEDI A KI T

• Website

• Tip cards

• Sample newsletter article

• Social media messages

• Video files



• Social media videos and graphics

• Trivia questions (Instagram stories)

SOC IA L BLITZ



DA I LY TRI VI A FO CU SE D  O N R ES I LI E NCE  A N D 

E DU CATIO N

• Trivia views: 446
• Trivia votes: 28



UTIL I Z ING ON E WATER  MES SAGE S



F lood ing  v ideo mess ages

Before a flood event During and after a flood event



FY2026 ANALYTI CS

• Organic on social (Facebook, 
Instagram, LinkedIn, TikTok, and X)

o Impressions: 814,054

o Engagement: 3,017

o Clicks: 322

o Video views: 25,419

o Shares: 32

o Reactions: 1953

o Comments: 181

• Instagram stories

o Trivia views: 446

o Trivia votes: 28

• Paid on social (Facebook, Instagram, 
LinkedIn)

o Impressions: 526,244

o Engagement: 30,587

o Clicks: 446

o Video views: 30,426

• Total impressions: 1,340,298



PAID AD P LA CEMENT IMP RESS ION S

• Broadcast TV spots

• TV-20: 1,142,000

• WDIV/METV: 1,479,700

• METV/cozi: 342,000

• CW50: 282,945

• Effectv (Comcast) cable: 950,490 

• OTT Streaming: 1,553,525

• Total Impressions: 5,750,660



HI STORI CAL I MPRESSIONS

• 7 million impressions 
during the FY2026. 

• In the history of the 
campaign (beginning in 
2019), there have been 
over 91.7 million total 
impressions.



WE BSITE VI EWS

• 4-year average: 2,073

May 5 – June 5, 2026 Jun 6 – Jun 14, 2026 Jun 15 – Jul 15, 2026

Views 447 998 154

Total users 242 865 136

Event count 1585 3404 562

Session 275 886 138

Avg time on page 0:34 0:06 0:04

Campaign



CONTACT

INFORMATION

Bailee Pasienza, Planner II, 
Environment and Infrastructure
Pasienza@semcog.org

Sydney Jackson, Specialist II, 
Communications
Jackson@semcog.org
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