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Background

MS4 Permit dated June 1, 2015 included the following 

language under Public Education and Outreach:

“The permittee shall perform an on-line survey of the public knowledge 

base and attitude about stormwater and the MS4 program using the 

LEXserv billing program or an effective equivalent.”

Lexington’s 2016 Stormwater Quality

Management Program scheduled the

survey for Year 3.  It was completed

in the Spring-Summer of 2018.
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Background

 1st Stormwater Survey completed Summer 2009

• Water Quality Management Fee enabling ordinance passed

• MS4 Permit effective September 1, 2009

• Needed baseline data

 2nd Stormwater Survey completed Summer 2014

• Had the public’s knowledge about stormwater and water quality 

improved in 5 years?

 3rd Stormwater Survey completed Spring / Summer 2018



Survey



Survey Overview

 OpinionWorks, LLC contracted for $48,030

• $28,030 – survey

• $20,000 – focus group 

 Conducted April – May

 Randomly selected based on address

• Phone

• Mail

• Online

 Demographics

• 25yo+

• Resident of Fayette County

• Single-family residence w/ a yard

 705 completes



Survey Topics

 Campaign Planning (media pref & social identity)

 General knowledge, attitude, behavior, belief

 Lawn care (fertilizer focus)

 Dog waste

 Litter 

 Sewer pipe care

 Car care



Survey Insights





















Survey Comparisons
Now and Then



Does the water that is flushed down toilets and drains go to 

the same place as water that goes down street drains? NO

OR is rainwater cleaned at a wastewater treatment plant? NO
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Do you live in a watershed? 
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How serious of an impact do the following have on water 

quality? 

• 5 is serious impact, 1 is no impact

• Responses of 4 or 5 combined below
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When you are cooking and have leftover oil or grease 

that you need to dispose of, what do you usually do with 

it? 
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How do residents get information?

• What would be the most effective way to reach you? 

(2014)

• What sources of information do you use to get local 

news and information? options: never, rarely, 

sometimes, frequently (2018)

0 10 20 30 40 50 60 70

social media

television

2014 2018



Do you pick up your pet waste? 

• 2018 specified “when you are not home, like at a park 

or on a walk”

• 2012 did not specify where

0 10 20 30 40 50 60 70 80 90 100

Never

Rarely or seldom

Sometimes

Always or usually

2012

2018



Do you know what the Water Quality Management Fee pays for? 

• 2012 – yes; no and no answer are combined

• 2018 - open-ended question to 62% who said they pay the fee
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Focus Groups



Focus Group Overview

 OpinionWorks, LLC

 Conducted July 9 & 10, 2018

 Topics

• Lawn care & landscaping professionals

• Homeowners who care for their own lawns

• Apartment dwellers who have dogs

• People who use flushable wipes



Insights: General

 Neighborhood associations were brought up frequently

 Messages need to be simple and straightforward

 People want to know why (why care/why do the action?)

 Sets of ordinances and enforcement practices seem 

unclear/uneven (lawn care – home & professional)

 Citizens appreciate city efforts to engage them in 

positive environmental behaviors

 Family, kids, pets, animals motivating 



Using the Data



 Look to water quality data, Stormwater Stakeholder 

Advisory Council and public survey to set 

outreach/engagement priorities

 As watershed efforts ramp up, pair outreach efforts with 

those

 Revamp mass marketing campaign – brand, messaging 

and ad buy strategies

 Consistent messaging at focused times across the 

outreach/engagement spectrum



Questions?


