
 

Air North Texas Coalition 
Thursday, November 20, 2025 

1:30 – 3:00 pm 
 

Agenda 
 
 
1. Introductions ....................................................................................................... Kimberlin To, NCTCOG 
 
2. Overview 

a.  September 18 Meeting ........................................................................................... Kimberlin To 
 

3. Discussion 

a. Air Quality Update .............................................................................. Daniela Tower, NCTCOG 

b. Administrative Announcements/Reminders ............................................................ Kimberlin To 

i. Outreach Items 

ii. Clean Air Corner 

iii. Annual Awards Luncheon - pending 

c. Website Quantification/Social Media Report ................................. Kenny Bergstrom, NCTCOG 

d. Paid Education Performance Measures ................................................ Frances Key, NCTCOG 

e. 2026 Schedule  ........................................................................................................ Kimberlin To 

4. Other/Member Updates ........................................................................................................ Kimberlin To 
 

5. Additional Items .................................................................................................................... Kimberlin To 

a. Next Meeting Information: 
Thursday, January 15 
Microsoft Teams Call 
 
Conference Call: TBD 
Conference ID: TBD 



NCTCOG PRESENTATION

End of the 2025 Ozone 
Season
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Colors represent Air Quality 
Index Breakpoints for Ozone

Regulatory Ozone Monitors - Design Values 2025

Predominant
Summer Wind 
Direction

Air North Texas Coalition - Nov. 2025

November 2025
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Source: TCEQ

8-Hour Ozone Design Value Trends

Air North Texas Coalition - Nov. 2025

Not a full-3-year 
Ozone Period: 

As of Nov 14, 2025
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2008 Ozone National Ambient Air Quality Standards 
Attainment Scenario (75ppb)

Monitor Values as of Nov 14, 2025

Based on 2023-2025 TCEQ ozone monitoring data

Highest Monitors
4th Highest Value for Season Current 2025 

Ozone Season 
Design Value2023 2024 2025

Fort Worth Northwest 84 85 82 83

Frisco 82 84 85 83

Eagle Mountain Lake 81 89 76 82

Keller 80 88 77 81

Denton Airport South 78 84 78 80

Pilot Point 81 83 77 80

Air North Texas Coalition - Nov. 2025

https://www.tceq.texas.gov/cgi-bin/compliance/monops/8hr_attainment.pl
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8-Hour Ozone NAAQS - Exceedance Trends
AQI Exceedance Levels

Based on 2015 Standard (≤70 ppb) as of Nov 14, 2025 

Exceedance Level indicates daily maximum eight-hour average ozone concentration.
Exceedance Levels are based on Air Quality Index (AQI) thresholds established by the EPA for the for the revised ozone standard of 70 ppb.  

Source: TCEQ http://www.tceq.state.tx.us/cgi-bin/compliance/monops/8hr_monthly.pl 

ppb = parts per billion

Air North Texas Coalition - Nov. 2025

http://www.tceq.state.tx.us/cgi-bin/compliance/monops/8hr_monthly.pl
http://www.tceq.state.tx.us/cgi-bin/compliance/monops/8hr_monthly.pl
http://www.tceq.state.tx.us/cgi-bin/compliance/monops/8hr_monthly.pl
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DFW 10-County Nonattainment Area Major Point Sources: Nitrogen Oxides (NOx)*

County

Number of Major Point Source Facilities

Emission 
Totals (tpy)

Total Percent of 10-
County Major 
Source Point 

Emissions

Cement, 
Hydraulic 

(Kilns)
Electric 

Services (EGUs)

Crude 
Petroleum & 
Natural Gas

Other 
(91 

Source 
Types)

Collin - 1 0 12 93 0.8%
Dallas - 2 0 65 1,064 9.6%
Denton - 2 11 13 234 2.1%
Ellis 3 2 0 22 4,487 40.4%
Johnson - 1 19 14 1,211 10.9%
Kaufman - 1 0 5 1,327 11.9%
Parker - - 7 17 274 2.5%
Rockwall - - 0 3 13 0.1%
Tarrant - 1 14 50 770 6.9%
Wise - 1 50 7 1,645 14.8%
Total 3 11 101 208 11,118 100.0%

2023 Point Source Reports on NOx

Source: TCEQ - 2023 Point source data extracted from the State of Texas Air Reporting System (STARS) on November 30, 2023.
*Data maybe subject to revisions and corrections and is a snapshot of the data extracted on the date specified. 

Air North Texas Coalition - Nov. 2025
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Ground-Level Ozone: Precursor NOx 
2026 Inventory of Nitrogen Oxides (NOx) – 187.5 t/d

Source: NCTCOG & TCEQ 7Air North Texas Coalition - Nov. 2025

2006 Inventory of Nitrogen Oxides (NOx) – 581.9 t/d
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Ground-Level Ozone: Precursor VOCs
2026 Inventory of Volatile Organic Compounds 

(VOC) – 386.8 t/d
2006 Inventory of Volatile Organic Compounds 

(VOC) – 581.9 t/d

Area Sources 71%

On-road 
Mobile 9%

Non-Road 
Mobile 11%

Point 
Sources 6%

Oil & Gas 
2%

Off-Road 
Mobile 1%

Air North Texas Coalition - Nov. 2025
  



Known Challenges for the DWF Region

Diesel Engine Tampering (Mechanical vs. Computer)

Regional Inspection/Maintenance Program Fraud 

Emissions Associated to Concrete Batch Plant Permits

Over-Sized/Over-Weight Truck Operations

Light Duty Truck and Trailers (landscaping, towing, etc.)

Bitcoin and Artificial Intelligence Data Centers Requiring 
Increased Energy

9Air North Texas Coalition - Nov. 2025
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AQ Control Strategies &  Local Air Quality Programs

Air North Texas Coalition - Nov. 2025



https://www.nctcog.org/trans/quality/air

CHRIS KLAUS
Senior Program Manager

cklaus@nctcog.org
817-695-9286

JENNY NARVAEZ
Program Manager 

jnarvaez@nctcog.org
817-608-2342

VIVEK THIMMAVAJJHALA
Senior Transportation System 

Modeler
vthimmavajjhala@nctcog.org

817-704-2504

DANIELA TOWER
Air Quality Planner
dtower@nctcog.org

817-704-5629

11

ANALISA GARCIA
Air Quality Planner
agarcia@nctcog.org

817-695-9170

For More Information

Air North Texas Coalition - Nov. 2025

https://www.nctcog.org/trans/quality/air
mailto:cklaus@nctcog.org
mailto:jnarvaez@nctcog.org
mailto:vthimmavajjhala@nctcog.org
mailto:dtower@nctcog.org
mailto:agarcia@nctcog.org
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Air North Texas Web Analytics 

Air North Texas 
Presentation 2

Total Views 8,602

Users 5,712

Avg. engagement time per user 11s



Air North Texas 
Presentation 3

163,735 1,852
66.68% 0.29% 33.07%
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How Users Found Air North Texas

Air North Texas 
Presentation 5
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Top Pages Viewed 

Air North Texas 
Presentation 6
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AIR NORTH TEXAS 
PARTNERS
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Air North Texas 
Presentation 10

Kimberlin To

Communications 
Supervisor

(817) 608-2362

kto@nctcog.org

Air North Texas Coalition Web Page:

https://www.nctcog.org/trans/about/committees/air-north-texas-coalition 

Katherine Cadena

Community Outreach 
Intern

(817) 695-9109

kcadena@nctcog.org

https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
https://www.nctcog.org/trans/about/committees/air-north-texas-coalition
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PERFORMANCE 
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Air North Texas & Clean Air Action Day

• Provide a comprehensive air 
quality resource. 

• Promote a consistent, regional 
air quality message. 

• Leverage existing resources and 
program strengths in a 
collaborative effort. 

• Increase public awareness of 
specific opportunities for 
residents to reduce emissions. 

• Motivate residents to make 
clean air choices. 

Goals
Air North Texas messaging will 
highlight Air North Texas as the 
regional source for air quality 
information. To allow for a clear, 
memorable explanation of Air North 
Texas, general campaign messaging 
will remain consistent throughout 
the year and will encourage North 
Texans to visit 
www.airnorthtexas.org to learn 
about air quality, how it can be 
improved, and to sign up for Air 
North Texas air pollution alerts. 

Select paid ads will focus on Clean 
Air Action Day. 

Strategy
• North Texans

• Air North Texas Partners 
(Public and Private) 

• Elected Officials 

• Local governments and 
businesses 

• School district 
communications 
professionals and teachers 

• Media 

Audience

FY25 Performance Measure Report 2



Paid Education Campaigns

Image Provided By Getty ( source for 
external images only)



Air North Texas & Clean Air Action Day

FY25 Performance Measure Report 4

Expense Breakdown
Budget: $205,000

Medium Project Code Timeframe Budgeted Spent

Out of Home May – Sept. 2025 $110,000.00 $125,000.00

Print May – Sept. 2025 $30,000.00 $32,790.00

Social Media May – Sept. 2025 $35,000.00 $13,000.00

Audio May – June 2025 $30,000.00 $30,000.00

TOTAL SPENT $205,000.00 $200,790.00



Air North Texas & Clean Air Action Day 
FY25 Advertising Schedule

FY25 Performance Measure Report 5

Medium October '24 November December January '25 February March April May June July August September Actual Cost Budget

115,000.00$          

10,000.00$             

3,840.00$               

4,000.00$               

4,000.00$               

5,500.00$               

7,450.00$               

3,000.00$               

Axios 5,000.00$               

15,000.00$             

15,000.00$             

Social Media and 
Search

13,000.00$             35,000$                    

200,790.00$          205,000$                 

Out of Home

Print/Digital

Audio

OutFront (CAAD throughout May into June, then general messaging and/or Ozone 
Action  Day messaging)

DFW Child

DK Media (Korea Town News)

Al Dia

Natural Awakenings (Combo print & digital)

Dallas Observer

Tre Magazine

Volta

Meta (Facebook and Instagram)

Uforia Spanish Audio Streaming

110,000$                 

30,000$                    

30,000$                    

Audacy TWIN
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Paid Campaigns and Website Traffic
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Clean Air Action Day

Image Provided By Getty ( source for 
external images only)



Justification Statement: OOH ensures high, 
repeated visibility in key areas, reaches a broad 
and diverse audience in their daily routines, 
reinforced digital/radio messaging, and delivers 
community-focused air quality calls to action 
right where behavior change decisions happen.

Location: 43 rotating digital boards throughout 
OutFront network within DFW region that 
dynamically responded to the AQI for the day

Timeline: May 26 – June 6, 2025

Spent: $9,352.98

Est. Impressions: 2,200,702

FY25 Performance Measure Report 8

Out of Home: OutFront



Justification Statement: Volta  charging stations 
reach an eco-conscious audience in a relevant 
setting, provide extended engagement time, allow 
for flexible digital messaging, and reinforce the 
campaign’s credibility as a leader in promoting 
clean air solutions.

Location: 18 screens throughout the DFW region

Timeline: May 15 – June 6, 2025

Est. Impressions: 303,279

FY25 Performance Measure Report 9

Out of Home: Volta Charging Stations



FY25 Performance Measure Report 10

Digital: Axios
Justification Statement: Taking over the Axios 
Dallas homepage maximized visibility, reached 
influential local audiences in a credible context, 
and delivered timely clean air messages with 
strong impact.

Timeline: June 2 – 6, 2025

Impressions: 125,947

Clicks: 130

CTR: 0.10%



Justification Statement: Al Dia reaches North Texas’ 
large Spanish-speaking population with accessible, 
culturally relevant air quality messages. The paper 
provides trusted communication, ensures equitable 
access to alerts and tips, and builds strong community 
engagement through both print and digital platforms.

Timeline: May 28 – June 4, 2025

Print Circulation: 125,000 weekly

Est. Impressions: 250,000

FY25 Performance Measure Report 11

Print/Digital: Al Dia



Justification Statement: KTN reaches the North 
Texas Korean-speaking community with 
culturally relevant, in-language air quality 
messages, ensuring equitable access to clean air 
information, building trust within an underserved 
audience, and extending campaign reach across 
both print and digital platforms.

Timeline: May – June 2025

Circulation: 10,000 weekly

Location(s): Korean markets and retail outlets 
throughout the DFW region

Est. Impressions: 30,000

FY25 Performance Measure Report 12

Print/Digital: Korea Town News



Justification Statement: Trẻ Magazine 
reaches the Vietnamese-speaking 
community in North Texas with culturally 
relevant, in-language clean air messages. 
This supports equitable outreach, builds 
trust, and ensures key air quality 
information is accessible to one of the 
region’s largest Asian communities.

Timeline: May – June 2025

Circulation: 7,000 weekly

Location(s): DFW grocery stores, health 
clinics, legal offices, salons, and more 
serving the Vietnamese community

Est. Impressions: 21,000

FY25 Performance Measure Report 13

Print/Digital: Trẻ Magazine



Justification Statement: Natural 
Awakenings reaches health-conscious, 
environmentally minded readers who are 
already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly 
lifestyles, reinforcing the campaign’s 
mission to improve regional air quality.

Timeline: June 2025 issue

Circulation: 250,000+ monthly

Location(s): DFW health food stores, retail 
stores, spas and retreat centers, holistic 
clinics and centers, and more

Est. Impressions: 250,000

FY25 Performance Measure Report 14

Print/Digital: Natural Awakenings



Justification Statement: Natural Awakenings 
reaches health-conscious, environmentally minded 
readers who are already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly lifestyles, 
reinforcing the campaign’s mission to improve 
regional air quality.

Timeline: May 30, 2025

Sent: 14,500

Open Rate: 37%

Impressions: 5,365

FY25 Performance Measure Report 15

Digital: Natural Awakenings



FY25 Performance Measure Report 16

Audio: Audacy

Justification Statement: Audacy’s traffic and weather 
network reaches drivers during peak commute times 
with timely, trusted messaging. This places clean air 
tips and ozone alerts in context, influencing real-time 
travel behaviors that directly impact air quality.

Timeline: May 19 – June 8, 2025

Impressions: 2,878,700

Reach: 1,629,500

Frequency: 1.77

Stations: KJKK-FM, KSPF-FM, KVIL-FM + Internet 
Streaming
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Audio: Univision

Justification Statement: Univision’s Uforia audio 
streaming platform reaches a large, engaged 
Hispanic audience with culturally relevant 
messaging. The platform’s music and talk content 
allows for targeted in-language ads that connect 
with listeners during daily routines, reinforcing 
clean air actions in a trusted environment.

Timeline: May 1 – June 6, 2025

Spent: $15,000.00

Guaranteed Impressions: 1,500,000

Delivered Impressions: 1,500,243

Reach: 277,193

Frequency: 5.41


Blues

30.51125
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Social Media: Meta (Facebook & Instagram)
Justification Statement: Meta platforms reach a 
wide, diverse, North Texas audience with highly 
targeted, cost-effective ads. The platforms allow for 
demographic, interest, and language targeting, 
deliver engaging visuals and video content, and 
encourage interaction through shares and comments 
– helping amplify clean air messages and drive 
community-wide awareness and action.

Timeline: May 24 – June 6, 2025

Budget: $2,800.00

Spent: $1,400.02

Impressions: 103,747

Reach: 62,857

Frequency: 1.65

Clicks: 2,255

CTR: 2.17%

CPC: $0.62



English

Budget: $1,900.00

Spent: $950.00

Impressions: 31,554

Reach: 25,137

Frequency: 1.53

Clicks: 1,598

CTR: 3.28%

CPC: $0.57

Spanish

Budget: $900.00

Spent: $450.00

Impressions: 72,193

Reach: 39,696

Frequency: 1.60

Clicks: 657

CTR: 0.72%

CPC: $0.99

FY25 Performance Measure Report 19

Social Media: Meta (Facebook & Instagram)



Air North Texas General Messaging

Image Provided By Getty ( source for 
external images only)



Justification Statement: OOH ensures high, 
repeated visibility in key areas, reaches a broad 
and diverse audience in their daily routines, 
reinforced digital/radio messaging, and delivers 
community-focused air quality calls to action 
right where behavior change decisions happen.

Location: 43 rotating digital boards throughout 
OutFront network within DFW region that 
dynamically responded to the AQI for the day

Timeline: May 2 – May 25, June 7 – Sept. 30, 2025

Spent: $105,766.47

Est. Impressions: 24,886,228

FY25 Performance Measure Report 21

Out of Home: OutFront



Justification Statement: Volta  charging stations 
reach an eco-conscious audience in a relevant 
setting, provide extended engagement time, allow 
for flexible digital messaging, and reinforce the 
campaign’s credibility as a leader in promoting 
clean air solutions.

Location: 18 screens throughout the DFW region

Timeline: June 7 – June 30, 2025

Impressions: 738,830

FY25 Performance Measure Report 22

Out of Home: Volta Charging Stations



Justification Statement: Al Dia reaches North Texas’ 
large Spanish-speaking population with accessible, 
culturally relevant air quality messages. The paper 
provides trusted communication, ensures equitable 
access to alerts and tips, and builds strong community 
engagement through both print and digital platforms.

Timeline: May 7 – 21,  June 18 – Sept. 10, 2025

Print Circulation: 125,000 weekly

Est. Impressions: 1,125,000

FY25 Performance Measure Report 23

Print/Digital: Al Dia



Justification Statement: DFW Child reaches parents 
and families who are concerned about children’s health 
and well-being. By placing clean air messages in this 
trusted parenting resource, the campaign connects air 
quality to family health, encourages protective 
behaviors, and builds awareness among a community 
motivated to act.

Timeline: June/July 2025 and Aug./Sept. 2025 issues

Circulation: 285,000+ emailed 

Locations: Print issues distributed to select Tom 
Thumb, HEB, Central Market, and Market Street 
grocery stores, in addition to NorthPark Center, Shops 
at Willow Bend, Shops at Clear Fork, hospitals, schools, 
libraries, and health clinics

Est. Impressions: 570,000+

FY25 Performance Measure Report 24

Print/Digital: DFW Child
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Print/Digital: Dallas Observer
Justification Statement: Dallas Observer’s Summer 
2025 issue reaches an engaged local audience during 
peak outdoor season. The special issue has high 
readership and a long shelf life, making it a timely 
platform to highlight clean air actions when ozone 
levels and outdoor activities are at their highest.

Timeline: Summer 2025 issue (May 2025)

Circulation: 42,000

Locations: Nearly 1,270 locations throughout the 
east side of the DFW region with a 98% pick-up rate

Est. Impressions: 250,000
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Print/Digital: Dallas Observer
Justification Statement: Dallas Observer’s Summer 
2025 issue reaches an engaged local audience during 
peak outdoor season. The special issue has high 
readership and a long shelf life, making it a timely 
platform to highlight clean air actions when ozone 
levels and outdoor activities are at their highest.

Timeline: May 23, 2025

Sent: 32,965

Open Rate: 31%

Impressions: 10,208

Clicks: 510

CTR: 0.05%



Justification Statement: KTN reaches the 
North Texas Korean-speaking community 
with culturally relevant, in-language air 
quality messages, ensuring equitable 
access to clean air information, building 
trust within an underserved audience, and 
extending campaign reach across both 
print and digital platforms.

Timeline: May – Sept. 2025

Circulation: 10,000 weekly

Location(s): Korean markets and retail 
outlets throughout the DFW region

Est. Impressions: 90,000

FY25 Performance Measure Report 27

Print/Digital: Korea Town News



Justification Statement: Trẻ Magazine 
reaches the Vietnamese-speaking 
community in North Texas with culturally 
relevant, in-language clean air messages. 
This supports equitable outreach, builds 
trust, and ensures key air quality 
information is accessible to one of the 
region’s largest Asian communities.

Timeline: May – Sept. 2025

Circulation: 7,000 weekly

Location(s): DFW grocery stores, health 
clinics, legal offices, salons, and more 
serving the Vietnamese community

Est. Impressions: 63,000

FY25 Performance Measure Report 28

Print/Digital: Trẻ Magazine



Justification Statement: Natural 
Awakenings reaches health-conscious, 
environmentally minded readers who are 
already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly 
lifestyles, reinforcing the campaign’s 
mission to improve regional air quality.

Timeline: July 2025

Circulation: 250,000+ monthly

Location(s): DFW health food stores, retail 
stores, spas and retreat centers, holistic 
clinics and centers, and more

Est. Impressions: 250,000

FY25 Performance Measure Report 29

Print/Digital: Natural Awakenings



Justification Statement: Natural 
Awakenings reaches health-conscious, 
environmentally minded readers who are 
already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly 
lifestyles, reinforcing the campaign’s 
mission to improve regional air quality.

Timeline: Sept. 25, 2025

Circulation: 250,000+ monthly

Location(s): DFW health food stores, retail 
stores, spas and retreat centers, holistic 
clinics and centers, and more

Est. Impressions: 250,000

FY25 Performance Measure Report 30

Print/Digital: Natural Awakenings



Justification Statement: Natural 
Awakenings reaches health-conscious, 
environmentally minded readers who are 
already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly 
lifestyles, reinforcing the campaign’s 
mission to improve regional air quality.

Timeline: May 2025, Aug. 2025

Impressions: 114,517 

Clicks: 469

CTR: 0.42%

FY25 Performance Measure Report 31

Digital: Natural Awakenings



Justification Statement: Natural 
Awakenings reaches health-conscious, 
environmentally minded readers who are 
already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly 
lifestyles, reinforcing the campaign’s 
mission to improve regional air quality.

Timeline: June – Sept. 2025

Est. Reach: 304,000

FY25 Performance Measure Report 32

Digital: Natural Awakenings



Justification Statement: Natural Awakenings 
reaches health-conscious, environmentally minded 
readers who are already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly lifestyles, 
reinforcing the campaign’s mission to improve 
regional air quality.

Timeline: July 1, 2025

Sent: 14,500

Open Rate: 36%

Opens: 5,220

FY25 Performance Measure Report 33

Digital: Natural Awakenings



Justification Statement: Natural Awakenings 
reaches health-conscious, environmentally minded 
readers who are already receptive to sustainability 
messages. This aligns clean air actions with 
personal wellness and eco-friendly lifestyles, 
reinforcing the campaign’s mission to improve 
regional air quality.

Timeline: Aug. 1, 2025

Sent: 14,500

Open Rate: 38%

Impressions: 5,510

FY25 Performance Measure Report 34

Digital: Natural Awakenings
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Social Media: Meta (Facebook & Instagram)
Justification Statement: Meta platforms reach a 
wide, diverse, North Texas audience with highly 
targeted, cost-effective ads. The platforms allow for 
demographic, interest, and language targeting, 
deliver engaging visuals and video content, and 
encourage interaction through shares and comments 
– helping amplify clean air messages and drive 
community-wide awareness and action.

Timeline: May 8 – May 23, June 7 – Sept. 30, 2025

Budget: $11,600.00

Spent: $11,600.00

Impressions: 2,331,894

Reach: 295,475

Frequency: 7.89

Clicks: 19,686

CTR: 0.84%

CPC: $0.59



English

Budget: $7,750.00

Spent: $7,750.00

Impressions: 1,593,914

Reach: 272,837

Frequency: 5.84

Clicks: 13,350

CTR: 0.84%

CPC: $0.60

Spanish

Budget: $3,850.00

Spent: $3,850.00

Impressions: 737,980

Reach: 138,040

Frequency: 5.35

Clicks: 6,336

CTR: 0.86%

CPC: $0.63

FY25 Performance Measure Report 36

Social Media: Meta (Facebook & Instagram)



May 1 – Sept. 30, 2025
Total: 55,238

Home: 28,562

Clean Air Action Day: 1,489

Ozone: 586

Sign Up for Alerts: 487

Clean Air corner: 322

FY25 Performance Measure Report 37

Website Views 
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Website Active Users 

May 1 – Sept. 30, 2025
Total: 27,784

Home: 24,831

Clean Air Action Day: 1,068

Ozone: 484

Sign Up for Alerts: 279

Clean Air Corner: 155
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Website Average Engagement Time per Active User

May 1 – Sept. 30, 2025
Average: 20s

September Festivals and Fairs in North Texas: 38s

Ozone: 32s

How to Take Action: 31s

Clean Air Corner: 28s

Clean Air Action Day: 27s



Insights and Recommendations

FY25 Performance Measure Report 40

Strengths
Out of Home (OOH) delivered enormous estimated impressions for both the CAAD push (over 2.2 million 
impressions) and the general messaging campaign (over 24.8 million impressions), ensuring high visibility 
across the region.

Audio channels were highly effective at reaching key audiences, especially commuters during peak times. 
Audacy delivered nearly 2.9 million impressions and Univision delivered over 1.5 million impressions.

The campaign successfully prioritized in-language media, reaching North Texas’ diverse communities 
through partners like Al Dia (Spanish), Univision (Spanish/Hispanic audio), Korea Town News (Korean), 
and Trẻ Magazine (Vietnamese).
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Challenges
Aside from the high-performing Meta ad, overall digital engagement was low. The Axios digital homepage 
takeover resulted in only a 0.10% CTR.

Despite high-impression campaigns promoting Clean Air Action Day, the dedicated CAAD webpage only 
received 1,489 views, representing just 2.7% of the total website traffic (55,238 views). This indicates a 
significant disconnect between the high awareness generated by OOH and Audio and the ability of those 
channels to drive users to the desired online action.

The average engagement time for the Clean Air Action Day page (27s) was below other key pages like 
September Fairs and Festival (38s) and Ozone (32s).
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Anything of Note in Comparison to Previous Fiscal Year (FY)
FY25’s shift from platform-specific audio (Spotify) to high-reach dayparted audio (Audacy and Univision) 
was highly successful in generating 4.3 million targeted impressions. The campaign traded the massive 
impression volume of FY24’s OOH placements for the dynamic relevance of FY25 AQI-responsive boards. 
Continue the expanded audio strategy and seek an OOH solution that combines the high-traffic volume of 
the FY24 placements with the dynamic, timely messaging of the FY25 boards.

The campaign can create an excellent, engaging landing page (evidenced by the 27-second engagement 
time in FY25), but it is failing to get people there (evidenced by an 84% drop in page views from FY24 to 
FY25). The campaign should implement vanity URLs and QR codes to ensure direct, trackable traffic to the 
high-quality website content.
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Future Recommendations
Implement vanity URLs for OOH and Audio. Since these platforms drive high impressions but low website 
traffic, use clear, memorable, and unique vanity URLs (e.g., AirNorthTexas.org/CAAD) or QR codes on OOH 
(like Volta) to directly track and improve the 1,489 CAAD page views.

Ensure audio spots include a clear, single, and easy-to-recall verbal call-to-action to listeners stuck in traffic.

Revise the Clean Air Action Day landing page to be more engaging. Adding interactive elements, a short 
video, or more detailed step-by-step action plans could help increase the average engagement time beyond 
the current 27 seconds.

Focus on increasing the number of users who visit high-value pages like Sign Up for Alerts (currently only 
279 active users) and Ozone (484 active users).



 
 

Air North Texas Coalition Meeting Schedule - 2026 

 

Conference Calls 

Time/Day:   1:30 – 3:00 p.m. / Thursdays – every other month 

   Call # – TBD 

Participant PIN – TBD 

On-Site Meetings 

Time/Day:   1:30 – 3:00 p.m. / Thursday, November 19, 2026 

 

Location:   NCTCOG – Fred Keithley Conference Room 
   616 Six Flags Drive  
   Arlington, Texas 76011 

Schedule 

 

 January 15  Conference call  

 March 19  CANCELED 

 May 21   CANCELED 

 July 16    Conference call 

 September 17  Conference call 

 November 19  On-site meeting 

 

* Calls for Presentations from partners accepted two-weeks prior to on-site meetings. 
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