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ABOUT THE…

Regional Water Authority

• 21 water providers
• 2 million people
• Counties of:

•Sacramento
•Placer
•El Dorado

•Cities of:
•West Sacramento
•Yuba City

“To serve and represent regional water supply 
interests and assist RWA members with 
protecting and enhancing the reliability, 
availability, affordability, and quality of water 
resources”

Lake Tahoe

Sacramento



BE WATER SMART

The Challenge

• Significant part of the public not interested in replacing 
lawn

• “Menu” approach offers lots of options but more 
fragmented message

• Most household water use occurs outdoors
• 30% is wasted due to overwatering and evaporation
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BE WATER SMART

Approach and Messaging

• Target outdoor water use reductions
• Change from “menu” approach to singular focus
• One primary call to action and a deeper dive
• Two-year campaign
• Tackle the overwatering problem
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BE WATER SMART

Primary Call to Action

Check Before You Water

Check soil moisture with a meter or screwdriver before 
turning on sprinklers
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BE WATER SMART

Focus Group Research

• Two focus groups held February 8, 2018
• 21 residential customers from throughout the 

Sacramento region, ages 25-64
• Our goals were to more fully understand:

– Current landscape watering practices
– Problems with landscape watering and care (that water 

providers could help resolve)
– What people perceive to be 

water waste
– If people are willing to 

check before they water
– Feedback on potential 

creative concepts
BeWaterSmart.info



What are the main 
frustrations people 
have when it comes 

to yard care?

FOCUS GROUP FINDINGS

Question…



Cost (to maintain and 
irrigate), time (to care for 
yard), uncertainty (about 

how to maintain a 
healthy yard that uses 

water efficiently)

FOCUS GROUP FINDINGS

The Answer is…



Where do people go for 
information about 

landscaping?

FOCUS GROUP FINDINGS

Question…



Internet, local gardening 
expert/radio host, 

local nursery

FOCUS GROUP FINDINGS

The Answer is…



How do people know 
when to water 

their yard?

FOCUS GROUP FINDINGS

Question…



“You can just tell by 
looking at your 

grass and vegetation 
if it is dry”

FOCUS GROUP FINDINGS

The Answer is…



Are people willing to 
check the soil before 

they water?

FOCUS GROUP FINDINGS

Question…



“I’m going to 
try it because 

it’s just so fun” 

FOCUS GROUP FINDINGS

The Answer is…
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BE WATER SMART

Focus Group Research Results

• Goal = healthy landscape (not necessarily saving water)
• Think more water used indoors—but why?
• Familiar with tree species
• Prefer “efficiency” over “conservation”
• Familiar with overspray and runoff
• Unfamiliar with cycle and soak
• Prefer Weather-Based Sprinkler Timer (the word “smart” 

implies a Wi-Fi application) 
• Want to be “educated not shamed”









BE WATER SMART

Year 1: Ramp Up Activities

• Conduct research
• Develop creative
• “How to” video series 
• Ads on Facebook, 

Google, Cap Radio, Total 
Traffic and Weather

• Radio PSAs
• Tools for water providers

BeWaterSmart.info

• River Cats partnership
• Nursery partnerships
• Media outreach
• E-blasts



BE WATER SMART

“How To” Video Series
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BE WATER SMART

Tools for Water Providers

• Key messages 
• Infographics for social media
• Tool Kit on drop box
• Examples of how to incorporate materials into their outreach
• Campaign images
• Photo gallery
• Template newsletter/website text
• Bill insert template
• Editorial calendar and social media posts
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BE WATER SMART

Preliminary Results
Feature stories in 

Sacramento Bee and 
ACWA News
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BE WATER SMART

Preliminary Results
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BE WATER SMART

Preliminary Results

Check & Save Static Ad (3 months)
• Clicks: 2,524
• Reach: 117,937
• Impressions: 262,890
• Cost per click: as low as $0.48

Check & Save Video Ad (3 months)
• Views: 1,980 of 100%, 

2,177 of 95% and 3,761 of 50%
• Clicks: 696
• Reach: 54,243
• Impressions: 130,723
• Cost per click: as low as $0.88
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BE WATER SMART

Preliminary Results
Promoted by water providers



BeWaterSmart.info

BE WATER SMART

Preliminary Results

• Media exposure—print and radio
• Moisture meters are a hit—requests online and at 

events
• Online engagement
• Neighboring water providers requesting to use creative
• Downside: Meters are not super accurate and don’t last 

long
• Screwdriver—our next gateway



Questions?
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Thank You!
Amy Talbot

RWA Water Efficiency Program Manager
atalbot@rwah2o.org or (916) 967-7692

Christine Kohn, APR
IN Communications

christine@INprOnline.com or (916) 548-8988

mailto:atalbot@rwah2o.org
mailto:christine@INprOnline.com
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