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What Is WaterSense?
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 Voluntary partnership program created by EPA in 2006

 Labels products, new homes, and services that use 20 
percent less water and perform as well or better than 
standard models

 Since first the WaterSense labeled product, the program 
helped consumers save:

• 46 billion gallons of water

• $343 million in water and sewer bills 

 But changing behavior takes more than a label…



Social Marketing

 Changing behavior requires:
• Building awareness
• Providing motivation
• Overcoming barriers

 EPA creates tools; 2,000 partners implement
• Tool kits with key messages, brand, look-and-feel
• Contests and target markets to focus efforts

 New national campaign: We’re for Water



WaterSense Tools Kits

 All partners can access on a 
password-protected site
• Utilities, governments
• Manufacturers
• Retailers/distributors
• Irrigation professionals
• New home builders
• Supporting organizations

 Tools can be customized 
with organization’s logo

 Maintain WaterSense brand 
and messaging



Initial Awareness-Building

 Key message: Water is 
important, and we need 
to preserve it for future 
generations

 First PSA campaign 2007
 Met with weekly 

consumer magazines
 Messages in partner tools
 Paved the way/provided 

motivation to promote 
products with the 
WaterSense label



Partner Support

 Events
• Sales tax holiday in Georgia
• Collaboration between state, municipalities, 

manufacturers and retailers

 Contests
• State challenge to recruit the most utilities
• Arizona won and hosted Fix a Leak Week 2009 in Phoenix
• EPA provide community-based social marketing support

– EPA consultant provides input/expertise, but is a state/local effort
– Creating a model for other communities’ social marketing efforts



The Next Step: We’re for Water

 Goal: Create an emotional connection by helping 
consumers realize simple successes that make 
them feel good about using water efficiently
• Foster a sense of “belonging” to a community

• Create community advocates

• Build visibility at the national and local level

• Measure success

 We’re for Water serves as umbrella campaign for 
other WaterSense community outreach efforts



What Does the Campaign Entail?

 Print PSAs now focus on 
getting consumers to try a 
water-efficient behavior
• Check for leaks

• Twist on an aerator

• Replace a showerhead



What’s the Ask?

 Consumers
• Take the I’m for Water pledge

• “Like” WaterSense on Facebook

• Check. Twist. Replace.



What’s the Ask?
Partners Promote in Communities

 Partners
• Host a We’re for Water event

• Use WaterSense-developed 
partner tools

• Link to the pledge page and 
WaterSense’s Facebook

• Follow WaterSense on Twitter



Going Viral: Building “Community”



Launching We’re for Water

 July 14–August 2, 2010

 Water-saving contest

 Cross-country road trip

 Partner events

 Media coverage



Water-Savings Competition

 Los Angeles/New Jersey families 
used WaterSense labeled products 
and other water-saving methods 
for one week

 Check. Twist. Replace. 
competition/media event

 Resulted in local print and 
television press 
• ABC Video

 “Spokesgallon” created

http://abclocal.go.com/kabc/story?section=news/consumer&id=7555582�
http://www.facebook.com/photo.php?pid=4329939&id=216575194500�
http://www.facebook.com/photo.php?pid=4481810&id=216575194500�


Road Trip

 Los Angeles to New York City
 Partner events

• Las Vegas, Nevada
• College Station, Texas
• Atlanta, Georgia
• And more

http://www.facebook.com/photo.php?pid=4435687&id=216575194500�
http://www.facebook.com/photo.php?pid=4379369&id=216575194500�
http://www.facebook.com/photo.php?pid=4329961&id=216575194500�
http://www.facebook.com/photo.php?pid=4376681&id=216575194500�
http://www.facebook.com/photo.php?pid=4388637&id=216575194500�


Social Media Overview

 Facebook
• Updated daily with status 

updates, photos, video from 
road trip and events

• More than 1,350 people “like”

 Twitter
• Tweeted daily during road trip

• More than 175 followers

 Pledge
• More than 300 during road trip



Traditional Media

 Print PSAs are already running in magazines
• Newsweek September 13 regional edition
• InStyle, Men’s/Women’s Health plan to run

 NAPS radio PSA broadcast at least 260 times in 39 
different states

 Media outreach included print, TV, blog and website 
coverage
• Garnered 25 million “impressions”
• Resulted in more than $347,000 in advertising value



Continuing the Success

 Continue asking consumers to take the I’m for Water 
pledge

 Partner outreach
• Use collateral materials throughout the year
• Hold special events featuring Flo
• Promote “check, twist replace”

 Social media
 Ongoing We’re for Water efforts

• Third annual Fix a Leak Week
• March 14-20, 2011

http://www.facebook.com/photo.php?pid=4435712&id=216575194500�


Fix a Leak Week 2011

 EPA is announcing its latest competition
• Fix a Leak Week 2011 media event contest

• Encourage consumers to fix common household leaks

• Winner will receive support for a local event

 Fix a Leak Week 2010
• Dallas won with a week-long roundup

• Replaced leaky fixtures in low-income properties with 
WaterSense labeled models

 Deadline for 2011 event: November 19, 2010



Contact Information

Stephanie Thornton

thornton.stephanie@epa.gov

202.564.0269

http://www.facebook.com/photo.php?pid=4337485&id=216575194500�
mailto:thornton.stephanie@epa.gov�
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