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ns Gorilla Chases Down Leaks - YouTube - Windows Internet Explorer
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Suns Gorilla Chases Down Leaks

fixaleakweek |=| 13 videos Subscribe

360

¢k Like 5 4 Addto v  Share [ 354 views

Uploaded by fixaleakweek on Mar 10, 2011

. . . . 1 likes, 0 dislikes
What does the Phoenix Suns Gorilla do when he meets a running toilet? He
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" &'Fix a Leak Week

WaterSense March 14-20, 2011

MARCH 14 - 20, 2011

Fix A Leak Week Arizona was a huge success!
YWiew the photos on Facebook {a Facebook account is not required to viewr
phataos)

Take the Pledge

- It's not too late! Why not make it official and join your fellow Arizonans in
taking the pledze to find and fix leaks. It's easy and reswvarding.

Find and Fix Leaks

Marny of the leaks you'l find around your home are easy to do yourself, Use
these helpful instructions from WaterSense to get started towards a leak-free
hame!

Checking for Leaks
Toilets

Faucets
Showerheads
Dutdoor Leaks

Check out the Town of Gilbert's instructions on how to use your water meter
to find a leak.

Meet Leaky Loo McFlapper

Arizana has its own Fix A Leak Week Mascot Leaky "Loo" McFlapper, Loo will
be showing up in some unexpected places, so be on the lookout, Loo and the
Fix & Leak Week Team will be handing out cool leak finding and fixing
information to help you celebrate Fix A Leak Week March 14 - 20th.
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Buy it for looks. Buy it for Life”



W| Fix & Leak wesk (1) .»:)'

[}
| P http: /v Facebook, com fixaleakwesk.
&2 |

'::' - Google

£ wan
E 1nfo

Fhotos

= ;
= Discussions

Join the Chase!

WHAT IS FLIA & LEAK WEEK?

Take the Pledge!

About

Fixx & Leak Week encourages
homeowners ko find and fix leaks
b save money a...
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Local First
Arizona

EPA Watersense

Garden

Earth911

ﬁ Desert Botanical

Create a Page
Subscribe via SMS
Subscribe via R3S
Unlike

Report Page
Share

Search

Fix A Leak Week

Man-Praofit Organization

Fix A Leak Week ' Top Posts

share: [ Post Photo &) Link '5¥ video

Write something...

Fix A Leak Week posted a video,

Apr 4, 2011 2:27pm
Length: 2:08

Y& april 4 ak 2:27pm - Like © Comment * Share

Fix A Leak Week posted & video.

Leaky Loo McFlapper Races to the Finish Line
Length: ;19

Ye® fpril 4 &t 2:23pm -+ Like © Comment © Share

Fix A Leak Week posted a video,

Mar 28, 2011 6:16pm
Length: 2:34

Y& March 28 at 6:16pm * Like * Comment * Share

Fix A Leak Week posted a video,

Mar 28, 2011 6:09pm
Length: 1:13

Home  Profile  Find Friends  Account ~

You and Fix A Leak Week

NE e

A 3 Friends like this.

Y Valley Forward Association, 'WaberSmart
Innowations, Local Firsk Arizona

Friends' Photos Show Mare
|| Tagged: b |
Ceennis Martis Online-
Insurance
2 Likes 1 Comment
Friends’ Events See Al

E Back to Business Metworking Event!
wednesday, August 17, 5:00pm-7:00pm

o 130K

RSYP: Yes '+ Mo+ Maybe

Sponsored Create an Ad

Morth Ihl'allt:'_.r Plastic Surgery

4250 Brow Lift with
Ulthera, Cne of the Top
Providers of Ulthera in the
Country, 480-304-5477
VA, MW PISEZ, COM

w0 Like + 1,913 people like this,

See your public record

search.mylife.com

Enter wour name ta see
publichy available
information about you.
CLICK HERE ko get
skarted.

Class of 1988

Look Up profiles Fram wour
high school class now.,
Reconnect with Friends
from high school today.

Today's Freebiel
signup. womanfreebies,com

LN If yyou're a woman,

1% Chat l( 1)
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communications Blue Thumb Neighbors
®

B

WATER Motivating Neighborhoods to Adopt
SMART Sustainable Behaviors Through CBSM

Regional Wber Authority

Presented at the WSI 2011 Conference
October 7, 2011







Goals and Objectives

Help participants reduce water use by 20 percent
Foster a positive attitude about water efficiency
Create lasting behavior change

Motivate participants to undertake at
least two key water-efficient behaviors




Five-Step Process

 Select desired behaviors
 Determine barriers and benefits
 Develop a social marketing strategy
 Design and test a pilot project

e Evaluate results

15 ROSEVILLE

Regional Water suthori A L




1. Select Desired Behaviors

Adjust watering schedule according to the season
Reduce total watering times when runoff occurs
Fix water-wasting problems within 48 hours
Check irrigation system every month

Use low-water use/native plants

Replace or reduce lawn

Plus 10 secondary behaviors




2. Determine Barriers and Benefits

Based on RWA survey and literature review:

Barriers:

Cost
Inertia
Lack of education

Social pressure to
have a lush lawn

Benefits:

Alleviate water shortage
Cut waste

Save money

Protect local waterways
Water is finite, precious

N



3. Social Marketing Strategy

 Message for participants: Design and create a
beautiful landscape, that is water-efficient, too

 Pre-program survey:. Why are you participating?
 Learn landscape care practices (78.6%)
* Improve or reduce watering (71.4%)
 Have an improved lawn or garden (64.3%)
« Use water more efficiently (64.3%)




3. Social Marketing Strategy

« |dentify a cohesive neighborhood

 Work with well-respected neighborhood influencers
e Ask participants to sign a participation pledge
 Make that pledge public

e Action item commitment and
timeline

° Comparative water use reports

W%TER CITYOF "H@f
YHIE ROSEVILLE

Regional Water authority C AL
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WATER CITYOF
smart ROSEVIL

Regional Water Authori

4. Design and Test a Pilot Project

Neighborhood selection
Participant recruitment
Education/intervention
Follow up

ﬁ)



Neighborhood Selection

 Seven neighborhoods nominated
 Nominations considered according to:
o 13 criteria

o Demographic similarities to Natural Yard Care
Program

o Water provider staff resources
* Interviewed influencers from three neighborhoods




<

Participant Recruitment

* Flyer in Cresthaven newsletter

(distributed to 1,500)

e Presentation to Cresthaven

neighborhood association

o 25 Indicated interest
16 pledged to participate, including

two townhome residents

e No door-to-door recruitment

@ﬂ« CITYOF
WATER ROSEVYILLE

regonalwaterstherty = A L | F O R N | A

aven Neighborhood Association

Learn How to Create a Beautiful,
Water-Efficient Landscape

Cresthaven has been selecfed for a unigue pilot program designed fo help
residents create beautiful, water-efficient landscapes that benefit both the
environment and each neighbor’s pocketbook!

red by the Regional Water Autherity (RWA), representing
18 water providers in the Sacramento region, and the city of Roseville. It is funded in
part by a Department of Water Resources 2008 Urban Drought Assistance Grant

Program is for

only;

e o el sarvices.




Education

At-Home Consultations on
o Efficient watering
 Landscape design
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Education

Three workshops by landscape experts:

e *“Sustainable Landscape Design”
o “Efficient Watering”
 “Right Plant, Right Place”

Ei
WATER CITYOF )
smart ROSEVIL

Regional Water Authori



Education

 Monthly Home Water

Use Reports

(comparative billing)

B
WATER
SMART

Regional Water Authorily

CITYOF

ROSI

y
°

-

- T

“"Blue Thumb” Meighbor Program
Home Water Use Report
huly 2010

Last Month Neighborhood Comparison

'Water (Pcisrs Neghbon
B Al Righi s
o Homa b
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water Efficiency Score Box
1 out of 3 possible Thumbs Up
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Water Efficiency Tips

ks it Time for a Tune Up?
Remember to evaluate and adjust sprinkler heads and nozzles svery month during the watering seasan
to keap pour irrigation systam running =fhicantly.
= Sprayand Rotor Nozzles: Chack for clogsing or blow outs; re-adjust the arc or radius f neadad;
and raplace brokan nozzles with the idenfical manufacturar and size.

Diriip: Systerms: Make sure the filker is clean; kook for missing drippers, chewed or punctured
tubing: and chack for tube @nnections that may have blown apart.

Prepared by
aovtoct Ly

he Reghona! Water Authority (AWA ] M partnership with the Oty of Rosevide. For more information,

LUndo Higainz, AWA Water Efficiensy Program AManoger, ot

e &3
@ SART ROSEVYILLE




5. Evaluate Results

 Pre- and post-program surveys (online or written)

e Phone interviews

 Track water use data (compare to historical use and
test group)

* Interview City of Roseville staff




“How Often Do You...”

Positive movement for 17 of 18 behaviors tested

Group plants by their water needs (7% to 73%)
Check irrigation system every month (29% to 82%)
Use low-water use plants in yard (7% to 60%)
Choose plants suited to Sacto (43% to 82%)

Use auto shut-off nozzle on hose (71% to 100%)
Check soil moisture before watering (21% to 42%)

N
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“What Have You Done So Far...”

e |Improved irrigation
 Developed a landscape design plan

« Made landscape changes
« Petitioned HOA board to

Implement water-efficient
landscaping ideas

House

Driveway

CITY OF
WATER ROSEVILLE
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“How Likely is it That You Will...”

 Change the design of your landscape (82%)

e |Incorporate more low-water use plants (82%)
 Replace sprinklers with high efficiency ones (80%)
 Replace or reduce lawn (75%)
* [nstall rain shut-off valve (58%)

e [nstall a weather-based
controller (50%)
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'‘Blue Thﬁmb'

By Sena Christian, The Press Tribune

Phato by Philip W
Larry Bergeron says residents in his Cresthaven neighborhood
of Roseville have started watering their lawns at night to prevent
evaporation and save water.
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participants save water
17 Cresthaven families involved in innovative water-wise landscaping program
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South Placer County ..

The sixth Annual South Placer
County National Day of Prayer
Breakfast iz Thursday, May 5 ..

Sometimas when people pass by one particular house in the
Cresthaven neighborhood of Rosevile, they stop and stare.

They see a dozen or so cactus, lavender and other drought-
tolerant plants native to northern Calfornia. They see a
newly planted crape myrtle tree. But mostly, they notice
how there’s no grass, only shredded hark.

The homeowners of this residence, Charlie and Jan Catlin,
participated in their neighborhood’s "Blue Thumb” program,
sponsored by the Regional Water Authority, City of Rosevile
and California Department of Water Resources.

William Jessup's ...
‘William Jessup University will
hold its 13th annual Warrior
Golf Classic on Friday, April ..

The Catlins are one of 17 Cresthaven families involved in this
innovative water-wise landscaping program. Larry Bergeron,
vice president of the Cresthaven Neighborhood Association,
said the couple’s front yard showecases the conservation and
aesthetic benefits of eco-friendly landscaping.

Seek and Find with ...
PLACER COUNTY, CA— Placer
Nature Center continues its
maonthly Adventures in Nature

"The grass was dead most of the time,” Charlie Catlin said.
"We hadn’t taken good care of it. I didn’t like taking care of

it anyhow, to tel you the truth.” More Staries »

The Regional Water Authority, which represents 19 water
providers in the region, lBunched Blue Thumb last year to
promote andscape water efficiency throughout Placer and
Sacramento countes.

More than 65 percent of a household’s annual water
consumption typically goes to landscape irigation. Of that,
30 percent is lost due to over watering or evaporation.

In February 2010, the Regional Water Authority approached
the Cresthaven Neighborhood Association to see if the
group would help pilot Blue Thumb on a neighborhood
scale.

Bergeron, who has lved in Rosevile since 1986, said
Cresthaven was chosen because the community is wel

1
E.r

CITYOF

ROSEYiLLE

C AL F ORN

B
WATER
SMART

Regional Water Authorily




City of Roseville Feedback

In total: 44 hours of staff time (five staff members)

e 16 hours admin/water conservation coordinator
(two staff)

e 18 hours field work (two staff)
* 10 hours data management (one staff)




Water Use Analysis

o Participant water use compared to “test” neighborhood
« Most participants already consistently use less water

than test neighborhood

* [rrigation season:
Water use down six
out of seven months
compared to the
previous year

Bl CITYOF _ ~N",
@)¥5= ROSEVILLE

Regional Water Authorily

350

300

250

200

2008-2010 Neighborhood Comparison

M Cresthaven Average
M Neighborhood Average




Blue Thumb Neighbors Expansion

* In partnership with the River Friendly Landscaping
Coalition (EPA climate showcase grant)

e Two new neighborhoods
e Larger/more participants




Thank You!

Linda Yager, Manager
Regional Water Efficiency Program
lyager@rwah?20.0rg
O: (916) 967-7625

Christine Kohn, Outreach Consultant
ckohn@INcommunications.biz
O: (916) 944-1631
C: (916) 548-8988
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What is Community-Based Social

o Marketing?
:?im

A process that uses marketing principles and
techniques to influence a target audience behavior that
will benefit society, as well as the individual
OR
Influencing behaviors for good

* Focus on changing behaviors rather than selling
products

e True social marketing requires measurable behavior-
change outcomes

e Can apply to any type of program: consumer, business-
to-business, government—to-business etc. ‘\

Slide courtesy of Colehour + Cohen Public Relations and Social Marketing WaterSense



Step #1.

Step #2:
Step #3:

Step #4.

Step #5:
Step #6:
Step #7:
Step #8:

Social Marketing Planning
Process

What is Success? Identifying goals and objectives

Stop, Look and Listen — Defining research needs

The Who and the What — Prioritize target audiences and
identify the desired behavior change

Why They Do What They Do — Creating a detailed profile of
the target audience

What's the Hook? Creating an effective message strategy
Who Else Can Help? Identify and enlist partners
Chart the Right Path — Developing a communications plan

EPA ‘ :

Are We There Yet? Creating an evaluation plan

Slide courtesy of Colehour + Cohen Public Relations and Social Marketing WaterSense



Program achieves
long-term loyalty

Target is satisfied
experience, driving
long-term loyalty

Target consciously
changes behaviors

Slide courtesy of Colehour + Cohen Public Relations and Social Marketing

Behavior Change Continuum

Target
becomes
aware of
program/ issue

Comes to
understand the
importance of
program/issue

Develops personal
connection

. &

WaterSense



WaterSense’s
We’re for Water Campaign

Ay
- &

= What do we want people to do?
« Understand importance of water efficiency

» Look for the label ['m For
 Try water-efficient behavior Water
* Do their part/be their best &

 Join their neighbors
 See WaterSense as a trusted resource

£

= = \
b i Ly ‘ sm
n n n EPA

WaterSense
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WiaterSense [ We're for Water
]
\ We’re for
Are you for water? Fead about Facebook, Twitter, W 't a2
Take the Pladge! Fla's travels, email, and raore! - a er

We're for Water

Join us and thousands of your friends

and neighbors in taking simple W
actions to save water.

Check. Twist. Replace. Make 2011 About Water
That's all it takes to start saving water around the house. Take the I'm for Water pledge, and make a resolution
wWhether you're replacing a plumbing fizture with a this year to save this precious resource.

WaterSense labeled one, or trying a new water-saving
biehavior, it's a5 easy as 1-2-3 to be for water, Everything Take the PIEdgell

yvou need is right here,

Helpline: (866 WTR-SENS (987-7367) | Contact Us | Office of Water H

WwaterSense, U.S. Environmental Protection Agency, Office of Wastewater Managernent (4¢204M3, 1200 Pennsylvania Avenue, M. washington, D.C. 20460

EPA ‘ .

WaterSense



WaterSense [ We're for water / Pladge

PLEDGE fidniminer

'm for
Water

*hame:

Email:

*ZIF code:

Take the Pledge!

*Required fields

Maote: EPA will not share vour inforrnation with
anyone, but if vou include yaur e-rail you'll
start receiving the WaterSense Current, a
quarterly e-newsletter water saving news and
tips.

Read about Facebook, Twitter,
Flo's travels, email, and mora!

\ We're for
‘ Water
It's as easy as 1-2-3

to be for water:

Check toilets for silent leaks by putting a few

1 drops of food coloring in the tank and seeing if
the color appears in the bowl before yvou flush.
Don't forget to check irrigation systems and
spigots, too.

2 Twist and tighten pipe connections, To save even

more water without a noticeable difference in
flow, twist in a WaterSense labeled faucet aerator
or showerhead,

Replace the fixture if necessary. Look for the
3 WaterSense label when replacing plumbing

fixtures, which signifies the product has been

certified to save water and perform well,

i
ud Bciﬂo

ﬁxcr.of léks ]

Www.epa.gov/watersense

M

EPA

WaterSense



Step #1.

Step #2:
Step #3:

Step #4.

Step #5:
Step #6:
Step #7:
Step #8:

Social Marketing Planning
Process

What is Success? Identifying goals and objectives

Stop, Look and Listen — Defining research needs

The Who and the What — Prioritize target audiences and
identify the desired behavior change

Why They Do What They Do — Creating a detailed profile of
the target audience

What's the Hook? Creating an effective message strategy
Who Else Can Help? Identify and enlist partners
Chart the Right Path — Developing a communications plan

EPA ‘ :

Are We There Yet? Creating an evaluation plan

Slide courtesy of Colehour + Cohen Public Relations and Social Marketing WaterSense



Today’s Panelists
=

= Carol Ward-Morris: Arizona Municipal Water
User’'s Association

= Kevin Tilden — California American Water
= Christine Kohn — IN Communications

= Linda Yager — Regional Water Authority (Citrus
Height, CA)
)

Veronica’'s contact info: blette.veronica@epa.gov  WaterSense



Social Media & Water Conservation

Kevin Tilden
October 7, 2011
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Who We Are

American Water is the largest publicly traded water and wastewater
service provider in the United States.

We serve a broad national footprint and a strong local presence

 We provide services to approximately 15 million people in more than 1,600
communities in more than 30 states and parts of Canada

«  We employ more than 7,000 dedicated and active employees and support
ongoing community support and corporate responsibility

« We treat and deliver more than one billion gallons of water daily

www.amwater.com
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Social Media Presence

- Corporate presence

« 19 State subsidaries with their own Facebook, Twitter,
YouTube, etc.

- National Save Water Today Campaign/125™" Anniversary
* Twitter/Facebook used for Hurricane Irene
 YouTube used to demonstrate need for system upgrades

www.amwater.com
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125t Anniversary — Save Water Today

«  To commemorate 125" Anniversary in 2011, American Water embarked on
a year-long, nationwide campaign to promote water efficiency and the
importance of protecting water from source to tap.

« Part of our ongoing commitment to consumer education and
environmental stewardship

« Cornerstone is Save Water Today, a series of public service
announcements (PSAs) created in partnership with the EPA’s WaterSense
program and the Student Conservation Association (SCA).

 Launched in March, the campaign features celebrities to promote
household water conservation to help consumers save water and money.

www.amwater.com 4
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Save Water Today Website

SAVEWATERTODAY

By the yesr 2010, 36 U_5 siabes sre sxpected b Frce
sorkin water shartages, Save Water Today 15 & public
s=rvine campakgn from the Student Contervathon
Asociation and Ar o, in partnership with
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The Campaign
-4 PSAS

Rachel Dratch (Saturday Night Live) catches
Jenny in her bathrobe just in time to save her
from running a dishwasher that isn’t full — but
not until after Rachel has scoured the home
for other items to add to the washload.

Horatio Sanz (Saturday Night Live)
ambushes wet Brian, stopwatch in hand, to
let him know that he’s at 40 gallons and
counting.

National surfing champion Lakey Peterson
drops in on an apartment full of her surfer-
dude fans and makes her way to the lavatory
to nlzake water-saving adjustments to their
tank.

The unsuspecting Oliver family, quietly
watching television, finds Diane Neal (Law &
Order: Special Victims Unit) sharing their
bowl of popcorn and lecturing them in legal
fashion on the water they could be saving by
replacing worn washers.

www.amwater.com
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Results

Total Spots Aired March 1-July 16: 9,242

Estimated Total Value: $192,215

85 stations in 24 key markets elected to air the PSAs as part of
their public service obligation. Additional stations requested it.

Over 13,000 YouTube views to date

Markets:
= (Cleveland, OH

= Columbus, OH

= New York, NY

= Philadelphia, PA
= Pittsburgh, PA

= Wilkes Barre, PA
= Harrisburg, PA

= Phoenix, AZ

= Monterey, CA

= Los Angeles, CA
= Sacramento, CA
= Chicago, IL

Champaign, IL
Davenport, IL
St. Louis, MO
Kansas City, MO
Columbia, MO
Lexington, KY
Louisville, KY
Charleston, SC
Chattanooga, TN
Indianapolis, IN
Washington DC
Seattle, WA

www.amwater.com
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Social Media in Hurricane Irene

« Welcome to Social Media

= Facebook launched a month prior to
the storm.

= “Likes” went from 700 to 1,900
= Post views leaped to 154,000

= Became primary means of
communicating with customers

« Lessons Learned
= Monitor & respond quickly. (FB team must have authority)
= Conversational (“Hi") rather than corporate tone.
= Pictures tell the story, and show you aren’t exagerating.
= Let people rant. Your “friends” and “Likers” will shut the down (really.)

= During the crisis, you need multiple administrators posting and
responding (we had five at one point.)

= Integrate effort with other media (press releases, Website, Twitter, etc.)

www.amwater.com



*-AME RICAN WATER

Sacramento Area Pump Station

PATCH.COM

Video: $3.2 Million Pump Will Bring Sacramento Water to Rosemont

California American Water has begun construction of a new pump to service Rosemont.
By Cody Kitaura

September 27, 2011
Rosemont residents will soon be getting at least some of their water from a new source: the city of
Sacramento. California American Water, the provider that services Rosemont, has begun construction on
a new pump to draw water from the city of Sacramento, which draws its water from the American River.
The new pump is located near Reith Court, which connects Watt Avenue to Kiefer Boulevard.

Rosemont currently gets its water from groundwater sources, according to a video produced by California
American Water. The new system will also allow the groundwater sources to rest and refill, giving time
for contaminants found near Aerojet and Mather Air Force Base to filter out.

www.amwater.com


http://rosemont.patch.com/users/cody-kitaura
http://www.amwater.com/caaw/
http://www.youtube.com/user/caamwater
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Questions?

Thank you!

Kevin Tilden
(619) 435 7402
Kevin.Tilden@amwater.com

www.amwater.com 0



Water Efficient Landscaping
Education in Spanish
For The Professional Landscaper
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Landscape Education in Spanish

www.waterwise-consulting.com WQW




Target Audience

= Spanish speaking
landscapers

= New workers In the
green trade

= Students of all levels
= Day laborers?

www.waterwise-consulting.com




TopICS

= Efficient irrigation practices

= Electrical & mechanical
troubleshooting

= Sustainable landscape design

practices

= Regional water efficient plant
selection

= Sustainable landscape management
practices

= Low Impact Development (LID)
= [rrigation Auditing

A ﬁ:ﬁtesy‘bf Council for
" Watershed Health .

www.waterwise-consulting.com




Angles for Marketing and Outreach

Advertisement Works

Develop flyers
= Newsletters

= Place ads in local and other
news/media type publications

= Team up with Latino Organizations
= Landscape companies

= Site maintenance crews El TlempO |V.COI'I1

A Spanish Language Publication of Las Vegas Review-Journal

= Green gardening websites
=  Community colleges - (ESL)

classes ' o
= Regional Occupational Programs ihiaffilmt;‘
(ROP) andascape

www.waterwise-consulting.com




Obstacles to Participation

= Contractors/company owners
— Employee time away from work
— Value to the company

= Comprehension levels

= \Workers

— Perception that water is an
iInexhaustible resource

www.waterwise-consulting.com




Obstacles to Participation

= Water efficient landscaping
measures concerns

= Hesitance to use new water
efficient products
— Expense of landscape

= How Is this training going to
benefit me???

www.waterwise-consulting.com




Solutions

» FREE workshops
» Tailored workshops

= Go to their location!!!
— City yards
— Parks
— Job sites

www.waterwise-consulting.com




Tallgate Sessions!!!!

Short

Hands on

Flexible for # of participants
Eliminate classroom necessity

www.waterwise-consulting.com




Water Efficient Landscaping
Education in Spanish
For The Professional Landscaper
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Landscape Contractors:
The Key to Market Transformation

© 2011 Flycatcher Marketing.



A Decade of Market Research




A Decade of Market Research

e Residential and commercial
e >50 focus groups

« >300 IDIs

 Numerous quantitative studies

* Landscape contractors
e Homeowners

e Water purveyors
 Manufacturers

* Trade associations

* Property managers

* Facility managers

* Distributors




Common Learnings

« \Water conservation is important to most of your customers
* They “want to do the right thing”

but...

e Think they already are

 Have no idea how much water they use

e Are confident it is the right amount

« Often don’t count outdoor Irrigation as part of water use
 Place their trust in the landscape contractor



The “Win-Win-Win” Partnership

Industry Water

Purveyors




What is Holding Them Back?

Landscape Contractors sell on price not value

e This Is what they know how to do
e They are resistant to change

e Their business is a constant struggle to survive

— Drought

— State and local water regulations
— Economy - bad

— Competition — tough

— Margins — thin

— Customer’s mood — pessimistic

Landscape Contractors must learn to sell on value not price



Consultative Selling

A professional and structured sales process

» Casts the contractor as the customer’s partner, not pest
» Values listening over “pitching”
» Fully understands the customer's needs

» Measures success not by the size of the sale - but by the
Improvement in helping customers meet their goals

» Builds loyal relationships and referrals



The Consultative Sales Process

Enables contractors to

e Use “intelligent” questions to open and sustain a conversation so he can fully
understand the homeowner’s needs

e Actively listen to the customer (homeowner, property manager, HOA, facility
manager)

e Help buyers discover and understand the reasons/causes that keep them from
reaching their goals

e Help create a vision of a solution, based on value, as to how this will help them
achieve their needs



Motivation: Does It Work?

Q. | found the consultative sales training | received to be valuable.
R. Average Score = 4.27 out of 5; Sum of Agree + Strongly Agree = 90%

Q.| feel more motivated and better prepared to sell water efficiency to my
customers and prospects.
R. Average Score = 4.23 out of 5; Sum of Agree + Strongly Agree = 93%

Q. | plan to try to sell water efficiency to my customers and prospects.
R. Average Score = 4.37 out of 5; Sum of Agree + Strongly Agree = 93%

But it’s only part - though an important part — of a successful water
conservation market transformation.



Consultative Selling Works

Landscape Contractors

Want to learn how they can grow their businesses

Appreciate effort made to help them be more successful

Once s

nown a path to success, ful

Won't o

o It on their own without he

y embrace the opportunity

P

Is only part of the water conservation solution
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Thank You

Rick Sabbag, President

PO Box 2640

Mill Valley, CA 94942

P 415.383.4949

F 415.380.8525

E rick@flycatchermarketing.com

© 2011 Flycatcher Marketing All rights reserved.
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