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 Water Conservation Act 
of 2009 (Senate Bill x7-7) 

 10% reduction by 2015. 
 20% reduction by 2020. 



Indoor 
34% 

Outdoor 
66% 



“Smart” Controllers Efficient Sprinkler Nozzles 















http://www.westernlandscapecontest.com/ 
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Sales  

(Home Depot) 

Water Use 
(Water Agencies) 



 

 

(Similar to replacing light bulbs with 
 

 

 Save water which saves consumers money 

 Change consumer behavior 

   hi ty plants with low water alternatives. 

 
      i s  



Home Depot:  
Place to 

purchase 
plants 

Water 
Agencies: 

3.1 million 
customers 





Board 
Approvals 

Planning 

Marketing 
Materials 

Plant 
Sales 



Water 
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Launch – Spring 2011 

Advertise Workshops
(Giveaway(s) and booklet)

Grand Opening/Open Houses 
Conservation Gardens

(Giveaway(s) and booklet)

Weekend 1 Weekend 2

Parking Lot Sale
at Home Depot

Parking Lot Sale
at Home Depot







http://www.kggiradio.com/main.html
http://kfrog.radio.com/
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Compare Sales for Inland Empire Home Depot Stores  
(2010 vs. 2011) 

IEGF Store with Plant Sale Rest of Home Depot stores in District
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83% 81% 

66% 63% 
55% 55% 

38% 38% 36% 34% 32% 

17% 15% 13% 13% 12% 
3% 2% 

-3% -5% -8% 
-12% 
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Inland Empire Garden Friendly Fall 2011  
Home Depot Promotion 

(Live Good Sales, 2011 compared to 2010) 







Goals 

Priorities 

Action 

Results! 



1. Sticker at all plant retailers, consumers know 
what it means 

2. Consumers purchasing and planting 
3. Consumers implementing other outdoor water 

conservation strategies 
4. People replacing turf 
5. Program expands locally and regionally 
6. Public aware of success of the program 

 







 Our team would be 
happy to share! 
 

 The logo can be/is being 
adapted for other 
regions. 
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