This presentation premiered
at WaterSmart Innovations

watersmartinnovations.com



http://watersmartinnovations.com/

- Marketing CIl Incentives:
rﬁf’You Feed Them, They Will Come

"l..,

L‘ ..r' --.l.-.."' '

;‘;E"-  WaterSmart Innovations Conference
<> October 3, 2012

Las Vegas, Nevada

X

i

SAVE WATER
SAVE A BUCK




Sources of Water for
Southern California

Sierra Nevada Mtns / Lake Oroville

LA Aqueduct (Local)

| St Colorado River
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~45% of supplies

Average Rainfall = 15 inches per year



Metropolitan Water District
of Southern California

m Regional water wholesaler to 6 counties,
19 million people over 5,200 sg mi

m Growth: ~170,000 peoplelyr
m $1 trillion regional economy

m ~50% of region’s retail
water supply



Metropolitan

Water District
Service Area

® 26 member agencies




g “Lunch n’ Learn”
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- = Established in 2010

% & Multiple years without specific marketing

@y au. ) S

'f:.'t't{f - Significant program changes
"“*vz_-.;--,‘Reengage existing trade allies, gain new ones,
s ¥ and to solicit feedback
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. = Achieve water savings

_m_Increase participation

”'

= Increase program
WS awareness

'R

m Educate customers

m Strengthen ties with
professionals




3’ Target Audience

f} = Contractors
,‘“‘*‘rw * - Plumbing
; .-i’-_{_T"g'}* - Landscape
e . HVAC
%+ = Manufacturers and distributors

«¥» o «3d party” vendors, consultants

@ Management companies, business owners
?{5 Water industry professionals
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General Format

',‘?":: _ocal member/retail agency presentation
‘ Regional (Metropolitan) presentation

| 'Drogram overview, processes, policies

e = Q&A and
| networking
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Costs: Inexpensive!

. = Site: member agency / local facilities
Existing handouts & collaterals



Eﬁ?‘",f)’(ample: MWDOC February 7, 2011

. = Location: Municipal Water District of Orange

,1,“1 :r ..;3 County (MWDOC) Board Room
::. ""’:’ Focus: landscape equipment incentives
ok Jr"-

s < - = Presentations
g4 - Bill McDonnell (MWD)
- Joe Berg (MWDOC)

Elaine MacGilfrey &
Tiffany Nguyen (SAB)

X -f 43 organizations represented

- m Cost: $1,318.28
o



_ Results
¢ = “New” active contractors identified in SAB
*  m Decreased contractor calls to CSRs
-~ m Retail agency staff better educated
“% = Direct effects hard to gauge
2 e 3 .
4 > - Increased / decreased activity likely also resulted from

changed incentives

SAB Reservation Activity (dollars)
51.3M 51.5M

51.2M
Upto3/10 only
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Q3 2010 Q4 2010 Q12011 Q2 2011 Q3 2011 04 2011 Q12012




# 0 % “Very informative and to the point’

_ L “I thought it was very well done”
2,5 q_ hat did you like?
2= All of it”
- “Detailed descriptions of how to navigate the website”
. How could we make it better?
“More round table type discussion to help the industry”

“Reduce the peripheral trivia”



Next Steps

3 :"'~ ':?:.' - New program vendor, new marketing strategies
= Plan to continue “Lunch ‘n’ Learn” with
%% modifications
. - More aggressively target specific sectors
i Strengthen ties with contractors and industry

professionals
-~ Increase coordination with other utilities
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Gary Tilkian

~ # Regional Rebate programs Project Manager
%N (213) 217-6088
- gtilkian@mwdh2o.com



~ .~ Biography: Gary Tilkian
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..-fi'Gary Tilkian Iis an Associate Resource Specialist with the
.'{__fj"'*"Me_t_rd’politan Water District of Southern California . Over 17 years at
& ‘Metropolitan, he’s worked on San Francisco Bay-Sacramento Delta
! : issues, local water resources, and currently manages Metropolitan’s
?p'ﬁe;gional Commercial Water Conservation Rebate Program: Save
‘Q’Water, Save A Buck. He obtained his BA in Geography (emphasis in
nvironmental Resources) from UC Berkeley, and his MA in

Geography (Fluvial Geomorphology and Climatology) from UCLA.
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