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Conservation, 
Recycling, 

Groundwater 

Local Supplies 
LA Aqueduct 

Colorado River 
Aqueduct  

State 
Water 

Project   

Water Banking / Exchanges 
Transfers & Storage 





Webinars 
Target trade allies, suppliers, HOAs 
Outreach to contractors 

Trade shows and events 
Contractor Enrollment for Direct Payment 

 





http://www.westernfoodexpo.com/72/Home.htm
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Webinar 

Trade Shows 





Active contractor's license 
In business for a minimum of 3 years 
Active required insurance 
Submit a completed and signed IRS Form W-9 
No unsolved customer complaints  
At least four eligible rebate applications per 
year 
Update company enrollment information 
annually 
 



Multi-family toilets 
75 percent of rebates come via contractors 
56 percent from Contractor Direct Rebate Option 

Commercial flushometer toilets 
53 percent of rebates come via contractors 
50 percent from Contractor Direct Rebate Option 

Commercial tank toilets 
42 percent of rebates come via contractors 
42 percent from Contractor Direct Rebate Option 



Commercial nozzles 
29 percent of rebates come via contractors 
25 percent from Contractor Direct Rebate Option 

Commercial smart controllers 
16 percent of rebates come via contractors 
12 percent from Contractor Direct Rebate Option 

 



Webinars educated contractors and 
increased activity 
Contractor Direct Rebate Option increased 
activity 
Commercial reservations spiked when low-
cost marketing events occur 
Webinars are effective low-cost way to 
market programs 



New 
Devices 

Drought 
Declaration 

Executive 
Order 

New 
Programs Doubled 

Conservation 
Budget 

$2/sq ft 
Turf 

Radio 
Ads 

TV Ads 

Water 
Supply 
Alert 

SWRCB 
Emergency 
Regulations 



Radio – 21 weeks 
TV – 6 weeks 
Digital – 4 months 
Bloggers – 2 months 
Search –12 months 
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Residential 
Customers 

65 Front  
Yards 

2,533 Front 
Yards 

99k ft2 

486k ft2 
661k ft2 

814k ft2 
1.2M ft2 

1.7M ft2 

2.5M ft2 

3.8M ft2 
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2/5 Football 
Field 

130 Football  
Fields 

Commercial 
Customers 

22k ft2 97k ft2 194k ft2 173k ft2 
773k ft2 

2.0M ft2 

5M ft2 

7.5M ft2 



Low-cost marketing does increase activity 
Major mass marketing works even better 
Circumstances sometimes meet to create 
the perfect set-up to motivate consumers 

Drought with lots of media attention 
Increased budget and incentives 
Mass marketing 
Threat of fines 

Consumers will respond if given enough 
motivation 
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