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Water in Broward 



Broward 
County 

Background 

 31 Municipalities

 25 Utilities

 Nearly 2 million 
people

 Growing population 

 Conservation seen as 
the most cost-
effective method for 
planning for future 
water resources



Broward Water 
Partnership

 Includes Broward County & 18 
municipalities and water utilities

 Create one central water 
conservation message

 82% of the population

 Goal for 10% County-wide per capita 
reduction in water use

 Encourage a stronger water conservation 
ethic through increased public education 
and outreach

 Provide water saving incentives through 
plumbing retrofits

 Cost-share program 



Program Highlights 

 High Efficiency Toilet Rebate
 Free Devices
 Showerheads
 Aerators
 Pre-Rinse Spray Valves

 Central location for all water conservation needs
 Website, phone number, email contact, online 

application for rebate

 Annual campaigns



Program 
Accomplishments



Free Water Saving Devices 
Distributed 



High 
Efficiency 

Toilet 
Rebates 

Over $1.5 million 
in rebates issued

Over 21,000 
toilets replaced

330 MGY Water 
Savings

905,000 Gal/Day 
Water Savings 



Cost 
Share 

Program 

• Administrative/media fee 
based on utility size 
includes:

• Allows for extensive media 
buys

• 1.5 staff salary

• Outreach consultant

• Partners set rebate/incentive 
budget



Extensive Media Buys 

 Radio 
 Billboards 
 Television
 Social Media 
 More
 Opportunities that many 

individual local governments 
may not have budget for 



Eight Years of Content 

 Tools from Previous 
Campaigns  
 Images 
 Publications
 Graphics

 Tools for partners to reuse
 Opportunities to build new 

campaigns, not related to 
rebates and incentives



Major 
Campaigns 
& Contests



Toilet Mascot Naming Contest

 Little investment
 Prize, time, costume

 Funny
 Easy and free for people to 
participate
 Advertised with a press release 
& Social Media

 4 articles by local 
newspapers
 50 shares on Facebook
 Over 20 submissions via 
Twitter
 Nearly 300 submissions



Goals:
 Engage
 Reward
 Demonstrate 
 Educate

 Irrigation system controller
 New Energy and Water Saving 

Fridge, Washer, Dryer, Dishwasher
 Fixtures for kitchen and bath
 High Efficiency Toilets

THE GRAND PRIZE



 Two categories
 Water Savings
 Outreach

 Creativity and 
provides content 

 Prizes
 $1000 Prize for each 

neighbor
 Irrigation System 

Controller 
 $500 for the contestant 

who saves the most

 Community award: Partner 
with most participants



Goals
 Increase community 

engagement through 
social media for 
conservation and climate 
change action 

 Boost likes and follows 
on social media

 Invigorate partners 
through a different and 
exciting game 



Play Conservation Pays and Win! 
February 1st - April 30th, 2019

 Players could pre-register for reminders to begin 
the game 

 Complete tasks, quests, and quizzes

 Gather code words 

 Earn water drops for completing challenges

 Water drops used to purchase videos worth points

 Water drops redeemed for chances at instant win 
prizes

 More points = more chances to win $5,000







Code Words
 Designed to increase 
engagement & bring 
people back to game 

 Distributed via email 
and social media 2-3 
times per week

 Make goods

 Partner

 Users guessed at words



Game Promotion

 October thru April
 Social Media
 Email 
 Billboards 
 Geofencing

 TV
 Sticky Note



https://www.youtube.com/watch?v=CexPreEXscE

https://www.youtube.com/watch?v=CexPreEXscE


Partner 
Promotion

 Posters, flyers, 
business cards
 Social Media Text
 Newsletter blurb
 Graphics
 Partner with 

most players = 
trophy



Earned Media



Players
 2500 Players

 88,900 interactions

 90% of those who signed up 
played

 High click through rates on 
email distribution (up to 50%)

 79% played repeatedly

 13% completed more than 50 
actions

 6% completed more than 200 
actions 



Organic Feedback



Winners



Lessons Learned 

• Plan FAR in advance 

• Simplify messages

• Simplify engagement 
expectations

• Utilize free and earned media

• People are skeptical 



QUESTIONS?

Sam Baker
Broward County

Environmental Planning 
and Community 

Resilience Division
stbaker@broward.org

954-519-1222

Co-Authors: 
Carolina Maran
Jennifer Jurado 
Rudy Rudolph
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