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Presentation Overview

 Project background
 Community-Based Social Marketing
 2016 Foundational research
 2017 & 2018 Pilot results
 2019 Pilot and next steps



Project Background

MA is relatively water rich but experiences droughts and dry 
periods in the summer when water use peaks



Community-Based Social Marketing

Select target 
behavior

Identify 
barriers and 

benefits

Develop 
strategies to 

remove 
barriers and 

enhance 
benefits

Pilot 
outreach 
program 

using 
strategies

Evaluate 
program 

and 
implement 
broadly



Select Target Behavior

Created list of 31 
summer water use 

behaviors and impact of 
adopting

(gallons/week savings)

Mail survey of 300 
residents to estimate 

penetration, probability 
and applicability

Penetration – how many residents have already adopted behavior

Probability – how likely residents are to adopt behavior

Applicability – presence or absence of feature (pool, irrigation)



Select Target Behavior



Identify Barriers and Benefits 

• Lawn will die if not watered
• Eliminating lawn watering would not 

save much water

Perceived 
Barriers

• Help community reduce water use
• Personal water savings
• Personal financial savings

Benefits



Develop Strategies

• Mailed feedback sheet comparing 
summer water use to neighbors

• Educational flyer correcting 
misconceptions about lawn watering

Feedback 
strategy

• Door-to-door delivery of educational 
flyer

• Request commitment to reduce lawn 
watering (1”/week)

Commitment 
Strategy



2017 Pilot Project

 Tested Feedback and Commitment Campaign vs. 
Control (no campaign) group
 Piloted in Wenham and Middleton

125 households/strategy (375 total/town)

Pre-notification 
postcard

(Late May)

Feedback/ 
Commitment 

materials
(June)

Updated 
Feedback 
materials
(August) 

Mail 
Survey/Data 

analysis
(October)



Educational Materials



Feedback Materials



Commitment Materials



2017 Pilot Project Evaluation

• Results not statistically significant; point to 
positive behavior changes 

• Users with high summer water use had 
largest reductions

Feedback group: 
Largest reduction in 
water use

• Results similar to control group, not 
statistically significant

• Challenge to connect with people, 
resource intensive

Commitment group:  
Small reduction in 
water use

• Rated highest for saving water and 
keeping lawns healthy, especially by high 
water users

Feedback 
materials rated as 
more useful



2018 Pilot Project

MassDEP funded 2nd round of pilot testing in 2018 
 3 new communities
 Feedback strategy only
 Focus on high summer water users

Water use group 
(Quartile)

# of campaign 
households

# of control 
households

Highest 100 100

Medium High 100 100

Medium Low 100 100

Low 0 0



2018 Updated Materials



Comparison Average Savings Per Treatment

Campaign vs. No campaign 39 gal/day (savings of 14%) *

Campaign vs. No campaign 
by water use group

Highest 
72 gal/day (savings of 15%) *

Medium High 
41 gal/day (savings of 12%) *

Medium Low 
17 gal/day (savings of 11%) 

Water savings were greatest among 
highest summer water users

2018 Results

* Statistically significant



2018 Results

PUT IN ACTUAL BEFORE AND AFTER NUMBERS

Water savings differs by water system

Comparison Average Savings Per Treatment

Campaign vs. No campaign 
by water system

Concord 
8 gal/day (savings of 3%) 

Hingham 
42 gal/day (savings of 14%) *

West Springfield 
66 gal/day (savings of 22%) *

* Statistically significant



2018 Results

Comparison Average Savings Per Treatment

Campaign vs. No campaign 
by water system AND water 
use group 

Concord, Highest 
22 gal/day (savings of 6%) 

Hingham, Highest
62 gal/day (savings of 12%) *

West Springfield, Highest
128 gal/day (savings of 25%) *

Water savings by highest summer water users 
differs by water system

* Statistically significant



2018 Survey Results

 6-question survey sent to 
Campaign and Control 
households

 30.5% response rate
 Survey results mirror water 

usage



2018 Survey Results

Q. During this summer, how often did your household water your grass?

Campaign       No campaign (control)



2019 Pilot Project

 Expanded pilot project to 6 towns 
(2018 existing plus 3 new)

 Focus on medium-high and high 
users

 Developing and testing toolkit 

Next Steps: 
 Evaluate results from 2019 pilot
 Finalize toolkit & distribute



Additional Info

All reports available at: 
https://www.mass.gov/waterconservationpilot

Michelle Craddock
MA Division of Ecological Restoration

michelle.craddock@mass.gov
617-626-1544

https://www.mass.gov/waterconservationpilot
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