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 Created in 2009 – official statewide 
conservation education program

 Administered by ACWA in partnership with 
DWR

 Aimed at helping Californians reduce their 
everyday water use

 Umbrella program – complements local & 
regional efforts

http://www.saveourwater.com/
http://www.saveourwater.com/


Billboards

Restaurant Card

Mall Ads

Bill Stuffers

Posters

Digital Ad Micro-buy

Lawn Sign

Spanish Digital 
Banners 

Theater Ad



SOW working directly with dozens of 
water agencies:
 Bella Vista Water District
 City of Covina
 City of Huntington Beach
 City of La Verne
 City of Morro Bay
 City of Nevada City
 City of Pasadena
 City of Sacramento
 City of San Diego Park and 

Recreation Department
 City of Turlock
 Calaveras County Water District
 Chino Basin Water Conservation 

District
 Coachella Valley Water District
 Contra Costa Water District
 Desert Water Agency
 Dublin San Ramon CSD
 East Bay MUD

 Elsinore Valley Municipal Water 
District

 Irvine Ranch Water District
 Kings River Conservation District
 Mammoth Community Water 

District
 McKinleyville CSD
 Mesa Water District
 Monte Vista Water District
 North Tahoe PUD
 Palmdale Water District
 Placer County Water Agency
 Sacramento Suburban Water District
 San Diego County Water Authority
 San Francisco PUC
 San Gabriel Valley MWD
 San Mateo County Transit District
 Santa Clara Valley Water District
 Tahoe City Public Utility District
 Three Valleys Municipal Water 

District
 Town of Discovery Bay CSD
 Tuolumne Utilities District
 Zone 7 Water Agency



Many more examples are featured at:
http://droughtresponse.acwa.com

http://droughtresponse.acwa.com/


 Customers: 120,428 retail in Riverside County

 Water Savings: 35% cumulative (June-July)

 Outreach Actions:

◦ Direct customer outreach and paid media

◦ Extended with Save Our Water digital “micro-buy” 

◦ Campaigns urge customers to do their part to save

◦ Free smart controller installs, turf/toilet rebates

36% Target
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 Customers: 108,000 retail in Orange County

 Water Savings: 25.1% cumulative (June-July) 

 Outreach Actions: 

◦ Multi-platform outreach using paid media, website / 
newsletters, social media and town hall meetings

◦ Email blasts to consumers who live or work in area

◦ CII Focus: Personal call from general manager to top 
250 CII users to develop individualized reduction plan

20% Target





 Customers: 48,000 retail (peak season) in foothills, 
Northern California

 Water Savings: 39.2% cumulative (June-July)

 Outreach Actions: 

◦ Face-to-face outreach via town halls, 
presentations to civic groups and schools

◦ Appearances on public access and local radio

◦ Mobilized county via CalaverasConserves.com 

16% Target





 Customers: 39,000 retail on Central Coast

 Water Savings: 33.7% cumulative (June-July)

 Outreach Actions:

◦ $10K campaign with local agency partners focused 
on appreciation for conservation achieved

◦ Monthly personalized home reports that compare 
use to neighbors

◦ Expanded outreach budget & compliance activities

8% Target
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 Customers: 1.3 million retail in Bay Area

 Water Savings: 31% cumulative (June-July)

 Outreach Actions:

◦ Outdoor advertising in English, Spanish & Chinese

◦ Customer tools, rebates, how-to videos, 
residential “My Water Report,” online calculator 

◦ Extensive outreach through robo-calls, mailers, 
events & community meetings  

 Focus on landscape conversion / rebates

16% Target



Videos

Personalized Reports



 Customers: 990,000 retail in Bay Area

 Water Savings: 36.9% cumulative (June-July)

 Outreach Actions:

◦ Comprehensive website and active social media 
outreach

◦ Water Awareness Night stadium event and school 
education programs

◦ WaterSmart home water use reports coming this fall

20% Target



How-to 
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Mini-profiles with icons 
for various types of 
programs:

Using #DroughtBusters hashtag to promote

Restrictions  / enforcement

Outreach and education

• Click “MORE” to see specifics

• Share via social media

Rebates and incentives

Consumer tools and devices 

Operational / system 
efficiencies

http://droughtresponse.acwa.com/
http://droughtresponse.acwa.com/
http://droughtresponse.acwa.com/

