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ROGRAM RECAP VIDEO

EFFORTS FOR CALIFORNIA’S STATEWIDE
WATER CONSERVATION PROGRAM

SEPTEMBER 2022 - AUGUST 2024
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CAMPAIGN

BACKGROUND




ION: SEPTEMBER 2022

AN INCREASINGLY WARMER AND DRIER
CLIMATE EXPECTED TO DIMINISH WATER SUPPLY
BY UP TO 10% BY 2040. i



CALIFORNIANS WEREN'T ALIGNED WHEN IT
CAME TO OUR NEW WATER REALITY.



MPAIGN NEEDED TO ADDRESS

RSE CONSUMER SENTIMENT

DIFFERENT
CULTURAL
DROUGHT WEARY/ RELATIONSHIPS WEATHER-
OVER THE SCARE TACTICS WITH WATER DEPENDENT
ACTION
NOT CONNECTING
THE NEED TO CONSERVE
WITH CLIMATE CHANGE
FEEL THEY ARE
ALREADY DOING THEIR
PART/ENOUGH

DISTRUST IN
BIG BUSINESS

NOT TOP OF MIND & GOVERNMENT

DOING THEIR PART

Source: 2022 Quant Survey, EMC Research



JLTURAL INSIGHTS GUIDED CAMPAIGN

ODPMENT & DECISION-MAKING

CALIFORNIANS UNDERSTAND THAT WATER
IS ESSENTIAL TO THEIR LIVES.

CALIFORNIANS WERE EQUALLY SPLIT
ON NEEDING AN EMOTIONAL CONNECTION
VS. DIRECT ACTION AS A KEY DRIVER.



HELP A DIVERSE POPULATION OVERCOME
DROUGHT-FATIGUE AND TAKE ACTION.






GENERAL
CONSERVATION

Encourage Californians
to make conservation a way
of life year-round.

Educate Californians on the
importance of saving water.



DATA-DRIVEN, OMNI-CULTURAL
BRAND POSITIONING STRATEGY

PURPOSE
MAKE WATER CONSERVATION A WAY OF LIFE FOR ALL CALIFORNIANS

BRAND POSITIONING

WATER IS VALUABLE/PRECIOUS

CAMPAIGN PLATFORM
CONSERVE WATER RAIN OR SHINE

TONE
DIRECT, TRANSPARENT, PROACTIVE, EMPOWERING, OPTIMISTIC




KEY MESSAGING FRAMEWORK

PURPOSE MAKE WATER CONSERVATION A WAY OF LIFE

PRIORITY 2 PRIORITY 3

PRIORITY 1
MESSAGING Drive longer-term cultural shift in making Educate on Yard Transformation Build awareness for business & gov't
as the #1 way for consumers to save efforts to carve a path for

OBJECTIVES water conservation a way of life the most water broad-sweeping consumer change

CONSERVE WATER RAIN OR SHINE

Business & Government
Conservation Efforts

CONTENT THEMES New Water Reality Sense of Urgency Yard Transformation

Explainer Content Seasonality / Scalable Solutions Small, Localized
(Hotter, Drier Climate) Weather Triggered For Any Budget Business Stories

Californians Are In

KEY MESSAGES This Together / . \AVat%rVS\?w:gs '\F/l\;ost & ;Oeckf;tze;:’: rfaeri\s Innovation Stories
Every Drop Counts eielioa /e iadinie Ut /iR g

Water Usage Education Residential Stories Water Wise Plar)ts & Infrastructure Stories
Seasonal Planting
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STRATEGIC CROSS-CHANNEL APPROACH «

UNDER ONE CAMPAIGN UMBRELLA TO PULL CONSUMERS
THROUGH THE FUNNEL AND DRIVE REAL CHANGE

Role: Assets:
mpect AWARENESS
Reach Earned
Frequency Boosted Owned
Assets:
Role: Paid
Education EDUCATE/'NSP'RE Owned
Engagement Earned
Events/Partnerships
Assets:
Role: INFORM/ Paid
Interest ACTION Owned
Intent To Save Earned
Events/Partnerships
Role: Assets:
Behavioral QUREE
Change Advocacy PROGRESS ZelfnEe

SHARING

Events/Partnerships
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GEOGRAPHY: LAYERED TARGETING NP
FOR REACH & IMPACT o

[ sacramento/North 9%

I Bay Area 20% . .

il « Statewide foundational effort,
Central Coast 4% °

B LA County % to drive broad awareness

Greater LA Area 22%

[ san Diego 9%

« Key market heavy-ups, with
priorities in high-water-use
counties

Indicates High-Water Use County
(23% of respondents)

¢ Sacramento County

* Solano County

* Fresno County

* Tulare County

* Kern County

5§ SanBemakdnBICanty - Additional layer of ZIP code
* Riverside County . . . .
targeting, reaching priority ZIP

codes in key markets




TARGET AUDIENCE: SEGMENTING
FOR OPPORTUNITY

CORE CAMPAIGN DOES NOT CONSERVE CONSERVES

TARGETED ALL

CALIFORNIANS, AMBIVALENT ECO-BELIEVERS SEASONAL WAY-OF-LIFE
AND THOSE LIVING IN WATER WASTERS THAT DO NOTHING WATER SAVERS WATER SAVERS

HIGH-WATER-USAGE
REGIONS, with specific

general messages CONVERT TO
deployed to all REMOVE FROM EFFORTS MOST OPPORTUNITY/VALUE TO IMPACT of C;:nZLr:lEC?:)iESSation
segments and more with General Conservation & Yard Transformation messages

& emphasize Yard

specific deployed Transformation messages

according to layered
audience segments

A ﬂ ®_ @ Further targeting considerations for Homeowners
A el 2=

A Renters, Multicultural, & Hard-To-Reach audiences
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IN-LANGUAGE OUTREACH: PRIORITIZED ®

BY REGION

LANGUAGES SPOKEN
(STATEWIDE)

Hispanic/Latino,
47%

White, 32%
Black/AA,
7%

Native
Hawaiian/Pacific
Islander, 5%

Other
Asian,
25%

Vietnamese, 8%

Korean, 4%
Japanese, 3%

Filipino, 26%

Chinese,
15%

% % %

Korean Hmong Vietnamese
Speakers|Speaker Speakers | Speakers Speakers

Fresno County 0.47% 0.71% 0.14% 0.41%
Kern County 0.29% 0.20% 0.01% 0.20%
Riverside County 0.78% 0.06% 0.63%
Sacramento County 1.61%

San Bernadino County 1.45% 0.03% 0.55%
San Joaquin County 0.17% 0.98%

Solano County 0.82% 0.05% 0.57%

Stanislaus 0.45% 0.70% 0.14% 0.13% 0.28%

Tulare County| 5w/ 0.19% 0.65% 0.07% 0.21% 0.13%




CAMPAIGN CREATIVE




NEW BRAND IDENTITY IN ENGLISH

& SPANISH

SAVE OUR WATER

Y |

Brand Standards

TABLE i
OF s
CONTENTS § o

1 coloms
’

15 BRAND IN ACTION
Jr

BRAND IDENTITY

i ® SAVE
OUR
WATER

SAVE OUR WATER

sacazo

RAVE SUS WATES BRAND SYANRANSS - VESLION 40

SPANISH LOGOS

*ﬁ CUIDEMOS
NUESTRA
AGUA

EAIINTAL Witk L

CUIDEMOS
NUESTRA
AGUA

onoathL

o
CUIDEMOS
NUESTRA vAGUA
o
CUIDEMOS

NUESTRA AGUA

oo

STANDARD ICONS

e o e watng ot

SOCIAL MEDIA GUIDELINES

Voice / Tone

FAVE SR WATER REANE STANBANNS | VEREITN 3T




NEW WEBSITE IN ENGLISH & SPANISH

HOW TO SAVE

e YO RAVE WATER

FND YASO BEBATES

s

HOMEPAGE

Together, let’s make
water conservation a way of life.

o esaRol

YARD REBATES RESOURCES

>

Yard Transformation Water Conservation
Rebates Resources

FIND YARD REBATES

NEWS

NEWS/BLOG ARTICLES

6 Tipa for the Big Came from
CaBfornia’s Water Saving Playbook

TOOLKIT

_‘

Save Our Water
Toolkit

SOCIAL WALL



LAYERED CREATIVE INITIATIVES

GENERATE AWARENESS & EDUCATE ON THE ISSUE

EDUCATIONAL CONTENT

CREATE EMOTIONAL CONNECTION TO THE VALUE OF WATER

FOR THE LOVE OF WATER

EDUCATE ON ACTIONABLE WAYS TO SAVE WATER

TOUGH LOVE

DIRECTLY CONNECT TO LOCAL RESOURCES & REBATES

YARD TRANSFORMATION

SAVE OUR WATER

21



FOR THE LOVE OF WATER

created an emotional connection, positioning water as something precious that we
all have a special relationship with. It communicated how water empowers the unique
California way of life and how important it is to protect for future generations.

0000
@ S

WATER CONSERVATION APPEALS WITHOUT WE'RE IN THIS
IS PRECIOUS AS A WAY OF LIFE SHAMING TOGETHER

22



For the love of
water, California.

-
= . =

Reuse indoor

water in .«

your gardén.
ot

Find ways to conserve at SaveOurWater.com

o ' F
e
::;';:,'\'

Conserve 11
shower 2ot
water. A

Preserve
our way
of life.

Find ways 1o conserve at SaveQurWater.com

Bé&i vi .
Tinh yéu Danh cho Nworc,
California.

Hay bién viéc bao tén nudc thanh mét phuong cham séng.

A2 ZLIOHS
L1otol

B ZofE warst

 va bé chira nuére hom,
& viéc lam quan trong

Mura blo ¢4 gidp lam dAy ¢
nhung tiép tuc tiét kiém nu
nhu viéc bdo tdn phirong cach sdng,

el 2 x| 2|

Tim thém cach thirc tiét kiém tai SaveOurWater.com

SaveOurWater.com 0l G BE I8 E 22HR

Cuidémosla pa . vﬁls

17 pequ s caml

CUIDEMOS

Aprende cémo en CuidemosNuestraAgua.com . :g‘rj‘:nﬂ



TOUGH LOVE

got straight to water conservation tips in a way that was warm and funny
without losing the seriousness of the message. Celebrities Danny Trejo & Niecy
Nash harnessed their tough sides to deliver 'tough love' to Californians, so they
didn’t contribute to water waste and learned new ways to save along the way.

L O £

WATER CONSERVATION SENSE OF
IS PRECIOUS AS A WAY OF LIFE CONSERVE URGENCY

24
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YARD TRANSFORMATION

Educate on the value and promote action

T 1

SCALABLE BEAUTIFUL WATER-WISE LOCAL
SOLUTIONS PLANTS REBATES




Ahorra mas agua,
elige plantas de
poco riego.

Transform your yard
with water-wise
landscaping.

“GUERRAS
DE CESPED"”

CUIDEMOS
NUESTRA
AGUA

PATROCINADO POR

* CUIDEMOS
ﬁ NUESTRA
AGUA

Save Our Water - Cuidemos Nuestra Agua
Sponsored S Sponsored -
— " A o Big (or small)
Transform your thirsty lawn into a water-wise Los reembolsos pueden reducir el costo de g
Go from oasis. Find local rebates, save water, get curb transformar tu jardin sediento en uno hermoso

yard updates
can cost less

appeal. Win win win. de poco riego.

water-waster
to water-save

i Confirmed organizat. i & Confirmed organizat...

Rebates

can help you

p - ~ iz make beautiful
Find rebates R e, v

for your yard.

*® ~  CUIDEMOS
NUESTRA
AGUA

cuidemosnuestraagua.com

saveourwater.com Hora de transformar tu L
o Learn more Sarmmore
Beautify your yard jardin * SAVE
QO 188 20 comments 12 shares OO0 % 535 28 comments 59 shares %%?ER
oY Like (D comment 4> Share oy Like (O comment 2> Share
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PAID PERFORMANCE

o

[e]

SPEND

19.5M
é

CLICK THROUGH RATE

.26%

=

ADDED VALUE

4.7TM

I,

&\'

CLICKS

710K

C,

IMPRESSIONS

1.27B

SESSIONS

740K

e

\
VIDEO VIEWS

S50M
'—lQ‘

AVG. TIME ON SITE
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HIGHLIGHT: FOCUSED ON HIGHLY ENGAGING
& EDUCATIONAL DIGITAL PLACEMENTS

o gA\aE
U
NV water

Tap to fix leaks
and turn off water.
Move the bucket ~
to capture water.

/

Fixing leaks can save
90 gallons each day.




HIGHLIGHT: CREATED INTEGRATED,
COMMUNITY-BASED COMMUNICATIONS

T e

)

CUIDAR EL
AGUAY
PREPARARSE
PARA EL CALOR

es la nueva realidad
climatica de California.

Esta nueva realidad nos reta a cambiar
nuestro estilo de vida para adquirir las
herramientas necesarias para el futuro,

A medida que avanzamos hacia

los calurosos meses del verano,
¢como podemos trabajar juntos para
adaptarnos a esta nueva normalidad?

Sigue leyendo para obtener consejos
sobre cémo responder ante el calor

B LaOpinion @

CONSERVING
WATER AND
PREPARING
FOR HEAT

in California's new
climate reality

Extrerne weather challenges us to make
daily lifestyle changes to ensure we have
the tools we need for the future.

As we move into the summer months,
how can we work together to adapt to
this new normal?

Keep reading to get tips on navigating
extreme heat and working toward a
more sustainable water reality.

Protégete a tiy a tu familia de las olas de calor

S| HAY CALOR EXTREMO,
cudatedeicalorcacom POR FAVOR CUIDATE

8O ObLINE: aYUa Con tu 6RO ta electricdad visita
Y or Rt

Acude 2 un gar frestor CUando haga mUcho

LET'S MAKE SAVING
WATER A WAY OF LIFE

Though we saw & receed amount of rain and Snow this winter,
e face B Potter, cirier futire. These weather extromes o why
2 wary of e i ]

Simplo changes in our dally lives make a big
difference in the long run, Where should you
begin conserving water? There are many easy
ways to get started.

Fixing leaks inside and outside the
UF  home can save up to 30 gallons of
water each day.

& Running the washing machine
4 only when full can saves 45 gallons. while shaving. Each of these actions
por load! can save over 10 gallons of water
each shower.

== Running the dishwasher only
W  when full saves 24 gallons per load Instead of letting the water run
compared to washing dishes by hand! ~

g Installing aerators can save a half wipe them
a galion per minute. Installing
high-efficiency toilets can save
up to 35 galions per day.

Dusinesses,

Find Gut all the ways 10 conserve water f SaveOurWater.com

rorm O (] o

USanGo QorT0, gatas de 50k, blogueador solae
Uaema ai 211

£arion y a1 £1.) pars edormaciin de tramports

aegirate de que ks

energia a5 Auces y evita wsar
OCOMALCOR GrANGeE, arrsta ol tarrmostato a 78
“C) 0 menics, y evita recanar coches eHctricos durante
Flex Alerts para prevens apagones.
ayudar 3 prepararse para la
Comparte esta Informacion con
P08 y MarferImoncs 3 savo.

Poeener mas corsejos e informacstn, vista
Jreseicasorcacom




: SECURED ADDED VALUE
TURAL INTEGRATIONS

TOTAL VALUE OF OF TV + RADIO ADDED VALUE: $3,330,000

Partner: Telemundo Partner: Univision
Three-part Custom Content Custom segments Despierta
Series on Yard Transformation Ameérica and Edicion Digital

SAVE OUR WATER

P M R
{ I
i -2

N ® CUIDEMOS &
> ﬁuussm;\

Partner: Estrella
Sponsorships of News,
Pre-Season NFL
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: DEVELOPED

MICRO-CAMPAIGNS TO ACHIEVE LOCAL OBJECTIVES,
DRIVING TRAFFIC TO PWA PARTNER WEBSITES.

GEOGRAPHY CUSTOM TARGETING CO-BRANDED ADS
Focused Vendors to deploy Co-branded messages'
geotargets specific custom SOW targeting developeql for each campalgn,
to local water agency segments to engage Ieveraglng.SOW's creative
service area. those with Homes platform with partner logo

+ + inclusion.

Demographic

Home Ownership Status /

3 Home Type

Message Specific

w® v |
OP PILOT PROGRAM ﬁ

33



® oS
OWNED PERFORMANCE o

/
A 000
YY)

IMPRESSIONS INCREASE IN INCREASE IN INFLUENCER
ACROSS CHANNELS ENGAGEMENT AUDIENCE IMPRESSIONS

97M+ +80% +39% 100M

ACROSS 15 LANGUAGES

O ® 6 0O




RESIDENT &
COMMUNITY STORIES

SAVE OUR WATER

CONSERVATION

TIPS

@ saveourwater

& ¥

HT: 2K+ ASSETS CREATED
SS KEY MESSAGING THEMES

TRANSFORMATION

SAVE
OUR

WATER

#Save QurWater

O ® 6 0O

EXPLAINER/EDUCATIONAL
CONTENT

Save Our Water
2d-Q

Let's keep our pets safe !

Shasta Daisy, also known as Chrysanthemum maximum, is poisonous to dogs&. Toxins like
pyrethrins, lactones, and sesquiterpenes are abundant in these flowers. Dermatitis or skin
irritation, lack of coordination, excessive salivating, diarrhea, and vomiting can all occur in pets.

\
SR+

#SaveOurWater



GHT: CREATED
SPANISH CHANNELS

ol 5Ge %

cuidemosnuestraaguaca () -

w 56+ % 6:57 W 56+ 1%

< CUIDEMOSNUESTRAAGUACA
S

< CUIDEMOSNUESTRAAGUACA
S

‘4% cuidemosnuestraaguaca ‘@ cuidemosnuestraaguaca

® CUIDEMOS
NUESTRA
ﬁ AGUA

#CuidemosNuestraAgua

CUIDEMOS
NUESTRA

®
ﬁ AGUA

® CUIDEMOS
ﬁg‘EﬁmA #CuidemosNuestraAgua
Liked by jobseekersvideonetwork and others Liked by js2430701 and others

cuidemosnuestraaguaca La poda es una parte cuidemosnuestraaguaca ;Alguna vez has oido de la

: < xerojardineria? jAqui estd todo lo que necesitas saber
importante de mantener un jardin sano y bonito. Sigue g A =
estos tres consejos antes de podar tus plantas... more P foduckr el consurmo de agua en t jerdin_. more
i aC - #California o %
#. #Calif
Jardmejla ICalfornia = For English, follow us on @saveourwater
For English, follow us on @saveourwater
See translation See translation :
® CUIDEMOS
A QA ® & @ A QA ® & o NUESTRA
#CuidemosNuestroAgua
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20 messengers
created and
posted 100
pieces of content
on TikTok,
including shares

100% of the

messengers

identified as
BIPOC, AAPI, or
Latino/Hispanic

SAVE OUR WATER

The campaign

had an average

engagement of
5.32%

TO HELP SAVE WATER

There were
962K audiences
reached
through the
campaign with
many seeing 2+
pieces of content

v N
a great Waytolstantisav
~: ‘ G E ﬁ;
] ‘ =
- (N /
A g 4 o
A - ¢

The creators
were located in 11
different CA
cities & reached
audiences in 37
different
counties across
the state

The content
received over
1.6M impressions
on TikTok
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EARNED PERFORMANCE

410M

Earned Media
Impressions Statewide

Clear & Actionable Ethnic & General Storytelling
Narrative Market & Tips

17

Yard Speaker'’s
Transformation Bureau

SAVE OUR WATER

&

Clear and actionable narratives helped Californians
understand that despite shifts in weather, we still
need to conserve all year round.

Storytelling built strong emotional ties to water and
deepened knowledge of conservation tips with ethnic
and general market media.

Yard transformation was a constant theme,
cultivating earned coverage of water-wise options
for Californians.

Residential and business stories promoted innovation
and celebrated communities.

Our speaker's bureau and state agency engagements
brought stories to life through bylined articles and
interviews.

Save Our Water efforts also highlighted the greater
context of the water supply strategy to uplift State

and local efforts.
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EVENTS & PARTNERSHIPS

ANGEL CITY FC

BLACK HISTORY
MONTH

DIA DE LOS MUERTOS
GIRL SCOUTS

HMONG FRESNO

MLK JR. DAY

ELEMENTARY SCHOOL
GARDEN TOURS

SAC REPUBLIC FC
TASTE o F So U L weareangel(;;!y We had the pleas.ure of hosting California

Natural Resources Secretary Wade Crowfoot, Metropolitan
Water District of Southern California General Manager Adel
TET FESTIVAL Hagekhalil, Metropolitan Board Vice Chair Nancy Sutley, and
Exposition Park General Manager Andrea Ambriz at Sunday's
game. We are grateful for the work and energy you bring to
educating Californians about water conservation as a way of

VISALIA HOME EXPO ‘ -




SMALL BUSINESS SUPPORT

DEVELOPED WATER-FOCUSED/
SUSTAINABILITY CONTENT FREE
FOR ANYONE.

* Value generated across workstreams for
paid, owned, and earned efforts

Resources for water risk assessment

Operational efficiencies that reduce
costs, protect reputation, and
enhance brand value

 Leveraged state chambers and small
businesses for water workshops

©)

Chinese Chamber
of Commerce
of Los Angeles

Water conservation efficiency tools,
including best practices and
creative solution case studies

Consumer connection points that
demonstrate small solutions making
a big difference

OAKLAND
CHINATOWN
CHAMBER OF

COMMERCE

BEGREHE




COLLABORATED WITH
PWAs ACROSS THE STATE

PROVIDED EDUCATION &
TOOLKITS AT ACWA

AMPLIFIED PWA CONTENT
ACROSS ALL SOW CHANNELS

~....-... O changing climate comtinues b bring rising
temperntures and loager periods of dry year

DR IS estares.
rance Doesn t
‘Mean Giving Up Beauty @




CALIFORNIA FAIRS




FAIR ACTIVATIONS g N

San Diego County Fair California State Fair Kern County Fair
June 7 -July 4 July 14 - July 30 September 20 — October 1
Reported Attendance: 1,000,000 Reported Attendance: 650,000 Reported Attendance: 450,000

!

l

Alameda County Fair Orange County Fair Big Fresno Fair
June 16 -July 9 July 14 — August 13 October 4 -15
Reported Attendance: 415,000 Reported Attendance: 1,000,000 Reported Attendance: 560,000

Estimated # of Attendees = 4,075,000

43
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YARD TRANSFORMATION
EDUCATION CENTER

SAVE OUR WATER

Expo-style 'Education Center' spaces:

Promoted key program messages including the beauty,
ease, and scalability of Yard Transformation

Included an activity station for children to learn about water
conservation and water-wise plants via a coloring booth and
building a planter

Provided an interactive station for fair-goers to create their
own yard transformation plan with resource references

Featured key partnerships with Home Depot and the
California Native Plant Society/Bloom California to provide
expert education and resources

&y




PARTNERSHIPS

CALIFORNIA
NATIVE PLANT SOCIETY

California Native Plant Society

California Native Plant Society is dedicated to
conserving California native plants and their
natural habitats, while increasing the
understanding, enjoyment, and horticultural use of
native plants. They are our subject matter experts
and will provide guidance to fair goers wanting to
learn more about yard transformation.

SAVE OUR WATER

BloomcCalifornia.org

Bloom! California is CNPS' resource to help people
growing their own gardens with native plants to grow a
beauty unique to California while supporting wildlife and
saving precious natural resources. CalScape is another
CNPS resource used to find plants that grow well in your
region. You can use the CalScape Garden Planner to find
plants unique to your zip code and design ideas for a
range of landscaping styles.
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PARTNERSHIPS

In-kind partnership details included:

« Donated soil, plants and other resources to bring the booth
to life

 Facilitation of “Plant Your Own Water Wise Wonders” at the
children’s station

« Provided support staffing at booth

 Featured in-store "Save Our Water" signage in 230 stores
across the state to help customers identify water-wise
plants.

« Terrestrial Radio in California Markets during Fourth of July
event 6/26-7/5

* Included in Statewide Digital Streaming Audio (Pandora &
Spotify) 6/22-7/4 totaling 70MM impressions

SAVE OUR WATER 46




SPACE FOOTPRINT & DESIGN

Side by side Rolling tool cabinets
HD Branding Opps: Back Tent 3'x7" Trl Banners Info spot

Wall and Rolling Carts HD Branding Opp

3'x7' Tri Banners Info spot

HD Branding Opp

climate
_ ‘ has
W »changed

lgl}'s make
£9558rving water
A Way of life,

. HD Branding Opps In kids area:
¥x7' Tri Banners Info spot Dome tent 10’ diameter chairs, rug, table, activity

HD Branding Opp
P . or 15'x 11.80 tall
3'x7" Tri Banners Info spot

HD Branding Opp

Raised planter boxes /
With water-wise plants Not Shown: Rolling TV cart for
Looping Video

HD Branding Opp on raised planter boxes HD Branding Opp
*Adjustable layout 20x20 30 x 10 elongated

or can be compacted to fit space.

$.0.W. 2023 Fair Exhibit Kit Layout Version .01
Submitted by KM Creative Solutions

SAVE OUR WATER 47




BOOTH EXPERIENCE

SAVE OUR WATER 48




BOOTH EXPERIENCE (conr,

SAVE OUR WATER 49




EARNED MEDIA

Save Our Water Campaign Launched Innovative Partnership to Bring Together

Local Water Agencies, the State and Business to Educate Fairgoers on Outdoor
Water Conservation

SAVE OUR WATER

TOTAL POTENTIAL

AUDIENCE

TOTAL EXACT
MATCHES

TOP EXACT MATCH PICKUP

yuh°°! Yahoo! Finance

finance 43.7M visitors/month [}
KFLAE KTLA [Los Ang...
Wl 5.8M visitors/month 1)
Nevrgsel 8 WFLA [Tampa, FL]
Channel N 3.7M visitors/month ']
k KXAN-TV NBC-3...
XQ 2.4M visitors/month (1]

KTVI-TV FOX-2...
KPLR = :
1.9M visitors/month (')

. Q. Seeking Alpha
Seeking Alpha 7.5M visitors/month (1]

WJW-TV FOX-8 ...
5.2M visitors/month (']

A MarketScreener  MarketScreener
2.6M visitors/month (']

Fox 3] (H'{1)] KDVR [Denver,...
UL 2.3Mm visitors/month (1]

Km KRON [San Fra...
1.9M visitors/month ')

Benzinga

BENZINGA

6M visitors/month 1]

cl S! U N PR Newswire

,,,,,,,, 5.1M visitors/month (']

HOMNEGIY oreoser

2.5M visitors/month ']

WGN [Chicago,...

CHICAGO'S VERY OWN
WGNL.] 2.2M visitors/month (']

WXIN-TV FOX-5...
1.9M visitors/month (')
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® \
PAID MEDIA L .
SOCIAL PERFORMANCE AGGREATION &

Buy Delivery

Ve | Deveed | Gos | hwoGol

Budget $59,996.36 $60,000 100%
Impressions 6,808,555 6,000,000 113%
CTR 0.68% 0.50% 136%
Clicks 46,160 30,000 154%
GA4% Sessions 36,166 25,500 142%

SAVE OUR WATER 51



Educational giveaway items at the booth included:

50,000 branded seed packets
- California Poppy

- Purple Coneflower

50,000 Branded Totes
50,000 Kids Coloring Books

50,000 Temporary Tattoos

SAVE OUR WATER 52
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TOTAL
CAMPAIGN IMPACT
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CALIFORNIA RESIDENTS

Water conservation should be a way of life 54%
It is important to conserve rain or shine 65%
A hotter, drier climate is our new reality 37%
CALIFORNIA LATINO RESIDENTS _
Water conservation should be a way of life 48%
It is important to conserve rain or shine 64%
A hotter, drier climate is our new reality 35%
CALIFORNIA HOMEOWNERS _
Water conservation should be a way of life 63%
It is important to conserve rain or shine 68%
A hotter, drier climate is our new reality 41%

KEY CONSERVATION AND YARD AD-AWARE
TRANSFORMATION ACTION/BEHAVIORAL STATEMENTS

CALIFORNIA HOMEOWNERS _ O o
Add mulch around my trees 44% o O

KEY STRATEGIC/FOUNDATIONAL STATEMENTS AD-AWARE

Up(tzlate my outdoor watering with a more efficient irrigation 45% 42%
system

Stop watering lawn 4% 21 AGREEMENT WITH WATER CONSERVATION
CONSERVATION PRINCIPLES ~ SHOULD BE A WAY OF LIFE

E%%Igccaepliar%n, garden, or plants with water-wise 279
Collect water in the shower with a bucket 19%
Install a pool cover to prevent evaporation 18%
Install a rain barrel or cistern 1%
Install a greywater system 10%

Source: 2024 Campaign Ad Tracker, BSP Research
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