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Communications Goals

s

= Clear, consistent, compelling messaging to raise
awareness and change behavior

" Provide our community with the knowledge and
resources needed to reduce their water use.

= Reach a broad audience on a variety of
platforms: Direct-to-customers; social media;
website; media; advertising; signage and
collateral; community partnerships and
engagement.

June 2020
Alpine Lake

= Refine and expand campaign to meet changing
conditions and to build greater community
engagement.



Direct-to-Customer Outreach

» Each board action triggered a new phase of direct-to-
customer outreach and messaging across platforms

= Feb. 16 (Drought Declaration and Voluntary Conservation)
o Customer newsletter and a special conservation
brochure with details about drought, water-saving
tips and rebates

= April 20 (Water Shortage Emergency and Mandatory
Restrictions)

o Marin Water e-news launched; special insert with
restrictions, conservation information and resources
= May 04 (Irrigation Restrictions)
o Direct mailer to all residents and businesses with
details on water restrictions, conservation
information, and programs and incentives

Drought is__,_he_ re,,,,% = --

Conserve water.

Important Information About New Water
Restrictions and Water Conservation

Marin is in a drought. We have had two consecutive dry
years, and rainfall levels over the past year have been the
lowest we have on record in more than 140 years.

WONe in our service area to partner with
\ease read this important information
ctions, conservation tips, and
programs to help you save water.

Learn more at MarinWater.org,’Cans‘«Ew& :
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Stakeholder Engagement & Partnerships

Coming Up Recently Completed
05-19: Town of Tiburon ‘\; 05-18: MarirT County .Board of Supervisors
05-20: Sen. McGuire’s Town Hall on Drought 05-18: Sustainable Mill Valley
_ . v' 05-12: The Tamalpais

05-20: Marin Villages
05-24: American Association of Universit v’ 05-11: Del Mar HOA

-24: American Association of University v 05-10: Belvedere City Council
Women v' 05-07: North Bay Watershed Association
06-05: Dominican/Black Canyon Neighborhood v’ 05-06: Marin Coalition
Association v 05-05: Larkspur City Council
06-07: City of Mill Valley v’ 05-05: Tiburon-Belvedere Rotary
06-10: Town of Ross v" 05-05: Marin Conservation League

@ MARIN
= WATER

Drought Is Here:
Save Water

May 15, 2021




Stakeholder Engagement & Partnerships

= Newsletters and Websites
o Corte Madera; San Rafael; Mill Valley Chamber;
Tiburon Peninsula Chamber; California Landscape
Contractors Association; One Tam; City of
Larkspur; City of Mill Valley; FireSafe Marin

= Brochures and Materials
o Corte Madera, City of San Rafael, Sausalito Library;
various homeowners associations and chambers of
commerce

= Sighage and Banners
o Belvedere, Corte Madera, Mill Valley, Ross
o Banners: San Anselmo, San Rafael, Tiburon
o Watershed Signage
o More than 500 yard signs distributed




Digital Drought Outreach

» Social Media Campaign
= Sponsored Posts: Facebook and Instagram (10)
o Reach: 198,300

= Since the February drought declaration, we
have had more than 250 social media posts
(Facebook, Instagram, Twitter and Nextdoor)
o Reach: 520,180

» Website
= New drought landing page expanded
= New landing page for mandatory water rules
o Page Views: 260,000 (Feb-May 15)
o Drought Pages Views: 58,600 (Feb-May 15)
o Drought landing page in our top 3







Digital Drought Outreach

> Marin Water E-News

@ Marin Water
NS -N_e_ws
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= Dijrect to more than 23,000

inboxes
o Open rate 42% (industry
standard 30%)
= May Edition:
o New Water Use Restrictions
o Flume
o Graywater
o Water Watch Team




Drought and Conservation Awareness Advertising

» Digital Programmatic Advertising

= Targeted digital display ads will be seen
throughout Marin County on a variety of
websites.

= |mpressions exceed 640,000 to date

= Ads in English and Spanish

» Media Outlet Advertising

= Both print and digital versions

= Three-month initial run in daily and
weekly, community-based media outlets

= Next Phase: Expanded to include radio,
magazines, and cable programming @MARIN WATER

It's every-drop-counts time.




Drought and Conservation Awareness Advertising

> Out-Of-Home (OOH) Outdoor Advertising Es hora de
manejarlo sucio.

= Bus and train shelters

= Bus backs on routes throughout the service
area on Marin Transit and Golden Gate Transit

* Ads in Spanish and English

= Spanish placements using demographic data SRR

= Running now through August

= Next Phase: Expanded to outdoor kiosks Corte
Madera Town Center and The Village




Drought and Conservation Awareness Advertising

\é MARIN Wareg

MarinWater.org/
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Conserve

Sips every-drop-counts time.
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Drought and Conservation Awareness Advertising

TODAY |
TASKS February March Aporil June August September Cctober

Social Media Ads

Print & Digital News Ads

| Digital Display Ads
(English/Spanish)

Transit Shelters
(English/Spanish)

Bus Back Ads

| Radio Ads
(English/Spanish)

Expanded Print & Digital
Media

Outdoor Kiosks

MARIN WATER DROUGHT AD SCHEDULE 4




€he New Nork imes

M e d i a COVe ra ge Water Shortages and Fires Loom After a
Dry Winter

® Press re|ease s and media \Bf;ﬁi:agllﬁzstzf;te on California’s water situation. Also: A stair-
advisories in English and
Spanish

= Op-eds and editorial board
meetings ' N/

= Print, television, radio, online. l.., (AN 2t \\
Includes local, national and ~mm\' 4 8 |
international media : @5

= More than 180 drought and N\ Em"y e -

San Francisco Chronicle

conservation stories across
. Marin to be first big Bay Area water agency to push
P | d th rms since Fe b ruary ahead with water restrictions

drought declaration 0




New Community Engagement Programs

DID YOU KNOW WE ARE IN A DROUGHT?

" Drought Drive-Up Event WENEED YOURHELP 1D
O JurTe 12, 9.a.m. tolp.m @ Marin Water SAVE WAIER
offices; Mill Valley Community Center;
San Rafael Community Center
" Drive-it-Dirty Campaign
= Super Savers Campaign
= Weekly Water Wise Tracker

= \Water Conservation PSA

= Youth Outreach and Resources
o Youth community groups and
recreational events

= Water Efficiency Webinar




Upcoming Outreach

New Community Engagement Programs
Expanded Advertising

Conservation Incentives

Stakeholder Presentations

Continued Media Coverage
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