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2004 Water Use Efficiency Proposal Solicitation Package
APPENDIX A:  Project Information Form

Applying for:

1. (Section A) Urban or
Agricultural Water Use
Efficiency Implementation
Project

2. (Section B) Urban or
Agricultural Research and
Development; Feasibility
Studies, Pilot, or Demonstration
Projects; Training, Education
or Public Information;
Technical Assistance

˛  Urban                                q Agricultural

q(a) implementation of Urban Best Management Practice,
#_________________________

q (b) implementation of Agricultural Efficient Water
Management Practice, #______________

q (c) implementation of other projects to meet
California Bay-Delta Program objectives, Targeted
Benefit # or Quantifiable Objective #, if applicable
______________

q (d) Specify other: ___________________

q (e) research and development, feasibility studies, pilot, or
demonstration projects

˛ (f) training, education or public information programs with
statewide application

˛ (g) technical assistance (Best Practice Guides)
˛ (h) other (outreach, leveraged partnerships)

3. Principal applicant (Organization
or affiliation): Efficiency Partnership

4. Project Title: Flex Your Power at the Tap

Walter McGuire, President

2183 Union Street

San Francisco, CA 94123

Tel:  415-771-7571 ext. 315

Fax:  415-775-4159

5. Person authorized to sign and submit
proposal and contract:

Name, title

Mailing address

Telephone

Fax.

E-mail Email:  wmcguire@
efficiencypartnership.org
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SAME6. Contact person (if different): Name, title.

Mailing address.

Telephone

Fax.

E-mail

7. Grant funds requested (dollar amount): $3,450,000 (Over 3-Years)

(from Table C-1, column VI)

8. Applicant funds pledged (dollar amount): $23,543,726

9.Total project costs (dollar amount):

(from Table C-1, column IV, row n )

$26,995,231 (Over 3-Years)

10. Percent of State share requested (%)

(from Table C-1)
12.8%

11. Percent of local share as match (%)

(from Table C-1)
87.2%

12. Is your project locally cost effective?

Locally cost effective means that the benefits to an entity (in
dollar terms) of implementing a program exceed the costs of
that program within the boundaries of that entity.

(If yes, provide information that the project in addition to
Bay-Delta benefit meets one of the following conditions:
broad transferable benefits, overcome implementation
barriers, or accelerate implementation.)

˛ (a) yes
It is extremely cost-effective for an
entity (a 10-to-1 match in its favor -,
large water savings) but only if the
entity participates in Flex Your Power at
the Tap Regardless, the program has
broad transferable benefits, overcomes
implementation barriers and accelerates
implementation.,
˛ (b) no
It would not be cost –effective for a
single entity to implement all the aspects
of this campaign on its own.
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13. Is your project required by regulation, law or contract?
If no, your project is eligible.

If yes, your project may be eligible only if there will be
accelerated implementation to fulfill a future requirement
and is not currently required.

Provide a description of the regulation, law or contract and
an explanation of why the project is not currently required.

q (a) yes

˛ (b) no

January 2006 to
December 2008
All

All

All

All

14. Duration of project (month/year to month/year):

15. State Assembly District where the project is to be conducted:

16. State Senate District where the project is to be conducted:

17. Congressional district(s) where the project is to be conducted:

18. County where the project is to be conducted:

19. Location of project (longitude and latitude)
Statewide, California

20. How many service connections in your service area (urban)? Not Applicable

21. How many acre-feet of water per year does your agency serve? Not Applicable

22. Type of applicant (select one): q (a) City
q (b) County
q (c) City and County
q (d) Joint Powers Authority
q (e) Public Water District
q (f) Tribe
˛ (g) Non Profit Organization
q (h) University, College
q (i) State Agency
q (j) Federal Agency
q (k) Other

q (i) Investor-Owned Utility
q (ii) Incorporated Mutual Water Co.
q (iii) Specify __________________

23. Is applicant a disadvantaged community?
If ‘yes’ include annual median household
income.

(Provide supporting documentation.)

q (a) yes,   ________ median household income

˛ (b) no
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX B:  Signature Page 

 
 

By signing below, the official declares the following: 
 
 
 
The truthfulness of all representations in the proposal; 

 
The individual signing the form has the legal authority to submit the proposal on 

behalf of the applicant;  
 

There is no pending litigation that may impact the financial condition of the 
applicant or its ability to complete the proposed project; 
 

The individual signing the form read and understood the conflict of interest and 
confidentiality section and waives any and all rights to privacy and confidentiality of the 
proposal on behalf of the applicant;  

 
The applicant will comply with all terms and conditions identified in this PSP if 

selected for funding; and 
 
The applicant has legal authority to enter into a contract with the State. 

 
 

 
 
    
Signature  Date 
 
Walter McGuire       President  
Name  Title 
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SECTION 1:  RELEVANCE AND IMPORTANCE 

 
Efficiency Partnership, which designed and runs the State’s Flex Your Power energy 
conservation and efficiency campaign, in cooperation with the California Urban Water 
Conservation Council (CUWCC)1 and individual water agencies, proposes a three-year, 
statewide marketing/public education and outreach campaign to reduce water use in the Bay 
Delta and to support all programs designed to encourage water conservation and efficiency.  
 
Broadly speaking, this campaign will: 

1. Leverage and extend California’s historically successful energy conservation campaign 
by issuing a call to action to the general public, businesses, institutions and governmental 
entities to save water – and educate them about the measures and programs to help them 
do so; 

2. Utilize Flex Your Power’s extensive partnerships with manufacturers and retailers of 
water-efficient products, businesses and non-profits to design and implement water 
conservation and efficiency initiatives, particularly targeted to commercial and outdoor 
water use;  

3. Design replicable programs that both utilize Flex Your Power’s overarching messages 
and can be localized and undertaken by individual water agencies to strengthen the 
specific programs of each agency.  

 
Following the successful branding of Flex Your Power’s other extension campaigns – the 
gasoline use reduction campaign, Flex Your Power at the Pump, and the summer peak energy 
load reduction campaign, Flex Your Power Now! – the tentative name for the water conservation 
and efficiency campaign is Flex Your Power at the Tap. With this title, the water campaign can 
take advantage of the nearly universal awareness and support for the Flex Your Power campaign, 
in addition to its existing staffing and networks across all sectors.  
 
By reducing water use across all sectors, by supporting individual programs and by advancing 
the overall objectives of CALFED’s Water Use Efficiency Program, Flex Your Power at the Tap 
will directly and indirectly benefit water supply reliability, improve water quality, and bring 
other environmental quality and economic benefits to the Bay-Delta System. Backed by an 
effective media campaign, each element of Flex Your Power at the Tap can be easily tailored and 
replicated throughout the state. The resulting efficiencies in design, consistent and clear 
messaging, and leveraged partnerships with the private sector create a cost-efficient and highly 
effective campaign in support of all water management practices. 
 
Need for Flex Your Power at the Tap 
The State of California has long recognized the necessity of reducing water use. CALFED’s 
groundbreaking water use efficiency program, the urban and agricultural Memorandum of 
Understanding and resultant best management practices, and the scores of other state and local 
policies and programs are testimony to the wide support for water-use efficiency and 
conservation measures. However, there is no single or simple mechanism the State can use to 

                                                
1 CUWCC virtually all California urban water agencies. 
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reduce water use. As we learned in the energy crisis, successfully reducing water use will take 
the actions of virtually all residents, businesses, governments and other entities. The challenge 
facing the State is to implement a comprehensive, well-executed public education and outreach 
campaign to encourage behavioral change and drive water users to the programs and products 
that will help them save water. 
 
Survey research shows that conserving water is not that high on most Californians’ priority lists. 
Additionally, most Californians do not know the measures to reduce water use; are generally not 
aware of the economic, environmental and societal benefits of reducing water; and are not aware 
of the many programs offered by government and water agencies alike. In fact, a September 
2004 study prepared for California Urban Water Agencies calls building awareness of the need 
for water conservation “a necessary first step,” and cites “attitude of the community” as a 
significant hurdle that must be overcome. California faced a similar situation at the onset of the 
energy crisis when more than 90% of Californian’s believed they were “already conserving” and 
“had enough information on how to conserve” despite an enormous projected electricity shortfall 
that proved otherwise. Once educated and motivated, 33% of all residents and 27% of businesses 
cut energy use by 20% or more. 
 
However, marketing and customer communication represent two of the top three challenges 
water agencies face in implementing water-use efficiency programs.2 Part of the problem is that 
individual water agencies are simply not in a position to implement cost-effective and proven 
effective marketing strategies. There are a number of reasons for this structural barrier, 
including:  

1. Water agency service territories do not coincide with media markets. Particularly with 
broadcast advertising and earned media, a water agency would waste large sums of 
money advertising because they would be paying to reach people outside their service 
area. 

 
2. Water agency service territories do not coincide with the market territories of 

manufacturers and retailers of water-efficient products. Therefore, cooperative and 
privately leveraged marketing promotions are nearly impossible. Clear and consistent 
messaging, and consistency of programs are vital to joint marketing and outreach with the 
private sector. National companies advertise by media market (the Los Angeles media 
market, for instance, covers nearly 50% of the entire state’s population) and cannot 
promote mixed messages on a variety of products or programs. Companies such as 
Maytag, Sears, Home Depot and Lowe’s, for instance, will not commit substantial 
marketing and educational dollars to promoting water-efficient products unless, and until, 
there is a coordinated and consistent statewide effort to promote such products. 

 
3. Water agencies lack the resources to break through the "noise" in the public 

consciousness and their intermittent efforts to promote specific programs do not provide 
the continuity needed to build and sustain significant public awareness. Designing and 
implementing outreach strategies within the complex commercial, industrial and 
residential new construction markets requires the establishment of relationships that are 

                                                
2 Program design was the third. September 2004 study for California Urban Water Agencies. 
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strengthened over time. Additionally, because the planning, manufacturing, promotion 
and budget cycles of manufacturers and retailers often extend out several years, these 
entities require long-term planning horizons to maximize the marketing and outreach 
opportunities. The promotion of individual programs by multiple agencies can also create 
customer confusion. 

 
4. Water agencies are often not located near or in touch with the corporate headquarters of 

major commercial and industrial facilities. They are therefore handicapped in their 
attempts to induce the satellite facilities located in their service territories to adopt water-
use efficiency measures.  

 
While these structural barriers do not preclude individual agencies from implementing more 
targeted campaigns in support of their individual programs – which they should continue to do – 
the barriers limit the tools the agencies can use and prevent success.  
 
As a statewide campaign not restricted to service territories and markets and with a history of 
working with hundreds of entities, the Flex Your Power campaign is well positioned to deliver 
clear, compelling and consistent information across water agency service territories through 
strategies and means of communications not available to individual water agencies. Using mass 
media, the Internet, partnerships, educational materials and other outreach strategies, Flex Your 
Power at the Tap will inspire significant voluntary actions by residents, businesses and 
institutions to save water immediately and lock in the savings for years to come.  
 
Proceeding into its fifth year, the Flex Your Power campaign brings unique resources, support, 
and networks to the Flex Your Power at the Tap campaign. Unlike individual water agencies, the 
Flex Your Power at the Tap campaign can call upon Flex Your Power’s existing relationships 
with manufacturers and retailers, businesses, governments and other organizations to increase the 
reach and impact of its initiatives. Also, as a multi-year effort, Flex Your Power at the Tap can 
buy media well in advance and therefore, at a much lower cost, and can develop public education 
and outreach initiatives that include substantial and long-term public sector investments. For 
example, Flex Your Power’s 2004 Earth Day promotion involved a partnership with local water 
agencies, nonprofits and a major manufacturer, which donated 40 sets of Energy Star washers 
and dryers to deserving entities. The new washer sets (20 washers with gas hook ups and 20 with 
electric hook ups) will save California 1,143,800 gallons of water, 9599.40 kWhs and 1131.31 
therms annually.3 (Additional examples of Flex Your Power’s successful cooperative 
partnerships are described in Section 3.) Commitments from these entities, as well as new home 
builders and commercial businesses, are only possible if they are confident that the marketing 
and outreach effort will be there to support their increased efforts.  
 
The campaign will work with water agencies and governmental entities to develop coordinated 
water use efficiency initiatives that will reduce duplication of public education and outreach 
efforts, and take advantage of economies of scale. 

                                                
3 Savings numbers refer to clothes washers only, per load for 2004 models when compared to 
pre- 1993 models. 
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Flex Your Power will also convene national manufacturers and retailers of water-efficient 
products and other interested parties (e.g. the investor-owned and municipal utilities often have 
rebates on dishwashers or clothes washers) that would benefit from coordinated promotions and 
provide an ongoing forum for coordinating and improving water-use efficiency programs.  
  
With a vast network of large and small businesses and building owners/managers encompassing 
approximately 600 million square feet of commercial space, Flex Your Power at the Tap will 
help water agencies reach the commercial sector regardless of where the company is 
headquartered. The energy campaign has been very successful in helping all utilities talk to 
corporate headquarters.  
 
The campaign’s broad messaging and awareness will also significantly increase the impact of 
water-use efficiency programs and other Prop 50-funded programs, thereby significantly 
increasing California taxpayers' and ratepayers’ return-on-investment in water-use efficiency. 
These efficiencies will enable water agencies to focus more of their resources on providing water 
services and programs. 
 
Goals and Objectives 
Specifically, the Flex Your Power at the Tap campaign will: 

• Increase public awareness of, and commitment to, reduce water use. 
• Educate Californians about specific ways they can save water at home, at work and in 

their communities, and motivate them to take action. 
• Increase awareness of, and participation in, water-use efficiency programs offered by the 

State, water agencies and other entities – with particular attention to programs funded by 
Prop 50. 

• Identify and overcome market and other barriers to greater water-use efficiency, in 
collaboration with water agencies and the public and private sector. 

 
Flex Your Power at the Tap is designed to Achieve CALFED’s Objectives 
Flex Your Power meets all of the criteria of the request for proposals by:  
 

1. Substantially reducing water use. By cutting water consumption through its various 
strategies, the campaign will reduce existing irrecoverable losses of water and water 
losses that currently return to the water system. 

 
2. Preserving and enhancing local flexibility of implementing water use management and 

efficiency improvements. The campaign’s over-arching messages and strategies, which 
require local and regional partnerships and execution, not only preserve, but also enhance 
local flexibility in implementing water use management and efficiency improvements. 
Local programs will profit from the campaign’s materials, networks and vehicles of 
communication that would be cost prohibitive if undertaken alone. Like a private-sector 
franchisee, each local water agency receives the benefits of Flex Your Power at the Tap’s 
umbrella advertising and outreach while retaining ownership of its programs and the 
flexibility to customize the materials to best meet local needs. In energy, entities as 
diverse as the Building Owners and Managers Association (BOMA), grocery and retail 
chains, Anaheim Public Utility, City of Sacramento Water Department, the Department 
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of General Services and the State Legislature, have all adapted Flex Your Power’s 
materials for their own public education needs. 

 
3. Reducing water use through market transformation strategies. Flex Your Power has been 

highly successful in leveraging private resources to augment energy efficiency marketing 
and outreach. Over the past years, these investments by the private sector have led to the 
sale and installation of energy-efficient products at a rate of more than ten times that 
attributable to product sales aided by rebates and other programs. Flex Your Power is 
confident these same strategies will increase sales of water-efficient technologies. Each 
of the campaign’s initiatives will encourage those entities that manufacture, sell and 
install water-efficient equipment, products, appliances, and landscaping to increase their 
resources committed to marketing water-use efficiency. Additionally, the campaign’s 
partner, CUWCC, has a 14-year track record of bringing urban water agencies to 
consensus and commitment about specific water-use efficiency programs. Together, the 
Flex Your Power and CUWCC proposal promises a powerful campaign. 

 
4. Building on existing water-use efficiency programs. For the past four years, Flex Your 

Power has worked with water agencies on a “save water-save energy” initiative. In 2004, 
we worked extensively with more than 40 water agencies on a public education campaign 
that involved non-profits, appliance retailers and Maytag. Flex Your Power at the Tap 
will continue to work with water agencies on every aspect of the campaign, from 
marketing/public education strategy and message development to web content and water 
conservation and efficiency award winner selection, and ensure that all initiatives expand 
upon – not duplicate – California’s existing water-use efficiency resources. In fact, the 
proposed 2006-08 campaign was developed in dialogue with water agencies and other 
interested parties. In the course of our outreach, dozens of agencies have already 
expressed their desire to partner with Flex Your Power and CUWCC in this campaign. 
(Support letters are in Appendix D. We anticipate that the remaining water agencies will 
also join once the outreach effort begins in earnest.) Through a Water Efficiency 
Advisory Board (described in more detail below), Efficiency Partnership and CUWCC 
will fully integrate the water agencies’ expertise, experience and ongoing programs into 
the ongoing development and implementation of the statewide marketing and outreach 
campaign. 

 
5. By building on existing energy efficiency programs. As stated above, the water-use 

reduction campaign, Flex Your Power at the Tap, will benefit greatly from the State’s 
investment of over $100 million over the past four years in the Flex Your Power brand, 
message, infrastructure, network and resources. This network includes virtually all cities 
and counties, water agencies, schools and universities, the federal government, non-
profits, thousands of businesses large and small, more than 1,200 appliance and product 
retailers and manufacturers, and building owners/managers encompassing some 600 
million square feet of commercial space. We are able to efficiently and effectively utilize 
this network to dramatically increase the number of organizations broadcasting our 
message and call to action. These influential, independent channels of communication 
carry great weight and augment the campaign’s general public education campaign. 
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Also, Flex Your Power has capacity and financial resources to package water and energy 
efficiency together. When it makes sense to combine energy and water-use efficiency 
marketing and outreach, all parties achieve significant efficiencies especially in 
advertising buys, educational material design and printing, outreach, partner relationships 
and administration. 
 

Flex Your Power at the Tap is designed to transfer its messages and strategies to other 
regions and entities. 
In addition to Flex Your Power’s proven success in reducing energy use, supporting utility 
programs, and building broad support, the campaign’s strategies and partnerships are broadly 
transferable. A range of entities – the State, municipal utilities, non-profit organizations, water 
agencies and local governments – currently rely on the campaign for outreach. The 
Schwarzenegger administration, for instance, asked the Flex Your Power campaign to provide 
the Governor’s outreach response to high gasoline prices and high summer peak electricity use, 
fostering the creation of Flex Your Power at the Pump and Flex Your Power NOW! respectively.  
 
Flex Your Power at the Tap is designed to reach “hard-to-reach” communities. 
Language barriers are cited frequently in the recent the California Urban Water Agency’s 
(CUWA) study of efficiency program implementation barriers, for both residential and 
commercial programs. One of the primary objectives of Flex Your Power at the Tap is to ensure 
that all Californians have access to water-use efficiency information and relevant, motivating 
messages. While all aspects of the residential campaign help to educate California’s ethnic and 
low-income residents, we also have developed several targeted and effective ways to reach deep 
into ethnic communities where annual median household income is historically less than 80% of 
the statewide annual median income.  
 
Over the past several years, Flex Your Power had produced materials in multiple languages. The 
campaign has also built solid, mutually beneficial and respectful relationships with California’s 
ethnic media organizations. We have met and established relationships with more than one 
hundred ethnic media editors, publishers and reporters to enlist their participation in educating 
their audiences on the importance and benefits of using energy and water wisely. Education 
strategies include a combination of paid advertising and editorial content for 100 ethnic 
publications in 13 languages, and outreach partnerships such as co-sponsored workshops to help 
restaurants, Laundromats and other entities save energy. Flex Your Power at the Tap will bring 
these successful strategies to the promotion of water savings. 
  
Flex Your Power at the Tap is consistent with local, regional and other water management 
plans. 
The Efficiency Partnership is intimately familiar with local and regional water programs and 
plans. Its president, Walter McGuire, was an original signatory to the CUWCC’s Memorandum 
of Understanding on behalf of the Efficiency Partnership’s predecessor organization, the 
Environmental Policy Center (EPC). Indeed, one of the ten handbooks written by the EPC in its 
Building Sustainable Communities series included case studies of became CUWCC’s Best 
Management Practices (BMP). EPC subsequently designed the online BMP reporting database 
still in use by CUWCC today. 
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The proposed campaign will support all the BMPs and other water management programs by 
increasing public awareness of water use efficiency. In addition, we will develop and publicize 
best practice guides that water agencies can distribute to customers to facilitate their 
implementation of the BMPs. For example, Flex Your Power at the Tap will work with CUWCC 
and water agencies to develop and publicize a best practice guide for commercial landscaping to 
help CUWCC members inform new commercial customers about water-saving landscaping 
(climate-appropriate landscape design, efficient irrigation equipment and management, etc.). As 
CUWCC continues to add new BMPs, we will expand and update our customer-focused best 
practice guides accordingly. 
 
Flex Your Power at the Tap will further existing water management activities and initiate 
new ones. 
As an independent entity dedicated to advancing water and energy efficiency through public 
education and stakeholder collaboration, Efficiency Partnership will continue to build a strong 
network of marketing and funding partners in the public and private sectors to permanently 
sustain a statewide water awareness campaign. The effort will entail forging mutually beneficial 
partnerships and garnering true stakeholder engagement in water-use efficiency.  
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SECTION 2: TECHNICAL/SCIENTIFIC MERIT, FEASIBILITY 
 
A successful public education and outreach campaign must have a clear view of the challenge, 
understand the situation and the issues, know the key people and the decision-making process, 
and follow a clear set of principles in the design and execution of the campaign strategies. An 
example of this process has been the design and execution of the historically successful and 
ongoing Flex Your Power energy conservation campaign. 
 
For Flex Your Power at the Tap, the communication challenge is to persuade a diverse range of 
people and organizations to expend public, private and political capital to reduce water use. The 
Flex Your Power at the Tap campaign outlined below is based on ten central principles. 
 
Principle #1: You must have a campaign plan. 
A strategic and tactical plan is necessary for a successful public education and outreach 
campaign of this scale and importance, especially when a wide array of organizations are 
involved. A plan enables diverse entities to ensure coordination and to maximize their efforts. 
The Flex Your Power at the Tap campaign plan will be the first deliverable of the effort. The key 
elements of that plan are: 
 

1. Assumptions: The short- and long-term strategies and decisions will be based on what the 
key players assume to be true. The assumptions include public opinion and leader 
attitudes, water-use efficiency measures including emerging technologies, water-use 
efficiency resources and the timing of these resources. 

2. Objectives: The short-term tactical public education and outreach objectives must be in 
sync and supportive of the long-term strategic goals of CALFED and those of 
participating water agencies, businesses and others.  

3. Strategies: Flex Your Power at the Tap’s strategies will be developed in conjunction with 
the many partners of the Flex Your Power campaign – the same entities that are central to 
the campaign’s success – and will be measured against the State’s water use reduction 
goals. 

4. Target audiences: Targeting is the first of the essential “three-Ts” of a public education 
campaign. The ability to effectively communicate a variety of carefully targeted 
messages, using the appropriate medium and messenger is essential to the success of a 
communications program. Flex Your Power at the Tap will target the same sectors as the 
Flex Your Power energy campaign—affectionately known as the “CIGAR” targets: 
commercial, industrial, governmental, agriculture and residential. Although the proposed 
water-use efficiency campaign primarily focuses on urban water use, the campaign's 
media buy and business partners cover agricultural parts of the state and therefore its 
strategies will also benefit agricultural programs. 

5. Tools: The various campaign tools—a campaign’s second essential “T”—are chosen for 
their cost effectiveness and ability to motivate action. Success will be achieved only if 
these tools work with one another and with the existing tools of the water agencies. Each 
effort must amplify and leverage – rather than compete with – each other.  

6. Timeline: The third “T” of a statewide public education campaign, timing, is critical to 
build support and momentum. This water campaign will be synchronized with the 
promotions of the private sector, with the Flex Your Power energy campaign, and with 
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events and seasons that provide leveraging opportunities. It is too early to know the exact 
pacing of the water-use efficiency campaign, but Flex Your Power at the Tap will 
develop a rhythm that fits with the situation and overall objectives. The energy campaign, 
for instance, began by defusing tensions and demonstrating how easy it was to save 
energy. Once the initial stage was set, the energy campaign brought a wide variety of 
organizations together under the tagline, “together we get through the energy crisis.” 
Finally, as the urgency of the crisis subsided, Flex Your Power built on the collective 
efforts, urging everyone to “make conservation a way of life.”  

7. Budget: Allocation of limited resources is a final and important step of the planning 
process. Flex Your Power at the Tap will have the added benefit of leveraged resources 
from the Flex Your Power energy campaign, the private sector and a variety of individual 
water agencies. 

 
Principle #2: Public education and outreach campaigns are dynamic…things change. 
Circumstances change and evolve. A successful campaign must be flexible enough to meet 
emerging needs and disciplined enough to stay on course. The iterative process of updating the 
campaign plan is often as important as the plan itself. Program assumptions and strategies must 
be continually reviewed and assessed and the messages must be refined to respond to new 
opportunities. All participants in the campaign – the State, water agencies, businesses, local 
governments, and non-profits – as well as the key audiences must be involved and brought up to 
date on a regular basis. As such, Flex Your Power at the Tap will: 
 

1. Revise and update the Flex Your Power at the Tap work plan. Progress on the campaign 
will be monitored and assessed with the help of the campaign’s Water Advisory Board 
(described in more detail in Section 3). We will adapt our strategies and messages as 
needed, but stay on course. 

2. Measure the results. The campaign will measure progress and success against the stated 
campaign goals and benchmarks, as well as the State’s water-use goals.  

 
Principle #3: The campaign should frame the issues and communicate in a single voice. 
In today’s complex society, with the interplay between press, government, business, and 
community groups, and where the average person is exposed to hundreds of commercial 
messages every day, a successful public education campaign must communicate a clear and 
consistent voice to get the message through to the general public. Consistency is achieved not 
only through advertising and outreach, but also through the campaign’s regular communications 
with the public and media. Consistency in communication can be difficult when an issue is so 
vulnerable to political dialogue, or when a campaign has diverse players from different sectors 
and geographies. Flex Your Power at the Tap will ensure internal consistency by: 
 

1. Developing a “Question and Answer” document. Flex Your Power at the Tap, with help 
from water agencies and others, will develop an internal Q&A binder that clearly 
identifies the issues and presents the campaign’s messages. We will anticipate the 
questions that will be directed at the campaign, and develop clear answers, arguments and 
data to support the campaign messages. This Q&A document will also include an agreed 
upon “message track,” which crystallizes the campaign’s most important messages into a 
few crisp bullets. The document will allow new partners to be immediately brought up-
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to-speed and each member of the diverse coalition to continually build the strong case for 
action. The Flex Your Power NOW! campaign, for example, developed a Q&A 
document so that the diverse campaign players – investor-owned and participating 
municipal utilities, the California Independent System Operator (ISO), state agencies and 
businesses – could communicate consistently to the general public.  

  
Principle #4: The diverse entities participating in the campaign will benefit financially and 
be more effective by “singing off the same sheet of music.” 
To further ensure that the messages and materials that water agencies, the State and other key 
campaign participants use reinforce and amplify each other, Flex Your Power at the Tap will: 

 
1. Develop template public education and outreach materials. Using proven messages and 

taking advantage of Flex Your Power’s well-known and respected brand, the water 
campaign will produce sector-specific educational materials that can be “localized” with 
water agencies’ or participating businesses’ identification and contact information. To 
extend the water campaign’s budget and impact, some of the Flex Your Power at the Tap 
materials will contain both water-saving and energy-saving messages, allowing a sharing 
of costs with the energy campaign. For example, brochures for businesses may have 
water-saving messages on one side and energy-saving messages on the other. The 
materials will be distributed through our business partners. 

 
2. Statewide campaign website. To reduce confusion, maximize limited financial resources, 

and ensure that water users have access to all relevant water-use information, resources 
and programs (offered by water agencies, utilities, the State and others), Flex Your Power 
at the Tap will collect, organize and display this information in an easily searchable 
format on the Flex Your Power website.  
 
Water agencies and other entities will, of course, have their own websites. As we found 
in energy, however, individual agency websites do not list all of the programs that may 
apply to their customers such as those offered by private companies, the State or power 
utilities. Also, companies with multiple branch offices have to search several different 
sites to find programs that apply to them.   

 
Having a central location for all water-use information overcomes several barriers and 
reduces inefficiencies in marketing water conservation and water-use programs. First of 
all, public funding is often allocated to develop redundant or competing websites. This 
not only wastes resources, but also creates confusion for visitors. Secondly, water 
agencies and other entities rarely have budgets like Flex Your Power’s to promote traffic 
to their websites. And third, advertising, free media stories, educational materials, and 
most business and other entity websites can only direct people to a single site. 
 
The well-known and statewide Flex Your Power website will prominently display the 
Flex Your Power at the Tap campaign logo on its homepage and lead visitors to an 
extensive water section with links to water agencies and other water campaigns. Working 
with the CUWCC, ACWA, water agencies and the State, we will develop content, collect 
information on all water-use programs and display information in searchable formats. In 
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the end, visitors to the Flex Your Power at the Tap website will receive the same benefits 
as visitors to the Flex Your Power energy site: they will find tips on saving water; guides 
describing water-saving products and technologies including landscaping and irrigation; 
rebates and other programs available in all service territories; stores that sell water-saving 
appliances or products including discount retailers and gardening stores; water-use 
efficiency articles and other resources.  
 

4. Electronic newswire. A lesson of the past decade has been that most Internet traffic is e-
mail rather than visits to websites. In response to this lesson, Flex Your Power developed 
an electronic newsletter, “e-Newswire”. The newsletter reaches out to people on a regular 
basis, drives traffic to the Flex Your Power website in one click of the mouse, brings 
subscribers up-to-date on developments in policy, programs, and products and inspires 
them to take action. The e-Newswire currently reaches more than 8,000 leaders, program 
implementers, facility managers, reporters and government officials twice a month (this 
number should double by the beginning of the Flex Your Power at the Tap campaign). 
The subscribers consist of energy efficiency decision-makers and opinion-leaders and all 
of the campaign’s partners. The current subscriber base includes many people who are 
also involved in water-use efficiency (e.g., facility managers of office buildings.) For the 
Flex Your Power at the Tap campaign, we will increasingly communicate water 
conservation and efficiency messages in the e-Newswire and add a separate e-Newswire 
focused solely on water conservation and efficiency.  

 
5. Common and universally recognized, respected and understood “brand.” Almost all 

Californians know and favorably view the Flex Your Power logo and name. The logo has 
become a powerful call-to-action and shorthand reminder to reduce the use of natural 
resources – energy, and to some degree, fuel and water. The name was devised to convey 
to all Californians that they had the power to make a difference: “Flex YOUR power.” 
The brand also supports the messages of the public and private partners that use it. 
Investor-owned and municipal utilities, for instance, have recognized the value of using 
the logo to support their energy efficiency messages and have placed it on their websites, 
materials and advertising. The new Flex Your Power at the Tap logo and brand, with 
almost identical graphics to the original Flex Your Power logo, extends the 
empowerment theme to water use and will benefit from Flex Your Power’s major success 
over the past years. 

 
Principle #5: Aim for the center of the target and set benchmarks for water users. 
An important strategy of a behavioral change campaign is to identify and persuade key decision 
makers and influencers to become the campaign’s messengers and “third party supporters.” 
Malcolm Gladwell, in his book the Tipping Point, breaks this critical target audience into three 
groups: 

• “Mavens,” are the people ‘in the know’ who share information readily and are considered 
by others as experts in their field.  

• “Connectors” are individuals who link us to their circle and others conjoined in circles.  
• “Salespeople” are the persuaders, the positive promoters of ideas, products, programs and 

places. 
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Journalists knit news stories together with quotes from these people. Politicians turn to them for 
support for their decisions. The private sector refers to this group as the “early adopters.” 
Business leaders look to them for signals as to how and what to be doing. Flex Your Power has 
identified and built relationships with many of these people over the past four years. In the 
coming year, and as a critical part of the outreach for Flex Your Power at the Tap, we intend to 
initiate several new initiatives to advance the objectives of the water campaign. 
 

1. Organize regional leadership groups in each sector to make water-use commitments. 
Water agencies cite “apparent low status of water cost among business owners’ business 
priorities” as a significant barrier to successful implementation of water-use efficiency 
programs. With the support and urging of governmental and business leaders, Flex Your 
Power at the Tap will change this dynamic. As mentioned, Flex Your Power has strong 
relationships with business leaders and associations, which have enabled us to gain top-
level buy-in and participation in the initiatives of the campaign. At the beginning of the 
energy crisis, for example, we were able to encourage nearly 300 CEOs and all major 
business associations to commit to immediately reduce energy consumption by 20% by 
raising room temperatures to 78 degrees and de-lamping one of four lights. (It was 
determined that if all businesses in the state implemented these two measures, California 
would save 5000 MWs– enough energy to prevent blackouts.) 

 
A more current example of this strategy is Flex Your Power’s new partnership with the 
Silicon Valley Manufacturers Group, the non-profit Sustainable Silicon Valley and the 
Governor’s office. Together, we are recruiting 90 of the most influential CEOs (50 have 
committed in the first several months of the partnership) to ask their fellow businesses to 
pledge to achieve ambitious energy-saving goals, monitor and report their results, sign up 
for programs, and undertake other activities in support of the campaign’s goals. This 
effort, “Flex Your Power Silicon Valley”, will be replicated statewide with the help of the 
Governor’s office and other business association partners. The Flex Your Power at the 
Tap campaign proposes to build upon this strategy and relationships, and work with local 
water agencies to replicate the effort for water conservation and efficiency. Additionally, 
Flex Your Power Silicon Valley participants have expressed interest in integrating water-
use reduction goals and programs into the commitments.  
 

2. Develop tools to help business leaders communicate to employees and customers. While 
facility managers typically control the energy or water use of a company, they are not in a 
position to commit capital expenses necessary for major energy or water-use efficiency 
improvements. Additionally, company executives – those that can commit capital – often 
do not appreciate the benefits of saving energy and water, do not know what programs 
are available and do not know the energy or water use of their own companies. To 
educate business leaders and empower facility managers to take action, Flex Your Power 
at the Tap will create a Business Leader Internal Policy Memo. The memo will 
encourage business leaders to communicate to their facility managers and department 
heads the need to conserve water, convey the company’s policy to undertake measures to 
meet this need, and continually question how the company is responding to this need and 
policy. Additionally, Flex Your Power at the Tap will develop materials – brochures, 
posters, etc. – to help employers educate employees and customers about water 
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conservation at home and at work. Each company can personalize the materials if 
desired. Both of these strategies are used by the Flex Your Power energy campaign.  
 

3. Encouraging action by other business and other entities by awarding leadership. 
Leadership and examples by peers are proven to be effective in moving corporate 
behavior. Throughout Flex Your Power at the Tap’s outreach, the campaign will uncover 
success stories and publicize leadership through the most effective channels, including: 

a. Congratulatory newspaper ads. Flex Your Power will place newspaper 
advertisements acknowledging the leadership of companies that are making major 
energy/water-use efficiency commitments, and provide information on how other 
companies could cost-effectively accomplish the same goals. Many organizations 
upped their commitments and shared what they were doing to receive the 
recognition. Other organizations asked what they could do next year to be 
included. We intend to extend the congratulatory ad effort to the Flex Your Power 
at the Tap campaign. In 2004, this effort had great success. As a test, we included 
water agencies in 2004 and had an outstanding response. (See Appendix F for two 
examples of the 2004 congratulatory ad.)  

b. Flex Your Power Awards. Those businesses and organizations that have done an 
outstanding job reducing energy use by implementing innovative programs or 
technologies, educating employees, or through other means receive a Flex Your 
Power award. We propose to develop a similar program for Flex Your Power at 
the Tap to recognize leaders in water-use efficiency. 

c. Best Practice Guides. The campaign will support and document the leaders and 
benchmarks in water-use efficiency through best practice guides. Where 
appropriate, the water-use best practice guides will be coordinated with the energy 
efficiency best practice guides. Flex Your Power’s current guides, targeted to 
each sector and sub-sector, are the campaign’s most frequently requested 
materials and are highlighted in the e-Newswire, on the website and in printed 
materials. 

d. Convening leaders. The campaign has periodically convened leaders capable of 
initiating energy and water-use efficiency measures. Starting in 2005, Efficiency 
Partnership will launch an annual, high-level summit. Because of the close 
connection between energy and water-use and efficiency, we recommend 
integrating water into the energy summit topics as appropriate, as well as develop 
a separate water element. 

 
Principle #6: Leverage every opportunity through partnerships. 
The audience of water users in the state of California is diverse and massive – more than 10% of 
the entire United States population. To make a significant impact within a limited budget, Flex 
Your Power at the Tap will leverage the communications opportunities and activities of a wide 
range of partners in the campaign. We will expand the scope and scale of the campaign by: 
 

1. Developing partnerships with manufacturers and retailers of water-efficient products. 
Retailers and manufacturers of water-saving products play an important role in a water-
use efficiency campaign because they can communicate with individuals at the point of 
purchase – when people are making the decision to purchase a product. Marketing at this 
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critical juncture, including product availability, product placement and point-of-purchase 
messaging is a highly targeted way of influencing purchase decisions and increasing sales 
of water-efficient products. In the past, California has left substantial sums of money on 
the table by its failure to have a coordinated and consistent water-use efficiency 
campaign. As stated above, Flex Your Power can bring consistency and coordination to 
water-use efficiency necessary for private sector involvement. Flex Your Power at the 
Tap can call upon its existing relationships with major manufacturers and retailers, and 
develop new relationships with manufacturers and retailers of water-saving products, 
such as plumbing and water-heating systems, native or climate-appropriate plants 
("California Friendly," “Bay Friendly”), and irrigation systems to create leveraged 
promotions.  
 
Additionally, Flex Your Power at the Tap will continue Flex Your Power’s success in 
gaining commitments from manufacturers and retailers increase the market share of 
efficient products in California. In 2004, for example, we obtained a commitment from 
Sears to increase its sales of energy- and water-efficient appliances in California by 20% 
in just one year. We will work directly with retailers to put more water-saving products 
on store shelves. We have discussed with a major retail chain the possibility of 
replicating our partnership with them for substantial shelf space, educational messages, 
and great placement for energy efficient lighting by doing the same thing for water 
efficient products. 

 
2. Partnerships with individual water agencies. The campaign proposes to work closely with 

individual water agencies to market and augment their resources with the campaign’s 
resources and networks. We have had discussions with the “Bay Friendly” project, 
Metropolitan Water District’s “California Friendly” initiative, and other individual water 
agencies projects about coordinated promotions and rollouts for their projects. The goal 
of these partnerships is to help the each agency succeed, and help other water agencies 
replicate this success. Using the website, e-Newswire, best practice guides and case 
studies, Flex Your Power at the Tap will communicate these proven-effective initiatives 
and resources to other water agencies. 

 
3. Newsletter and industry magazine partnerships. From the Chamber of Commerce and the 

League of California Cities to associations representing hotels or Laundromats, major 
users of water have organized themselves and developed respected means of 
communication. The campaign will partner with these associations to develop water-use 
reduction editorial content and ads for their internal newsletters, magazines, websites and 
email communications. These entities will also help the campaign identify leaders from 
each sector for outreach, Flex Your Power at the Tap Water Conservation and Efficiency 
awards, case studies and best practice guides, and congratulatory advertisements. 

 
Principle #7: Emphasize the “relationship” in public relations. 
An open, informative, two-way dialogue with the press enhances the “earned media” aspect of 
the campaign. Flex Your Power has earned a trusted and credible reputation with the press and 
will bring these relationships Flex Your Power at the Tap, yielding several benefits: well-
informed reporters that ask the right questions in the right way, think to call the campaign and its 
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spokespeople when doing a related story (e.g., an economic or environmental story), call the 
campaign for a response when writing a potentially adverse story, and respond to storyline ideas. 
To keep the press informed on water-related issues, Flex Your Power at the Tap will provide the 
following: 
 

1. Coordinated “earned media” strategy. The campaign will coordinate closely with our 
partners in the public and private sector to promote campaign events and announcements, 
and take advantage of opportunities such as current news coverage and feature stories. 

2. Press briefing information and resources. The ”press room” section of the Flex Your 
Power website will be expanded to include water-use conservation and efficiency 
information, resources, measures, programs, product guides and the “Tipping Point” 
leaders. 

3. Ethnic media partnerships. As mentioned, Flex Your Power has established a working 
relationship with more than one hundred ethnic media over the past several years. 
Through the relationship, Flex Your Power provides public education advertisements and 
editorial coverage to sixteen ethnic groups in thirteen languages. Flex Your Power at the 
Tap will broaden the coverage to include water-use conservation and efficiency.  

 
Principle #8: Timing is everything in a coordinated campaign. 
The campaign will design the flow of communications to take advantage of major events and 
seasons, organizing much of the public education and outreach efforts around a few initiatives 
that are coordinated with hundreds of businesses, local governments, water agencies, and non-
profits. These “campaigns-within-a-campaign” provide a focal point for participants to organize 
their activities around. Much like a major retailer’s sale, these events add an element of urgency 
to the ongoing sector-specific outreach initiatives. The three main focal points are: 
 

1. Earth Day: The first of three umbrella and partner coordinated initiatives, Earth Day 
provides a natural opportunity to highlight the environmental benefits of using natural 
resources wisely at home, at work and in our communities. With a positive tone – 
essentially, “Together, we can make the state a better place” – we will use Earth Day as 
an organizing vehicle to recruit businesses, local governments, water agencies, utilities, 
and non-profits to sponsor large public events in communities around the state. Prop 50 
funding will enable the campaign to add water-efficient products not covered in the 
original 2004 effort and recruit new partners such as gardening retailers including 
national giants like K-Mart, smaller chains like Yard birds, and independent gardening 
stores. 

 
During the four-week buildup and follow-through to the Earth Day initiative, we will 
develop a wide variety of integrated advertising and outreach including: point-of-
purchase educational materials, in-store displays and signage; television, newspaper and 
radio advertising; bill-stuffers for water agencies and utilities; new website content; and a 
coordinated media relations effort. The Flex Your Power energy efficiency campaign will 
air Earth Day commercials urging people to think about energy and water-use efficiency 
when purchasing appliances. The television ads will maximize impact and support for 
water agency and utility clothes washer programs (as well as appliance recycling 
programs). Longer radio spots will frame the Earth Day message, support local Earth Day 
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events, and include specific water-saving measures. Spring, for instance, is a perfect time 
to educate people about landscaping with climate-appropriate plants and a properly 
maintained irrigation system. The “obligatory” press stories on Earth Day will be shaped 
by educational events occurring throughout the state. Finally, we will work with water 
agencies and home improvement/gardening stores to kick off a retail promotion and 
negotiate the donation of water-efficient products to deserving community organizations. 
The campaign will record the savings from these donated products to educate others 
about the benefits of water and energy saving appliances and products. 

 
2. Summer Peak Season: The hot summer months provide the second opportunity for an 

umbrella, partner-coordinated initiative. With both water and energy use hitting their 
peaks, the campaign will strive to focus as much public attention as possible on using 
these resources wisely. Flex Your Power will be very visible on the issues of energy 
through all media. By coordinating the energy and water campaigns, we can leverage and 
amply both messages. The energy efficiency media campaign will focus primarily on 
cooling, and at the urging of the administration, peak-load conservation. We propose that 
Flex Your Power at the Tap use less expense radio to expand the message to include 
water conservation. For instance, the television energy ads will most likely include 
messages to shift load off-peak and use major appliances after 7 PM. The water radio ads, 
using the same creative, could remind people to buy water-efficient appliances and run 
them only with full loads and after peak hours. We also propose that the newspaper 
advertising, including ethnic media, include water-use conservation and efficiency 
messaging at an incremental cost to the water campaign.  

 
3. Year-End Congratulations: Throughout the year, the outreach effort pushes and prods 

businesses, local governments, and non-profits throughout the state to make 
commitments and take actions to save energy (and with this campaign, to save water.) As 
mentioned above, one of the major motivators, in addition to the obvious need and cost 
benefits of conserving energy and water is recognition. As such, the campaign plans to 
continue to publicize and support major commitments and successes by all sectors 
through a coordinated campaign in the late Fall/winter. The effort includes an Awards 
Ceremony for the stellar leaders, release of best practice guides with case studies of the 
best examples, and newspaper ads in major daily newspapers honoring the 
accomplishments. In 2004, we placed full-page ads in 30 major newspapers around the 
state describing the commitments and achievements of 42 leading organizations and 
governments. We also awarded 20 Flex Your Power Awards and publicized these 
organizations on our website, through the e-Newswire, and through press releases. We 
expect to continue this approach annually and, as part of the Flex Your Power at the Tap 
campaign, add a section specifically for the best examples in water-use efficiency. 

 
Principle # 9: Use every appropriate medium to communicate your message. 
As described above, in today’s complex society, a successful public education campaign must 
use a variety of media to get its message across to the public. To accomplish this large task on a 
limited budget, the Flex Your Power at the Tap campaign will rely on the matching support of 
the State’s energy conservation and efficiency campaigns and leveraged communication vehicles 
of our public and private partners. The melding of the water and energy makes it possible to 
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conduct a multi-media marketing and outreach campaign that utilizes, at a much lower cost, 
television, radio, and newspaper advertising, websites and electronic newsletters, direct mail and 
brochures, and free or earned media. 
 

1. Earned media and educational materials. As described above, we will extensively use free 
press, events and educational materials, distributed by the campaign’s many partners, to 
communicate the campaign’s messages. 

2. Paid media. The Flex Your Power campaign, born at the onset of the energy crisis near 
the end of 2000, was funded in 2001 and 2002 at more than $100 million. With broad 
support, the campaign has been continued with more modest, but nevertheless adequate 
funding. To maximize the impact of its media budge, the campaign will air television, 
radio and print advertising in three, three-week or longer “mini-campaigns”: Earth Day, 
Summer Peak Season, and Lighting/Year-End Congratulations. These media buys 
provide the overall awareness and messaging around which the outreach activities of the 
campaign are organized. The paid media element of Flex Your Power at the Tap will 
include: 

a. General market television. Given the Prop 50 funding levels – about 1/15th that of 
the energy campaign – and the high cost of television, we have chosen to focus 
Flex Your Power at the Tap’s funding primarily on radio, newspaper, educational 
materials and outreach campaign. However, Flex Your Power at the Tap, at no 
cost to the campaign, will benefit directly from the Earth Day, “save water, save 
energy” television ads. Flex Your Power at the Tap will also benefit indirectly 
from its association with the Flex Your Power campaign, which will run several 
30-second energy efficiency television spots (urging the purchase of energy-
efficient products) during the second and third media buys. The television spots in 
all three mini-campaigns energy efficiency spots will reach 94.5% of the target 
population approximately 19.2 times. Water agencies can also benefit from the 
opportunity to brand the first, “save water-save energy” television spot and air it 
on local cable stations, paying only the incremental cost of “personalizing” the 
spot and buying cable time. Univision, the entity awarded funding to run energy 
efficiency television outreach to the Hispanic population, uses the Flex Your 
Power logo and brand for its advertising. 

b. General market radio. During each of the mini-campaigns described above, the 
Flex Your Power campaign will air 60-spots. The radio spots in the first mini-
campaign will have the “save water-save energy” message, which will benefit the 
Flex Your Power at the Tap campaign. We propose to expand the purchase of 
these radio ads with a relatively small match from the Flex Your Power at the 
Pump campaign. Additionally, we propose to create and air a water conservation 
radio ad targeting landscaping. During the summer, less-costly traffic reports will 
reinforce the water-saving landscaping message and remind residents to plant the 
right landscaping and to not over water lawns. As with television, the ties to the 
broader Flex Your Power mini-campaigns in the summer and fall will augment 
the impact of the Flex Your Power at the Tap radio buys. Moreover, Flex Your 
Power at the Tap will benefit from Flex Your Power’s established creative and 
production team, and receive lower ad costs by being part of a larger media buy. 
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c. Hispanic radio. The energy campaign will run 60-second spots targeting Hispanic 
listeners during each of its mini-campaigns. We propose to expand the buy of the 
Hispanic language water-energy spots during the Earth Day in the San 
Francisco/San Jose, Fresno and Los Angeles markets. 

d. General market newspaper. Flex Your Power will run newspaper ads during the 
each of the three mini-campaigns. We propose that approximately one-quarter of 
each ad be dedicated to water conservation and efficiency. While only funding the 
incremental cost for each ad, Flex Your Power at the Tap will benefit from 
inclusion in the overall creative (full- or nearly full-page ads) and placement 
savings. 

e. Ethnic newspaper. Flex Your Power will place ads in more than one hundred 
ethnic newspapers, in thirteen languages, paralleling the general market 
placements and themes in each of its mini-campaigns. We propose the same, one-
quarter split for these ads. The Flex Your Power at the Tap ethnic media 
campaign will also include the extra benefit of water conservation and efficiency 
editorial content and media-sponsored events. 

f. Co-op newspaper, direct mail and brochures. The Flex Your Power energy 
campaign intends to continue the highly successful cooperative partnerships with 
manufacturers and retailers (cost-shared newspaper, direct mail, signage and 
materials), and proposes to use some Prop 50 funding to develop water 
conservation and efficiency cooperative marketing and outreach for each of these. 

3. Websites, e-Newswire, bill inserts, signage, materials, mailings, etc.: We propose to use 
Prop 50 funding to create a variety of Flex Your Power at the Tap educational materials 
targeted to all sectors. As described above, some of these materials will include both 
water- and energy-saving messages to take advantage of synergies where possible and 
share the costs with the energy campaign. 

4. Partner communication channels: The campaign will design materials, produce them, and 
use its full array of partners – businesses (e.g., commercial building owners and 
operators) and retail outlets (e.g., appliance and home improvement retail stores), local 
governments and nonprofits – to distribute them. 

  
Principle #10: Chose highly qualified people and organizations to plan and run the public 
education and outreach campaign. 
Section 4 below will describe in more detail why the people, organizations and ongoing 
partnership opportunities presented in this proposal make Flex Your Power uniquely qualified to 
perform the public education and outreach campaign in support of CALFED’s goals and 
objectives. Essentially, we are already organized and staffed. We have a proven strategy that is 
continually updated. We have built thousands of relationships appropriate to a water campaign. 
We have a long track record of designing and implementing marketing and outreach campaigns, 
dating years before the Flex Your Power campaign. We have a long-term understanding of water 
conservation and efficiency issues. And, we have relationships of trust and cooperation with the 
major water organizations and water agencies statewide. 
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SECTION 3: MONITORING AND ASSESSMENT 
 
The Flex Your Power at the Tap campaign will be monitored and assessed in two ways: 

1. Water Advisory Board. Through regular meetings, the Water Advisory Board, comprised 
of representatives from the State, water agencies, and other participating organizations in 
the campaign, will measure the success of the campaign in meeting its agreed upon goals, 
objectives and benchmarks. The board will also review and update the water campaign 
taking into consideration current circumstances such as weather-driven needs and 
opportunities for joint promotions. The members have already been approached and are 
ready to start work immediately. 

2. Formal Evaluation. To evaluate Flex Your Power at the Tap’s success, Efficiency 
Partnership will measure the reach, frequency and effectiveness of its messages using the 
same tools commonly used by the private sector for marketing and outreach efforts. The 
State and the CPUC approved these tools for the Flex Your Power energy conservation 
and efficiency campaign. Flex Your Power at the Tap also proposes to use Research 360, 
the same outside consultant approved by the CPUC to evaluate Flex Your Power. 
Combining evaluation efforts will dramatically cut costs, adding only incrementally to 
the already-funded evaluation of the energy campaign. The components of the formal 
evaluation are: 

a. Reach and Frequency: In order for the campaign to be effective, we need to 
maximize the reach and frequency of advertising and other marketing initiatives, 
in terms of the target audiences. The evaluation will utilize established third-party 
advertising reach and frequency analytic tools and documentation of partner 
participation, including commitment forms. We will keep tear sheets from all 
advertising, including ethnic media, and station printouts for television and radio 
spots. We will also document all of the successes from cooperative partnerships 
with manufacturers and retailers. 

b. Motivation and Impact: Focus groups will be used to test the persuasiveness of 
the key messages, mediums and communicators. The evaluation will also delve 
into how the campaign can effectively improve awareness and increase voluntary 
actions through its messages and images. We plan to conduct six to eight focus 
groups with residential customers and commercial customers. The focus groups 
will assess a range of energy and water-use efficiency messages against a series of 
communication objectives. Evaluation criteria will include:  

i. Convey clear, compelling water-use efficiency messages and information 
to Californians. 

ii. Motivate Californians to include efficiency considerations in their 
purchase decisions. 

 
A statewide public education, or marketing and outreach campaign is quite different from water 
(and energy for that matter) programs that focus on the actual installation of water-use efficiency 
measures or equipment. Rather than just targeting one product or action, a public education and 
outreach campaign supports the success of all water-use efficiency programs and leads to 
increased purchases of all water-efficient products and appliances by heightening public 
understanding of the benefits of water-use efficiency. Given the broad nature of the campaign 
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and the several integrated factors motivating water users to purchase products, it is too difficult, 
and too expensive, to try to attribute specific water savings a marketing and outreach program.  
 
That is not to say however, that marketing and outreach does not lead to energy or water savings. 
A campaign is perhaps the most effective, and certainly the most cost-effective way to reduce 
use. In fact, many manufacturers rank marketing and outreach far above rebates for their 
effectiveness in generating sales. Industry sales figures of energy-efficient products show that, 
for all the money electric utilities expend on product rebates, the vast percentage of energy-
efficient products are purchased without the financial incentive provided by these rebates. In 
2002, for example, electricity savings through rebate programs as reported to the CPUC by the 
investor-owned utilities, account for only 9% of the total saving from sales of new ENERGY 
STAR qualified dishwashers and only 6% of the total savings from sales of new ENERGY 
STAR qualified clothes washers in California. The sales of both products has grown through 
each year of the Flex Your Power campaign, despite a decrease in campaign funding – the 
funding available for rebates has remained basically flat during this period.  
 
Other examples of water savings stimulated by the marketing and outreach campaign include 
those achieved through Flex Your Power’s cooperative partnerships with Sears, Maytag, Lowe’s 
and other retailers and manufacturers: 

• Retailer’s sales of energy-efficient appliances doubled during one week in December 
2003 after running three co-op ads with Flex Your Power. 

• Co-op brochure developed with retailer and Flex Your Power, which was distributed by 
retailer’s service technicians and included a “10% off ENERGY STAR appliances 
coupon,” produced an estimated 1,300 coupon redemptions in just three weeks (plus 
numerous secondary sales of ENERGY STAR products).  

• Manufacturing partner's co-op direct mail piece with Flex Your Power led to a 70% 
increase in wholesale orders of high-efficiency clothes washers in California over two 
months. One store reported that they sold more during the single Flex Your Power 
promotion weekend than they usually sell in one month. 

• Retail partner sales of energy-efficient lighting jumped over 400% during an off-peak 
sales period due to header board displays and ads developed jointly with Flex Your 
Power and a major energy-efficient lighting manufacturer. 

• Flex Your Power’s 2004 Earth Day promotion, during which a major manufacturer 
donated 40 sets of ENERGY STAR washers and dryers to non-profits that were selected 
by local water agencies, will save California 1,143,800 gallons of water, 9599.40 kWhs 
and 1131.31 therms annually (20 washers w/ gas hook ups).4 

 
Generated primarily through private sector investments, these savings represent an incredible 
rate-of-return on ratepayer and taxpayer funding. 
 
 

                                                
4 Savings numbers refer to clothes washers only, per load for 2004 models when compared to 
pre- 1993 models. 
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SECTION 4: QUALIFICATIONS 
 
This proposal is being presented by the same organization that planned and continues to manage 
the Flex Your Power energy conservation and efficiency public education and outreach 
campaign. The proposal anticipates applying many of the proven strategies and using the 
relationships established during that campaign to reduce water use in California. The results 
achieved by Flex Your Power speak volumes about the potential of all Californians to use water 
and other natural resources much more wisely if given the right motivation, relevant information, 
and access to the tools they need.  
 
Flex Your Power was created during the 2001 and 2002 energy crisis and is considered by many 
as the most successful public education campaign in history. The campaign integrated and 
leveraged advertising with thirteen sector-specific outreach initiatives to recruit thousands of 
businesses, local governments, and non-profits to reduce energy use. As a result, Flex Your 
Power motivated Californians to reduce peak electricity consumption by 14%, reduce overall use 
by 7% and prevent blackouts. More than 80% of Californians reported they conserved energy. 
One-third of residents and nearly 30% of businesses reduced energy use by at least 20%. With 
broad, multi-sector support Flex Your Power has become an ongoing campaign, now in its fifth 
year. 
 
Qualifications of Efficiency Partnership 
Walter McGuire – President, Efficiency Partnership; Director, Flex Your Power Walter 
McGuire will direct the proposed water campaign. He is uniquely qualified to run the campaign. 
As President and Founder of the Efficiency Partnership, he planned and continues to direct the 
Flex Your Power campaign. He, and the staff, have a long history in public education, marketing 
and outreach campaigns, as well as extensive relationships throughout California government, 
business, institutions and nonprofit organizations (including all of the state’s investor-owned 
utilities, many municipal utilities and water agencies). He is also President and Founder of the 
Environmental Policy Center, the entity that developed the online BMP reporting database for 
CUWCC and published the seminal, 10-volume handbook series for local governments entitled 
Building Sustainable Communities. The handbooks included volumes on energy efficiency and 
water-use efficiency. He was an original signatory to the Memorandum of Understanding of the 
CUWCC, and still participates in that organization. In the mid-1990s, the Environmental Policy 
Center convened a major water conference, wrote forty water-use efficiency case studies under a 
grant from the U.S. Environmental Protection Agency, and built an online database of 
approximately one thousand water conservation and efficiency programs with foundation 
funding.  
 
Mr. McGuire has been asked by the governments of Canada, New Zealand and Australia and the 
International Energy Agency in Paris, which represents a dozen countries, to advise them on how 
to plan and run social marketing campaigns for energy. He has gained national and international 
attention for the design and management of world-class organizational efforts. Each of these 
enterprises involved extensive work with governments, businesses and the press. Examples 
include the 1984 Olympic Torch Relay (covering 9,000 miles in 84 days), the 1996 Olympic 
Torch Relay (even longer), the 1994 World Cup Soccer Legacy Tour and the 1990 worldwide 
celebration of the 20th Anniversary of Earth Day, which in the United States included events in 
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3,200 cities and towns and an estimated worldwide participation of over 200 million people in 
140 countries. Previously, Mr. McGuire served as Chief of Staff to the Lieutenant Governor of 
California and Chief Lobbyist for the State in Washington, D.C. For four years he planned and 
set up international trips for the White House under President Carter, including the Camp David 
Shuttle. Mr. McGuire, an attorney by training, also practiced and taught law, and was the 
Associate Dean at Hastings College of the Law. 
 
The Flex Your Power at the Tap 15 staff members and outside consultants have been working on 
the Flex Your Power campaign for the several years. They will continue to recruit and work with 
leaders throughout the state in the commercial, industrial, and governmental sectors, water 
agencies and non-profits. The resumes of some key staff are below: 
 
Carolyn Brown – Strategic Planning, Efficiency Partnership 
Carolyn Brown joined Efficiency Partnership in 2004 from the Flex Your Power campaign. She 
manages new strategic initiatives for the organization as well as fundraising and program 
development. She brings to the effort more than twenty years experience in marketing, 
communications and public affairs. She has worked on California water issues since 1991 when 
as Vice President of Government Relations for Bank of America she helped shepherd the Central 
Valley Water Project Improvement Act to passage and was a founding member of the 
corporation’s Environmental Team.  As Acting Publisher of Bay Nature magazine, she managed 
the creation of a full-color guide to gardening with native plants – funded and distributed by Bay 
Area water agencies. She has served on the board of Save the Bay for eight years, spearheading 
major changes in the organization’s priorities and communications. She has created and managed 
major marketing and advertising campaigns for McDonald’s, Health Net and Metropolitan 
Transportation Commission, and has helped launch numerous start-up companies. Carolyn has a 
masters degree in writing, graduate training in finance and an A.B. from Princeton University, 
magna cum laude, in Politics and Economics. 
 
Dan Wasserman – Flex Your Power Water-use efficiency Project Manager 
Dan Wasserman joined Flex Your Power in 2003 and is currently Project Manager for water-use 
efficiency outreach and coordination with California's water agencies and water-related 
organizations. He coordinated the 2004 Earth Day promotions involving 40 water agencies and 
community organizations as well as Maytag – who donated 80 appliances. He managed the 2004 
Flex Your Power Awards and a variety of other projects. Prior to joining Flex Your Power, Dan 
served as Deputy District Director to U.S. Congresswoman Jane Harman and managed her re-
election campaign in 2002. Dan's focus in Congresswoman Harman’s district office included 
clean energy technologies, local water quality issues and Superfund. Dan graduated Magna Cum 
Laude from Dickinson College. 
 
Qualifications of Cooperators 
California Urban Water Conservation Council (CUWCC) 
Flex Your Power at the Tap will continue its long-term relationship with the CUWCC, and will 
closely with them on the execution of this campaign. A Memorandum of Understanding, signed 
in 1991 by over 100 signatories, formed the CUWCC. The purpose of the Memorandum was to 
establish a commitment on the part of water agencies to undertake a set of “best management 
practices” for urban water conservation. An outgrowth of the Bay-Delta hearings in the late 
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1980s, the Memorandum was a joint consensus effort of environmental public advocacy groups 
and water agencies, all pledging a “good faith effort” to minimize demands on the Delta by 
pursuing effective demand management and water-use efficiency opportunities. The sixteen 
practices adopted in the original document have since been revised to fourteen, and now 328 
water agencies, environmental groups and other interested organizations have become 
signatories to the Council.  
 
Grey Worldwide, Los Angeles 
While holding open the option to re-bid the advertising contract, at the current time, it is our 
intent to contract with the agency with which we have worked over the last four years on the 
Flex Your Power campaign, Grey Worldwide. Grey Worldwide is one California's largest full-
service advertising agencies. It provides comprehensive and fully integrated communication 
services. Other Grey Worldwide clients include two of the state government’s largest advertisers: 
the Department of Consumer Affairs and the California State Lottery.  
 
We have worked well with them on an approach of combining strategic thinking and creative 
execution in one continuous process to achieve results in the marketplace. Grey works to get 
these results by soliciting continuous feedback. Some sample successes for the Flex Your Power 
advertising campaign over the last four years include: 

• Outstanding media cost efficiencies that average 37% below industry standards; 
• Proven, effective creative that has helped the State exceed its conservation goals; 
• Outstanding record of negotiating media added value: $10 to $12 million annually in 

PSAs during the energy crisis; 
• Keen understanding of public attitudes about the environment, with an eye on developing 

the correct tone for the communications.  
 
New California Media 
New California Media (NCM) is a nationwide association of more than 700 ethnic media 
organizations. Founded in 1996 by Pacific News Service, NCM currently has a contract with us 
to design, translate and place newspaper advertisements in more than one hundred ethnic 
newspapers in thirteen languages. They also work with the campaign to write and translate 
culturally sensitive and compelling editorial copy for news releases and features. And finally, 
they work with the campaign to convene the publishers and editors with local community leaders 
and businesses to design advertising and outreach strategies. Because of their unique role with 
this increasingly influential segment of California’s population, the campaign proposes to 
continue working with them on the Flex Your Power at the Tap campaign. 
 
Research 360 
Research 360 specializes in strategically driven qualitative research and evaluation in 
conventional and online environments. Research 360 Inc. was selected from a range of 
companies, and approved by the CPUC, to perform the evaluation of the Flex Your Power 
campaign. It offers research on the design, execution and effectiveness of advertising and 
outreach. Other clients include advertising agencies and Fortune 500 companies across the 
United States, such as Virgin, American Express, Disney and Nestlé. 
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SECTION 5: OUTREACH, COMMUNITY INVOLVEMENT, AND ACCEPTANCE 
 
The goal of the campaign is to involve the community in the conservation of water and to 
encourage them to invest in water-use efficiency. As described in detail above, much of Flex 
Your Power at the Tap’s program design is based on leveraging advertising and creating 
partnerships to facilitate outreach to all sectors. In most instances, partners make a written 
commitment to undertake measures to reduce use, to continue to work with us on the execution 
of those commitments and to assist the campaign in the dissemination of educational materials 
and messages. Because of the recognized need to conserve and because the campaign has, and 
will, recognize these commitments in a wide variety of ways, this approach has been widely 
accepted and participation is strong and growing. 
 
Below are examples of the kinds of materials and other outreach for the residential and business 
sectors that will be produced as part of the water outreach effort. (Note: the examples in 
Appendixes E and F were created for the energy campaign, but are illustrative of the materials 
that will be produced with a water focus for Flex Your at the Tap. Most of the materials were 
printed in multiple languages.) 
 
Residential Sector 

• Retail point-of-purchase materials (water-efficient product clings, sales guide) 
• New home builders brochures and a water-efficient new homes locator on website (to 

include landscaping, pumping, etc.) 
• Appliance repair person brochure 
• Constituent brochure produced for State legislative district offices 
• Website with interactive program and store finder and other information  
• Electronic newsletter 

 
Commercial/Industrial Sector (including small businesses) 

• Best practice guides and case studies 
• Electronic newsletter and e-News sector-specific updates 
• Website with interactive program finder and other resources 
• Flex Your Power Awards 
• Educational materials (Flex Your Power Silicon Valley brochure with pledge) 
• Small business audit form 
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SECTION 6: INNOVATION 
 
Flex Your Power is a major break-through from prior approaches to energy and water-use 
efficiency. The campaign transcends limitations inherent in water agency outreach (e.g. service 
territories do no coincide with advertising media markets, retail/manufacturer territories and 
policy-making boundaries). While supporting existing programs, the campaign will move water 
agencies beyond rebate and incentive programs that rely on dollar-for-dollar investments to meet 
efficiency targets and bring a higher rate-of-return to taxpayer and ratepayer funding. 
 
Key innovations of this proposed campaign for water-use efficiency include: 

 Dual use of advertising. The campaign uses advertising to not only drive public demand 
for water-use efficiency, but also as a tool to leverage private sector resources and garner 
long-term water-use efficiency commitments.  

 Amplification of the message and outreach resources. By implementing a “save water-
save energy” initiative and combining water and energy messages where appropriate, 
Flex Your Power at the Tap will receive matching funding benefits and additional 
partners. 

 Brand. Public education campaigns are learning the power of a well-known “brand” that 
serves as a shorthand signal to conserve. The Flex Your Power brand is already well 
established and, as we learned in the Flex Your Power at the Pump campaign, is 
transferable to other resources such as fuel. 

 Power of “Franchise-style” organizational structure. Local agencies benefit greatly from 
the association with an umbrella public awareness campaign with consistent, compelling 
messages. 

 Emphasis on partnerships. The State is too large and it is too expensive to move public 
behavior without coordination and the active help of partners. This campaign builds 
“win-win” partnerships with entities like manufacturers and retailers of water-efficient 
products to expand the reach of the campaign. The campaign will integrate water 
agencies into the network of businesses, manufacturers and retailers of water-efficient 
products, and other stakeholders in this arena. 

 Multiple voices. By calling on the support of the Governor, local officials, business, non-
profit leaders and ethnic press publishers, the campaign is able to convey the reality that 
all Californians are participating in the effort to achieve common goals. 

 Emphasis on leadership. Using advertisements, awards, and best practices, the campaign 
will publicize leaders and set a high benchmark for all sectors to achieve. 
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SECTION 7: BENEFITS  
 
The campaign provides benefits to water conservation and efficiency. 
As discussed in Section 3, a marketing and outreach campaign is quite different from other water 
conservation and efficiency programs even though they all are aimed at influencing the 
behavior—whether through incentives, mandates, audits, and the other strategies. A public 
education and outreach campaign supports the success of all water-use efficiency programs – if 
someone does not know about a water agency program they will not take advantage of it. 
Heightened public understanding of the benefits of water-use efficiency, particularly at the point-
of-purchase, leads to increased purchases of water-efficient products. As noted above, actual 
sales figures for water-efficient dishwashers and clothes washers show that less than 10% of 
these appliances are purchased because of rebates. 
 
Due to California’s strong commitment to energy efficiency, the campaign has also been able to 
negotiate commitments from retailers to increase sales of products by up to 20% as well as major 
commitments from businesses, new homebuilders and contractors to increase their efficiency. 
 
Flex Your Power at the Tap provides unique benefits to CALFED not offered by anyone else. 
The matching funds offered by the Flex Your Power energy campaign exceed $5 for every dollar 
requested in this proposal. This number does not include the funding and resources Flex Your 
Power’s partners bring to the table. 
 
As described in detail above, only Flex Your Power has: 

• An extensive network of public and private organizations and a long history of leveraging 
these entities resources for the benefit of the campaign. 

• A respected and recognizable brand that is strongly associated with efficient use of 
natural resources. 

• Consistent, proven messaging (based on market research) to effectively motivate 
California’s diverse population and varied businesses. 

• Statewide promotions developed and honed over four years with retailers and 
manufacturers of efficient products and appliances. 

• Partnerships with new homes builders to build and promote water- and energy-efficient 
housing. 

• High-quality, sector-specific, co-brandable educational materials. 
• Statewide website including comprehensive, searchable database of water-use efficiency 

rebates/incentives. 
• Fourteen years of experience in developing water-use efficiency best practice guides and 

case studies for each sector. 
• Web content and materials translated real time into Spanish and Chinese. 
• An established electronic newsletter for water-use efficiency with a subscriber list of 

leaders at 8,000 and growing.  
• Regular meetings with business and governmental leaders to address specific market or 

program barriers.  
• An established recognition and publicity program to award leadership in water 

conservation and efficiency (the annual Flex Your Power Awards). 
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SECTION 8: COSTS 
 
A campaign to communicate a water-use efficiency message and “call to action” and motivate 
behavior change, even with a brand as well known as Flex Your Power, requires a significant 
budget in a state the size of California—a budget beyond that anticipated by Prop 50 funding. 
Only by using the matching resources of the well-established Flex Your Power energy campaign 
and those of participating water agencies, can a limited budget change public behavior. The 
ongoing Flex Your Power energy campaign will augment the Prop 50 funding and keep the 
conservation message on people’s mind and outreach to and leverage the resources of thousands 
of entities. Flex Your Power’s overall budget will exceed $20 million between the energy 
efficiency campaign and the summer peak electricity demand reduction campaign. The Flex 
Your Power brand and message also bring value not found in any other existing outreach 
campaign. The detail of the cost-sharing budget is attached at Table C-1, but the highlights are as 
follows: 
 
Total staffing, consultants and direct staff expenses (e.g., travel by outreach staff) for the 15 
staff members and consultants in the overall Flex Your Power campaign will be approximately 
$2 million annually. A portion of all of staff work will focus on water-use efficiency. In other 
words, as we contact businesses, water-use efficiency will be part of the request. When we talk 
to home improvement stores, we will ask them to also promote water-efficient products. The 
Flex Your Power campaign and participating water agencies will cover 87.2% of these costs, or 
$5,273,741 and $58,839 respectively over the three years.  The request for Prop 50 funding in 
this proposal is for 12.8% or $527,133 for the three-year campaign. This is almost a 10-to-1 
match. 
 
Educational materials: We propose to combine the “save water “ messages, tips and programs 
with the “save energy” messages in most of the overall campaign’s educational materials. Over 
three years, the total cost of the educational materials, including production and distribution, will 
be $610,805, of which the Flex Your Power campaign will cover  $458,104 when both water and 
energy messages are present. The template materials will be designed and distributed by the 
campaign, but water agency partners will cover the entire incremental cost of printing any 
materials they want to localize. Prop 50 funding will cover the costs of any purely water-use 
conservation and efficiency material (e.g., landscaping) and a portion of the “save water-save 
energy” materials. Total Prop 50 funding for the water campaign materials would be $152,701. 
This represents a 4-to-1 match. 
 
Advertising: Although overall Flex Your Power advertising costs is high, the portion dedicated 
to either a “save water-save energy” message, or purely a save-water message is $6,361,620 in 
the first year, rising slightly with inflation in the following two years. In other words, the water-
use conservation and efficiency campaign will have $20,055,008 worth of advertising to promote 
water-saving messages over the three years of the campaign. Prop 50 funding, however, will 
cover only $2,633,758 of the advertising budget. Flex Your Power and participating water 
agencies will fund the remainder of the budget. This is a 10-to-1 match.  The detail breaking out 
television, radio and newspaper can be seen at Table C-1. 
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Other outreach tools: The cost of the other water-use efficiency outreach tools including the e-
Newswire, water-use efficiency website, the awards program, best practice guides, events and 
the evaluation are likewise shared. The estimated annual cost of these elements for the overall 
Flex Your Power campaign is $320,562 over the three years. Of this, Flex Your Power will cover 
84% or $269,272, with participating water agencies will covering  $3,206. The Prop 50 request is 
for $48,084, or 15%. This represents more than a 5-to-1 match. 
 
In sum, Prop 50 funding is requested to create a three-year, water-use conservation and 
efficiency public education and outreach campaign with matching funding of $3,450,000 over 
three years. The matching funding represents approximately 12.7% of the entire budget for the 
water conservation and efficiency campaign, or almost a 10-to-1 match. There will be significant 
resources, financial and otherwise applied to this campaign, by the private sector, particularly the 
manufacturers and retailers who participate with co-op advertising and other programs. While it 
cannot be said this far in advance what the value of this contribution will be, it would not be a 
stretch to estimate a value in excess of $1 million per year from them to this campaign. 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX C:  Timeline of Tasks 

 
 

 
Activity Description 

 
Target Completion Date 

Finalize campaign plan with partners, 
Water Advisory Board 

Within first month of program 
approval 

Planning and coordination workshops 
with water agencies and other 
stakeholders 

Within first quarter after program 
approval and throughout campaign 

Website updates Ongoing 

e-Newswire Ongoing 

Awards – solicitation and identification 
throughout year – announcement in winter 

Winter 2006, 2007 and 2008 

Water Advisory Board meetings Bi-Monthly 

Earth Day mini-campaign (advertising, 
educational materials, outreach, 
partnerships) 

Spring 2006, 2007 and 2008 

Summer Peak Season Promotion 
(advertising, educational materials, 
partnerships) 
 

Summer 2006, 2007 and 2008 

Year-End Congratulations mini campaign 
(advertising, educational materials, 
outreach partnerships) 
 

Winter 2006, 2007 and 2008 

Outreach to sector leaders (commercial, 
industrial, government, agricultural, 
residential) – sector specific campaigns, 
materials, ads 
 

Ongoing 

Outreach to new home builders, 
contractors, nonprofits, utilities, and 
others) – sector specific campaigns, 
materials, ads 
 

Ongoing 

 



Table C-1: Water Campaign Project Costs (3-Year Budget)

Category

2006 Water 
Campaign 

Costs

2007 Water 
Campaign 

Costs

2008 Water 
Campaign 

Costs
Total 3-Year 

Project Costs
3-Yr FYP 

Match

3-Yr Water 
Angency 

Match
Prop 50 State 

Share

Percent of Total Budget 100% 12.8%

Staffing & Expenses

Administrative Staff 35,549 38,037 40,700 114,286 102,858 1,143 10,286

Salaries/Wages & Consultants 1,741,918 1,829,014 1,920,465 5,491,396 4,942,257 54,914 494,226

Office supplies,copying, 
postage, phone 25,904 26,681 27,482 80,067 72,060 0 8,007

Planning Retreat 9,000 9,270 9,548 27,818 25,036 2,782 0

Travel 47,282 48,700 50,161 146,144 131,530 0 14,614

Total Staffing & Expenses 1,859,653 1,951,703 2,048,356 5,859,712 5,273,741 58,839 527,133

Materials (including template 
materials for partner use) 197,614 203,542 209,649 610,805 458,104 0 152,701

Media Support

Market research, focus 
groups, public opinion survey 75,595 79,375 83,343 238,313 178,735 35,747 23,831

Television ads 2,341,955 2,459,053 2,582,006 7,383,014 7,383,014 0 0

Radio ads General Market 199,487 209,461 219,934 628,883 528,262 6,289 94,332

Localized Traffic Radio ads 174,995 183,745 192,932 551,672 0 275,836 275,836

Hispanic Radio ads 220,133 231,140 242,697 693,969 582,934 6,940 104,095

Newspaper/Print ads 2,628,918 2,760,364 2,898,382 8,287,664 6,215,748 414,383 1,657,533

Trade magazines, directories 48,717 51,153 53,710 153,580 115,185 7,679 30,716

Hard-to-Reach Newspaper 747,415 784,786 824,025 2,356,226 1,767,169 117,811 471,245

Total Media 6,361,620 6,679,701 7,013,686 20,055,008 16,592,313 828,938 2,633,758

Outreach

e-Newswire 7,150 7,508 7,883 22,540 18,934 225 3,381

Website, Database, 
Translation Contractors 23,979 25,178 26,437 75,594 63,499 756 11,339

Awards 4,704 4,939 5,186 14,829 12,457 148 2,224

Annual Summit 18,815 19,756 20,744 59,314 49,824 593 8,897

Earth Day Events 47,037 49,389 51,858 148,284 124,559 1,483 22,243

Total Outreach 101,685 106,769 112,108 320,562 269,272 3,206 48,084

Evaluation 23,519 24,695 25,930 74,144 55,608 3,707 14,829

Contingency** 25,000 25,000 25,000 75,000 0 0 75,000

TOTAL 8,569,091$    8,991,411$      9,434,728$       26,995,231$  22,649,037$    894,689$        3,451,505$             

Total Applicant Share

** Campaign expense for work with individual water agency programs that partner with the campaign. TOTAL REQUEST-->> 3,450,000$        

APPLICANT:   Efficiency Partnership/ Flex Your Power (FYP)

PROJECT:    Flex Your Power at the Tap

87.2%

23,543,725.97

Efficiency Partnership APPENDIX C-1
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX C:  Timeline of Tasks 

 
 

 
Activity Description 

 
Target Completion Date 

Finalize campaign plan with partners, 
Water Advisory Board 

Within first month of program 
approval 

Planning and coordination workshops 
with water agencies and other 
stakeholders 

Within first quarter after program 
approval and throughout campaign 

Website updates Ongoing 

e-Newswire Ongoing 

Awards – solicitation and identification 
throughout year – announcement in winter 

Winter 2006, 2007 and 2008 

Water Advisory Board meetings Bi-Monthly 

Earth Day mini-campaign (advertising, 
educational materials, outreach, 
partnerships) 

Spring 2006, 2007 and 2008 

Summer Peak Season Promotion 
(advertising, educational materials, 
partnerships) 
 

Summer 2006, 2007 and 2008 

Year-End Congratulations mini campaign 
(advertising, educational materials, 
outreach partnerships) 
 

Winter 2006, 2007 and 2008 

Outreach to sector leaders (commercial, 
industrial, government, agricultural, 
residential) – sector specific campaigns, 
materials, ads 
 

Ongoing 

Outreach to new home builders, 
contractors, nonprofits, utilities, and 
others) – sector specific campaigns, 
materials, ads 
 

Ongoing 

 































































CITY OF REDWOOD CITY                           1400 BROADWAY 
PUBIC WORKS SERVICES DEPARTMENT                            REDWOOD CITY,  CA 94063 
WATER RESOURCES MANAGEMENT PROGRAM       PHONE: (650) 780-7468 

FAX (650) 780-7445 
 

 
 
 
 
 
January 3, 2005 
 
Mr. Wally McGuire  
President 
Flex Your Power & Efficiency Partnership 
2183 Union Street 
San Francisco, CA  94133 
 
 
Dear Mr. McGuire: 
 
The City of Redwood City is pleased to join Flex Your Power and the California Urban Water 
Conservation Council in implementing California’s comprehensive statewide water-use efficiency 
marketing and outreach campaign.  The campaign will be modeled after, and coordinate closely with, the 
highly successful Flex Your Power campaign for energy efficiency.  The existing infrastructure of 
businesses, non-profits and governmental partners and the favorable recognition of the Flex Your Power 
conservation message will greatly leverage our resources and make our efforts more successful. There is 
great need for consistent statewide messaging and strategy to support all water-use efficiency efforts 
throughout the state and increase return on investment of water agency conservation and efficiency 
dollars. 
 
Flex Your Power will be the lead agency on the application and campaign, and as a participant in the 
effort, we will benefit from: 
 
• Higher awareness of water efficiency in every sector, throughout the state.  
• Consistent, proven messaging (based on market research to identify effective outreach strategies for 

California’s diverse population) 
• Statewide advertising campaign educating and motivating Californians to save water   at home, at 

work and in their communities. 
• Co-brandable radio and print ads (e.g., adding your logo and contact information) 
• Sector specific co-brandable educational materials (e.g., materials to be used by Building Owners 

and Managers Association (BOMA) members, home builders, grocery bag stuffers) 
• Website, including statewide comprehensive, searchable database of water agency rebates. 
• Electronic newsletter on water efficiency  
• Extensive partnerships with retailers and manufacturers of water-efficient appliances and products  
• Partnerships with over 75 of the state’s top new-home builders, including an online home-finder 

directing buyers to water- and energy-efficient housing developments. 
• Collaboration with other supportive programs, such as the Governor’s Green Building Initiative, the 

Green Lodging Program, the Sustainable Silicon Valley Water Initiative and so on.  
 
The City of Redwood City will support the Flex Your Power/California Urban Water Conservation 
Council campaign through a proportional cost-share agreement for those aspects of the campaign we will 
formally implement in our service territory and additional non-financial resources such as staff support 
and customer communications.  This public education campaign will improve the quality of life, 
environment and economy for all Californians and we are pleased to offer our support.   
 



Sincerely, 

 
Manny Rosas 
Superintendent, Urban Water Management Program 
City of Redwood City 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Point-of-Purchase Clings) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Point-of-Purchase Sales Guide) 

 



Efficiency Partnership  APPENDIX E 

2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (New Home Brochure) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Efficient Homes Locator)  

www.fypower.org 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Appliance Repair “Leave Behind”) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Constituent Brochure) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (2004 Earth Day Partner List) 

 
Water Agencies/Government Partners Three Valley Metropolitan Water Department 

Alameda Power and Telecom West and Central Basin Metropolitan Water Department 
Arcata Water Department Western Municipal Water District 
Burbank Water and Power  
California Water Service Company Nonprofit/Community Partners 
Calleguas Municipal Water District Asian American Drug Youth Rehab House (Los Angeles) 
City of Anaheim Bay Area Crisis Nursery (Concord) 
City of Beverly Hills Water Department Beverly Hills Earth Day 
City of Fairfield Water Department  Brother Beno's (Oceanside) 
City of Fresno Water Department  Burbank Temporary Aid Center 
City of Huntington Beach Water Department Campus Center for Appropriate Technology (Humbolt) 
City of Long Beach Water Department Community Connections (Lake Elsinore) 
City of Modesto Cornucopia Environmental Display Home (Malibu) 
City of Oakland Department of Environment David & Margaret Home (La Verne) 
City of Oceanside Water Department Dorado Youth Services (El Dorado) 
City of Pasadena Water and Power Families Forward Program (Irvine) 
City of Redding Water Department  Habitat for Humanity 
City of Sacramento Water Department Haven Child Crisis Center (Modesto) 
City of San Diego Water Department Head Start  (Alameda) 
City of Santa Cruz Water Department Henry Robinson Multi Service Center (Oakland) 
City of Santa Monica Water Department Hillview Acres Children's Home 
City of Thousand Oaks Water Department Huntington Youth Shelter 
City of Watsonville Water Department  Keep Bakersfield Beautiful 
Coachella Valley Water District Living Desert Volunteer of the Year (Palm Desert) 
Contra Costa Water District Long Beach Aquarium 
East Bay Municipal Utility District Marjaree Mason Center  (Fresno) 
Eastern Municipal Water District Next Door Solutions to Domestic Violence (Santa Clara) 
El Dorado Irrigation District  Paint Your Heart Out Anaheim 
Elsinore Valley Metropolitan Water Department  Sacramento Area Earth Day Network 
Helix Water District Safe Quest, Women's Shelter (Fairfield) 
Humboldt Bay Metropolitan Water District San Diego Earth Works  
Inland Empire Utilities Agency San Diego Rescue Mission 
Irvine Ranch Water District San Francisco Power Cooperative 
Los Angeles Department of Water and Power Santa Cruz Community Counseling Center 
Metropolitan Water District of Southern California Settlement House (Corona) 
Municipal Water District of Orange County Shasta County Women's Refuge (Redding) 
Modesto Irrigation District   St. Madeleine Sophie's Center (La Mesa) 
Sacramento Metropolitan Utility District Thousand Oaks Area Housing/Many Mansions 
San Diego County Water Authority Transition House (Santa Barbara) 
San Francisco Public Utilities Commission United Way 
Santa Barbara, Water Department  Vista Nova Homes for the Blind (Pasadena) 
Santa Clara Valley Water District Watsonville Earth Day 
Southern California Water Company  
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Website – Store Locator) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX E:  Residential (Website – eNewswire) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial (Congratulations Ad - Cinema) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial (Congratulations Ad - Beach) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial Rebates 

www.fypower.org 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial Programs 

www.fypower.org 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial (Case Study) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial Materials (FYPSV Trifold & Pledge) 
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2004 Water Use Efficiency Proposal Solicitation Package 
APPENDIX F:  Commercial/Industrial Materials (Small Business Audit) 

 
 
 
 
 




