
Using Social Media for 
Water Conservation: 
Tacoma Water’s Experience



Tacoma Water’s Conservation Program
Program Goal
• Reduce per capita water consumption 10% from 2000 to 2010

• Offer programs to assist customers with reducing water use

Program Offerings
• Offer residential customers fixture/appliance rebates; 

free water-saving devices; education/training



Tacoma Water’s Conservation Program
Education and Outreach
• Public events
• Workshops and classes
• Literature: brochures and posters 
• Annual ad/awareness campaign
• Website

Programming Changes
• Raise awareness of conservation program using awareness         

campaign and events
• Increase workshops to engage customers and support behavior change 

• Provide workshops and events outside Tacoma



Why add social media to the mix?
Consumer Research
• Customers outside Tacoma are less aware of & participate less in 

programs
• Customers outside Tacoma/higher water users use internet more and a 

majority want to use internet to get conservation information

Social Media Objectives
• Reach more customers with media they use – provide program 

information
• Additional input into new goal-setting process
• Updates on upcoming events

Social Media Management
• Community & Media Services section manages social media



Conservation Goal Development
Conservation Goal
• New goal for 2011-2017
• Customer input through online 

survey and public forum

Social Media
• Online survey conducted 

January – March 2010
• Facebook and Twitter posts
• Other media: bill insert, 

calls to large customers
• 191 responses
• Announced adoption of goal



Awareness Campaign
Know Your H2O
• Launched multi-year campaign June 2010
• Raises awareness of conservation 

program
• Directs customers to interact with 

program to find an answer
• New media mix

• Bill inserts, newsletters;
Utility vehicle wraps;
Customer pay box video monitors;
Newspaper

• Website
• Social media



Awareness Campaign
Website
• Revamped website for Know 

Your H2O campaign
• More interactive elements
• Online survey
• Tools to answer questions 

asked in ads
• Developing interactive tools 

in 2011



Awareness Campaign
Facebook & Twitter
• Started using in 2009
• Use for awareness campaign
• Post messages every few 

days
• Posts relate to recent 

weather, events
• Linked account/same posts
• Develop many posts at once
• Interact with customers and 

answer questions



Awareness Campaign
YouTube
• Developing short TV vignettes for PSAs and YouTube
• Will begin using in 2011
• Know Your Power campaign began posting vignettes in late 2009



Awareness Campaign

LinkedIn and Blogs
• Began LinkedIn account in 

September 2010
• Using Facebook posts as a 

LinkedIn “blog”
• Blogs being used by others to 

network teachers, provide 
information to special interest 
groups



Workshops and Events

• Advertise workshops and 
classes

• One to two weeks and just 
before event

• Facebook, Twitter, Website, 
Email listserv



Where do we go from here?
• Increase interactivity & engagement

• Currently limited engagement from customers
• Continuing with slow roll-out of features/multi-year campaign
• Website interactivity

• Calculators & features | Customized tools & recommendations
• Facebook

• Build fan base | Contests | Posts
• Increase appropriate use of social media
• Identifying how people are learning about website/program
• Maintenance of tools



Thanks!

Diana Smith
Water Conservation Program
Tacoma Water
dlsmith@cityoftacoma.org
(253) 396-3152

tacomawater.com/smart

mailto:dlsmith@cityoftacoma.org�
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