


















































Apples to 
Apples: A 
Standardized 
Measure for 
Municipal Water
Cheri Vogel and John Longworth –
New Mexico Office of the State Engineer

In the mid 1980s water conservation 

became a standard by which the 

New Mexico state engineer evaluated 

water-rights transfers. In 1997, the state 

engineer required all water-rights permits 

to state that the permit “shall not be 

exercised … in a manner that is contrary 

to the conservation of water within the 

state…”. Evaluating whether an applicant 

is utilizing water in a manner consistent 

with conservation principles is difficult; 

ever-evolving conservation technologies 

and practices add to the challenge. 

The most widely recognized metric 

for water use is gallons per capita 

per day (GPCD). Should a continued 

reduction of GPCD over time equate 

to a measurement of conservation? 

The answer is complicated. Numerous 

aspects affect a drinking-water supplier’s 

GPCD, such as demographics, climate, 

economics, and availability of supply. 

These can change over time to influence 

GPCD, but the calculation of GPCD 

itself must remain constant if valid use 

comparisons are to be made. Yet staffing 

changes, public-image pressures, and 

other influences have caused drinking-

water suppliers to modify their GPCD 

calculations, further complicating the 

evaluation of conservation efforts. 

Need for Standardization
The New Mexico Office of the State 

Engineer (NMOSE) is charged with 

administering the state’s water resources. 

It has statutory responsibility over the 

supervision, measurement, appropriation, 

and distribution of all surface water and 

groundwater in the state. As in most 

southwestern states, municipal use is 

the principal area of increasing demand. 

Therefore, to better regulate municipal 

water use, the agency began to condition 

municipal water-rights permits with a 

target GPCD. And, aware of the many 

ways GPCD calculations can vary, it 

began a program to standardize them. 

Apples and Oranges
NMOSE first looked at how other states 

determine GPCD. When the study began 

in 2007, Florida, Texas, Kansas, and 

Arizona all were using some form of 

standard GPCD calculation, for which the 

primary variables are gallons of water and 

population. Three of the states researched 

used total gallons diverted from surface 

or groundwater prior to treatment or 

storage, while one used gallons billed to 

customers. Other states not included in the 

original research subsequently reported 

including reuse, raw (diverted water that 

may have been stored), or diverted water. 

Two of the original states allowed systems 

to define their own populations, one used 

a seasonally adjusted population, while 

the fourth used the number of living units 

times a person-per-household average 

from the U.S. Census Bureau. These may 

seem like subtle variations but they make 

a significant difference in the calculation. 

Looking within New Mexico, NMOSE 
found similar variations. Approaches 
used to estimate population, the most 
difficult variable to isolate, varied widely. 
The Census Bureau’s population is most 
commonly used for cities or counties, 
however political boundaries do not 
always coincide with water suppliers’ 
service boundaries. Some water providers 
incorporated miscellaneous populations 
such as tourists, undocumented workers, 
and estimated incoming commuter 
population based on commercial space. 
Some population figures were reduced 
based on estimates of homes within 
the service area having privately owned 
domestic wells, and connections assumed 
to be second homes. Other systems used 
a form of housing units multiplied by 
persons-per-household, where the latter 
figures were undocumented, “educated” 
guesses. These different approaches 
underscored the need for standardization. 

NMOSE Methodology
NMOSE’s goal for a GPCD method 
focuses on tracking individual water 
delivery systems rather than comparing 
GPCD numbers between systems. This 
requires detailed information that allows 
each system to be analyzed separately. 
Therefore, the agency’s method provides 
subcategories of GPCD and requires a 
standard calculation of populations served. 
The subcategories include: system total, 
single-family residential, multi-family 
residential, CII (commercial, industrial, 
and institutional), other (as defined by 
the system), reuse, and non-revenue. The 
system total calculation is based on the 
total water diverted; all other categories use 
billed water except non-revenue, which uses 
the difference between diverted and billed. 
The population is calculated as the number 
of housing units multiplied by the Census 
Bureau’s average persons-per-household 
for occupied homes within the system’s 
service area. These details allow systems 
heavily influenced by a large industrial 
base to be distinguished from those that 
are primarily residential or that have spikes 
in commercial use during tourist season. 

To assist with the actual calculation, 
NMOSE developed the GPCD Calculator, 
a freely downloadable Excel spreadsheet 
that organizes data entry and automatically 
calculates each subcategory’s GPCD. 
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Lessons Learned
NMOSE pilot-tested the new 

methodology and calculator with six 

New Mexico drinking-water systems 

ranging in size from 116 to 120,000 

connections. The tests, as well as 

comments collected from national 

water-conservation specialists, allowed 

the agency to fine-tune the approach. 

The review process provided valuable 

insight into the development of 

standardized water-use calculations. While 

no two methods for calculating GPCD are 

exactly alike, standardization is possible; 

however NMOSE had to be clear about 

how the data would be used in order 

to ease concerns over its regulatory use 

and each system’s public image. Keeping 

the calculations simple was also key; too 

many options led to complications and 

confusion. Defining populations is difficult 

even with a standard methodology; 

variations in how connections are defined 

and multi-family units are counted 

further confound the issue. Finally, 

transition time is needed during which 

utilities may submit their existing GPCD 

methodology along with the new version. 

NMOSE found that the biggest obstacle 

to fully implementing the new calculator 

is that drinking-water systems configure 

their data for customer billing, not water-

use accounting. Billing software uses 

billing cycles 
that often do 
not correlate to 
calendar months, 
and bills include 
adjustments 
for customer 
credits or fees. 
Additionally, 
when software 
is updated or 
water systems 
are sold, older 
data may be lost. 
Finally, internal 
politics can 
make it difficult 
for billing 
departments 
to work with engineers, planners, or 
conservation staff. These problems can 
be addressed, but require commitment 
from senior management. 

What’s Next?
Since starting the project, NMOSE 

has been contacted by several state 

and regional authorities interested in 

standardizing their GPCD methods. 

These entities report pressure from 

elected officials, city managers, and 

even customers to track their systems’ 

water use. In response, the American 

Water Works Association (AWWA) 

and the Alliance for Water Efficiency 

have teamed up to research and test 

methods for tracking water efficiency, 

including GPCD, in order to establish 

an accepted repertoire of water-use-

efficiency metrics that can be used to 

uniformly compare use and savings 

across utilities. The results will be 

published in the Journal of AWWA. 

New Mexico’s standard methodology 

was released as a beta version on 

March 16, 2009. It is now the standard 

method used for all water-rights 

permits required to submit a GPCD, 

and a standard component of water-

conservation and water-management 

plans submitted to NMOSE. It provides 

the agency with a defensible method 

for evaluating water use in New 

Mexico’s water-supply systems. ■

NMOSE’s GPCD methodology and calculator are 
available at www.ose.state.nm.us/wucp_gcpd.html. 
Contact Cheri Vogel at cheri.vogel@state.nm.us.
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The GPCD calculator presents the system total GPCD of a water system divided 
into sector uses. Note that each sector population is divided by the entire 
population here; actual sector GPCDs are calculated elsewhere in the program.

The calculation of GPCD itself must remain constant

if valid use comparisons are to be made.[

Schlumberger Water Services offers a complete range of technologies and services designed to assess and manage groundwater
resources in the wake of climate change.

www.water.slb.com
sws-services@slb.com

© 2009 Schlumberger. * Mark of Schlumberger.

Sustainable Groundwater Resources

• Groundwater exploration and development
• Water use and supply auditing (balancing and conservation)
• Water quality evaluation and management

• Local, basin, and regional flow investigation and modeling
• Aquifer recharge, storage, and recovery modeling and design
• Advanced geophysical logging and interpretation
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2016-2018 Strategic Marketing Plan
Santa Fe Water Conservation Office
Executive Summary

Marketing outreach 
contributed to a 

decrease in GPCD 
from 107 to 95 

during four of the 
hottest and driest 
years on record.

73 percent of Tier 2 residential 
customers consistently billed 

at Tier 2 during peak demand 
season reside in 87501 zip code.

Assignment: Data driven plan with measurable 
results.

Previous Strategy (2012-2015) General 
Awareness 2012-2015 Award-winning general 
community-wide awareness campaign strategy 
focused on prolonged drought. 

For the Future Recent studies conclude water 
conservation is a key adaption strategy to help 
reduce a predicted 40-year water demand pro-
duction gap between supply and population de-
mand. 

Proposed Strategy (2016-2018) Behavior 
Change Strategy Next level of water efficien-
cy practices targeted to audiences based on in-
novative water use data to help meet water con-
servation goals to address the City’s long-term 
future projected water production demand.  
  
Approach  Integrated using the most effective 
and well-coordinated mix of promotional tools 
and methods to reinforce each strategy for in-
creased impact. 

Data Driven Analyzing and monitoring cus-
tomer data to better understand household and 
commercial water use behaviors and influences 
results in refined and effective outreach tactics 
that can be continuously improved. 

Phase 1 – Current Customer Data (Tier 2) with 
Census demographics for SF homeowner to de-
termine appropriate communication channels. 

Phase 2 – Household Water Conservation Be-
havior Survey (website) to determine what mo-
tivates households to adopt rainwater harvest-
ing, recycle grey water or install high efficiency 
devices. 

Phase 3 – Badger/Orion AMI System Data  
Most useful data to customers is to know how 
much water is consumed.
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Strategy Compelling Information Targets Measurable 
Success Result

Component A

Guide targeted cus-
tomers on how to take 
ownership of using 
water efficiently

Individuals and businesses need guidance on how to implement water 
conservation measures that produce easily understood measurable 
results for the customers. 

64 percent of homes in Santa Fe are built prior to the 1994 water effi-
cient fixture national code:
 23% 1939-1959 
 16% 1970-79 
 15% 1980-89 
 10% 1960-69

Tier 2 water customers 
consistently charged 
during high-demand 
season

Neighborhoods built 
prior to 1994
New customers
Multi-housing units

Tier 1 water custom-
ers  (on-going general 
awareness)

Maintain GPCD levels at 95 
or below.

2 percent increase in Water 
Bank. 

Component B

Promote commercial 
business incentives 
to assist commercial 
customers in changing 
water related equip-
ment to make per-
manent reductions in 
water use and modify 
end-use customer be-
haviors. 

Commercial customers make up 21 percent of the City’s water users, 
but only 24 percent participate in rebates.  

350 permitted/licensed short-term rentals and estimated 576 operat-
ing without license.

Tourism visits continue to increase with visitors spending 28 percent 
on lodging and 24 percent on food & beverage. 

There are 31 spa facilities in Santa Fe that have many water use appli-
ances (washers, dryers, showers, toilets, urinals; and some with pools.

Lodging – hotels, 
motels and short-term 
rentals

Food & beverage in-
dustry

Spa and gym facilities

25 percent increase in ho-
tel, food/beverage and spa 
participation.

It’s kind of the oldest form of marketing—word of 
mouth—with the newest technology.

Plan Strategies
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Strategy Compelling Information Targets Measurable 
Success Result

Component C

Promote outdoor re-
bates

Residential irrigation has a significant impact on Santa Fe’s water sup-
ply.  52 percent of customers are single-family with 40 percent of water 
used for irrigation.  
Studies indicate that up to 50 percent of the water used outdoors is 
wasted due to system inefficiencies and overwatering.

Single-family residenc-
es

20 percent increase in water 
audits conducted.

Component D

Continuation of ongo-
ing general awareness 
news items and event 
promotions

Existing programs have been successfully promoted and continue to play 
a key role in on-going awareness of the role water plays in how we live, 
work and play, and the community’s role and obligation (ordinances) in 
using water efficiently.

Schools
Community Events
Parents

80,000 people reached in 
earned media (PR).

Maintain current partic-
ipation levels for existing 
programs and promotions.

Component E

Add New & Social 
Media to the Promo-
tional Mix (reach more 
customers through the 
media they use).

2015 Santa Fe Economic Development Department survey indicates 94 
percent of locals feel that promoting Santa Fe activities through social 
media is important, and 58 percent feel that social media is the most 
effective way to reach people.

The majority of City neighborhoods actively participate on NextDoor 
social application to receive and provide news and services of interest to 
neighbors.  (City of Santa Fe Police and Office of Neighborhood Planning 
joined in November, 2015)

In 2014, mobile use surpassed desktop computer use, and combined 
sales of smartphones and tablets were up 50 percent.  Sixty-six percent of 
emails are now opened using a smartphone or tablet. 

Seventy one percent of online adults use Facebook; eighty-two percent 
are ages 30-49; sixty five percent are ages 50-64,
63 percent of both Facebook and Twitter users receive news on the social 
networks, up from 52 percent of Twitter users and 47 percent of Face-
book users last year. 

59 percent prefer Twitter for breaking news and 31 percent for Facebook.

Key household demo-
graphic targets based 
on data gathering and 
analysis.

Platforms:
Facebook
Twitter
Website
Instagram
Digital News Releases
Digital Advertisement
Videography – YouTube 
(how to demonstra-
tions)

500,000 impressions on so-
cial media channels and new 
media channels. 

Monthly reporting of ex-
tensive and detailed demo-
graphic reporting on who 
are viewing and what are 
being viewed along with 
interactive data use.
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Strategy Compelling Information Targets Measurable 
Success Result

Component F

Integrate digital (on-
line/social) and tradi-
tional advertisement 
with targeted place-
ment.

Advertisement firms are able to deliver the best return on investment 
for ad placement, scheduling and reporting.

Advertisement media departments plan and negotiate buys for multi-
ple clients and has direct relationships with hundreds of media part-
ners. Through these relationships and through the volume of media 
they purchase, they are able to secure lower rates and more value-add-
ed placement than staff working directly with media buyers.  

One of the best ways to reach the Santa Fe community is online.  
Digital, pre-roll, in-app, mobile and banner ads are some of the most 
targeted and most trackable mediums. Digital provides the ability to 
test messaging and quickly optimize and it also allows us to target 
down to the zip code level, reaching the neighborhoods that need to 
hear messages the most. 

Use analytic customer 
data to identify target 
demographics to pin-
point communication 
channels used most by 
the targeted audiences.

Continue to target 
customers based on 
data through direct 
mail (bill insert), gas 
stations, transit, retail 
and print platforms as 
needed based on data 
and targets identified.

Place ads through the NM 
Broadcasters Association 
for added value.

Monthly reporting of ex-
tensive and detailed analyt-
ic reporting on each media 
vehicle. 

Component G

Community Wide Sig-
nature Event

City of Santa Fe Water Conservation already has two highly successful 
events geared toward elementary age school children, and have 
participated in the National Mayor’s Challenge for the past three years.  
There is not community-wide event geared toward the entire Santa Fe 
community. The City of Santa Fe Water Conservation Office should 
extend their outreach to a signature community-wide event as the kick-
off to the high demand season. 

General public

Component H

Success Metrics

Maintain GPCD at 95 or <
1 million ad impressions
80,000 people reached 
earned media (PR) 500,000 
impressions on social media/
news
20 percent > water audits
2 percent > Water Bank
25 increase Hotel/Motel/Spa 
participation
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Develop a data-driven plan with measurable 
results.

Implementation of the multi-year plan is 
dependent on fully staffed water conservation 

office and acceptance by the Santa Fe City 
Council.

ASSUMPTION

ASSIGNMENT
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BACKGROUND
One of the most valuable water sources is water that is conserved. Water conservation is the most economical and environmentally protective 
resource management tool available, helping Santa Fe meet the many challenges of water supply management. 

Marketing outreach efforts played a role in halting and reversing the upward trend in customer daily water consumption during four of the 
hottest and driest drought years on record.

Unique Challenge: But how do you tailor your outreach and messaging to an audience that has already been conserving water? As the 
water provider with the lowest per capita residential overall, combined with commercial water use in the Southwest, the question of how 
customers can continue to reduce water use presents a unique challenge.

The integrated plan won 
the 2014 Public Relations 
Society of America Silver 

Cumbre Award. 
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Highly effective and award-winning 2012-2015 
general awareness campaign strategy, as approved by 
City Council in 2012, targeted community-wide with 
prolonged drought focus.  

SUCCESS MEASUREMENT 
PR and marketing outreach contributed to decrease in 
GPCD from 106 to 95 during four of the hottest and 
driest drought years on record.

PREVIOUS 
STRATEGY 

(2012-2015)
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2015 Santa Fe Basin Study: 
Adaptions to Projected Change in Water 

Supply and Demand

Conclusions: 
Water conservation (reducing water use on 
a per person per day basis) is a key adaption 

strategy and action to help reduce a predicted 
40-year water demand production gap 

between supply and population demand.  

Projected supply and demand vulnerabilities 
have implications for water conservation 

messaging, including water supply, ecosystem, 
agriculture, land use, quality of life, economy, 

transportation and sociological conditions. 

RECENT DATA 
CONCLUSIONS 

& 
GOALS
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RECENT DATA CONCLUSIONS & GOALS
2014 Water Conservation Committee 

Rebate Analysis 
 Rebates programs combined with education 

and promotion should remain a significant 

component of an overall water conservation 

effort. 

 Rebates should be promoted to all customer 

classifications and water uses

2013 Climate Change and the Santa Fe 
Basin

Continue water conservation promotion:
Tiered water rate structure that allows those 

that use less to pay less
 Incentives and programs for addressing water 

leaks
 Provide incentives to significantly reduce water 
use in the city, energy production and agriculture
 The use of reclaimed water when feasible and 

appropriate
 The use of municipal waste water to augment 

potable water supply.

2015 Water Conservation & Drought 
Management Goal
 Maintain GPCD

 Increase rebate program participation to 

maintain 25 acre feet Water Bank reserve

 Reduce summer peak demand from 2009-

2013 average level

 Improve data validity

 Proactively implement emergency and 

non-emergency drought preparedness
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The plan continues to increase 
awareness, but with a focus on making 

it easier for individuals 
and businesses to implement water 

conservation efficiencies that produce 
measurable results. 

PROPOSED STRATEGY 
(2016-2018)

Behavior Change Strategy: 
Next Level of Water 
Efficiency Practices
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Utilize an integrated and data driven marketing plan approach using the most effective combination and well-
coordinated mix of promotional tools and methods intended to reinforce each other to provide clarity, consistency, 
increased impact to achieve measurable objectives. 

APPROACH
DATA DRIVEN ENGAGEMENT 

In order to take water conservation efforts to the next level, it is imperative 
that outreach be based on innovative uses of metrics to target larger water 
users and measure success. The plan proposes a phased approach to 
gathering, analyzing and monitoring customer data to better understand 
household and commercial water use behaviors and influences, so that 
more refined and effective outreach tactics can be continuously improved.  

It is proposed that the current outreach plan be revised to move beyond 
the “low-hanging fruit” general awareness focus and refine targets and 
measurable outcomes in synergy with the 2015 Water Conservation and 
Drought Management Plan and the 2015 Santa Fe Basin Study by taking 
the water conservation outreach efforts to the next level of water efficiency 
practices. 

INNOVATIVE METRICS
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DATA GATHERING
Phase 1 - Current Customer 
Data (Tier 2 customers during peak season March - September) with census and zip code 
demographics for SF homeowner to determine appropriate communication channels. 

TACTIC: Data Query Refinement 

Phase 2 - October through December 2015
Household Water Conservation Behavior Survey (website, and direct mail via bill insert) to determine 
the motivations and barriers to households to adopt rainwater harvesting, recycling grey water 
or installing high efficiency devices, To achieve more widespread adoption of water conservation 
practices and rebate participation among diverse communities, we must first understand what 
motivates single-family households to adopt these practices. 

TACTIC: The plan will be refined using data from the survey promoted through the savewatersantafe.
com website, direct bill mailing, Hutton radio advertisements, KSFR PSAs, santafe.com, neighborhood 
networks and City Council constituent mailings. 

Phase 3 - Badger/Orion AMI Data
Revise plan based on data when available (FY17).  
Metering is the most effective water conservation 
tool to customers, allowing them to know how much 
water they use. 

TACTIC: Promote the Badger Meter’s BEACON 
Advanced Metering Analytics (AMA) tools for 
customers to keep tabs on water use:  

 Receive text alerts for potential leaks
 Monitor daily water use
 Understand their water consumption patterns 
and, if desired, relative to other “like” water 
customers

NOTE: It is important to clarify that the purpose of the public education program is to help meet water conservation goals to address the City’s long-term future projected water demand. It 
is not simply designed to educate the public about the immediate need to conserve water due to drought conditions. The intent of the education outreach is to: 1) promote incentives offered 
by the City to assist residents in changing water related equipment and appliances that will make permanent reductions in water use; 2) modify ongoing behaviors to use less water during 
normal daily activities; and 3) provide education on how water savings can be best achieved. Therefore, while the program is anticipated to be most intensive in the first two years, some level 
of ongoing effort will need to be maintained in order to continue to achieve the water savings on a permanent basis through modified behavior by consistently reinforcing the information.
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COMPONENT A 
Maintain GPCD levels at about 95, identifiable trending, and avoid summer peak demand increases 
(as identified in 2015 Water Conservation and Drought Management Plan)

MOST COMPELLING MESSAGE
Individuals and businesses need guidance on how to implement water conservation 
measures that produce easily understood measurable results for the customers. The 
City’s Water Conservation Office must guide customers on how they can take ownership 
of water efficiency through interactive billing and interactive water use applications and 
a promotional mix of traditional, new and social media tools.

STRATEGY
Give the greatest priority to developing 
program strategies and materials that 
target the identified audience segments 
through the communication channels they 
most utilize.  
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CITY HOMEOWNERSHIP (2013 ACS)
Housing units (includes multi-housing): 
 There are 37,059 units, 84% of those are occupied; 61% are owner occu-
pied and 39% is renter occupied. 

AGE OF HOME
Newer built homes post-1994 will have water-efficient 
fixtures because that is per national Code. 
 64% - Pre-1994 Homes
 1980-89 15%
 1970-79 16%
 1960-69 10% 
 1939-1959 23%

AGE/GENDER/LANGUAGE 
Total population:  68,800
 44 Median age 
 53% Female (77% 21-64 age)
 47% Male
 66% speak English 
 30% speak Spanish 

JOBS/INDUSTRY
 20% Education/ Healthcare/Social Care
 17.2% Management/Scientific/Professional 
 14% Arts/Recreation/Accommodation/Food Service
 12% Retail

HOMEOWNERSHIP DEMOGRAPHICS
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Residential customers who are consistently billed at 
Tier 2 rates during peak demand season (March through 

September):

CITY OF SANTA FE 
CUSTOMER DATA INQUIRY

87501
73%

87505
25%

87507
2%  73 percent of Tier 

2 customers reside in 
87501 Zip Code, while 25 
percent reside in 87505 
Zip Code (source: www.
city-data.com).

 ¾ of those living in 
the 87501 Zip Code are 
white, and 54 percent are 
female, ages 45-70
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2014 CITY OF SANTA FE 
WATER USE DATA Single Family Usage

Irrigation
28% 

Toilet
13% 

Shower
8%

Faucet
7.5%

Dishwasher
0.7%

Clothes
Washer

10%

Bath 1%Other 1%

Leak
6.5%

Water Use by Type

Single Family
Residential 54%

Non-Revenue
Water Loss

8%

ICI 
(City Commercial 
Customers) 22%

Multi-
Family

Residential
10%

Other 6%
(Fire & 

Irrigation)



TACTICS
 Promote water conservation audits by zip code via direct marketing to targeted 
demographic channels of communication.
 Proactively promote staff-conducted audits inside and outside of pre-1994 homes 
(currently only doing for major water leaks as identified by customer service work 
order). 
 Promote Tier 1 daily and monthly water use targets to homeowner associations 
and online social media groups like NextDoor neighborhood groups (approximately 
25 existing).
 Host a quarterly indoor efficiency workshop at home fixture showrooms and provide 
a coupon to redeem for indoor water efficiency items (similar to San Antonio).  
 Host a quarterly outdoor efficiency workshop at home improvement stores for 
outside seasonal demonstrations with a home water form with a list of qualified 
QWEL landscape and irrigation specialists. Completed homeowner audits will 
qualify for a coupon to redeem outdoor water efficient items such as timers and 
water sensors.  
 Include a permanent informational irrigation booth at home improvement stores.
 Develop a QWEL “Lite” training for residential customers with a qualifying coupon 
to redeem water saving outdoor devices. 
 Provide customer outdoor water kits for check-out (similar to Ft. Collins) to get 
small water bill credit and qualify for QWEL rebates like timers and sensors. 
 Design community-wide event around Fix-A-Leak Week to promote water 
efficiency tools and demonstrations. 
 Directly target advertisement and new and social media to Tier 2 customer 
demographics.  
 Pitch news stories and interviews that relate to Tier 2 and seasonal reminders/tips.
 Coordinate with City Land Use Department to include rebate information with 
remodel permits.
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COMPONENT A
TARGET 1: TIER 2 WATER CUSTOMERS (consistently charged during high-demand season) 

Greatest priority is given to reaching this group in planning the initial phase of the program. Other demographic groups that currently model and advocate 
for the recommended water conservation practices will be targeted through general reminder awareness portions of the plan. 
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TACTICS
 Revise and update new customer package with monthly water use targets and access to interactive tools.

 Develop partnership and information sharing opportunities with Santa Fe Chamber, Green Chamber, Hispanic Chamber and groups with new resident 

welcoming programs, Habitat for Humanity, Homewise, SF Community Housing Trust.

 Develop materials for title companies to provide educational information to new homeowners and a home water audit packet they can use to conduct 

an audit. 

 Promote all residential rebates (washer/dryers, toilets, rain barrels) and encourage local vendors to sell affordable fixtures for retrofits that meet new 

technology.  

 Vendor incentives would include cross-marketing mentions in marketing materials and advertisements, (e.g. PNM).

 Provide customer outdoor water kits for check-out (similar to Ft. Collins) to qualify for coupon with local plant nurseries for drought resistant plants. 

 Provide general awareness seasonal ads on time-of-day watering and other rules and requirements.

TARGET 2: NEW CUSTOMERS
COMPONENT A
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TACTICS
 Identify outreach pathways to target multi-housing residents and 
determine motivating factors to encourage water conservation practices 
 Spanish and English materials specific to multi-housing water saving 
habits.
 Promote water conservation via social media platforms to Santa Fe’s 
four colleges (Santa Fe Community College, Santa Fe University of Art & 
Design, Institute of American Indian Art, St. John’s College). 

TACTICS:
 Continue on-going awareness via earned and paid media spots 
targeted by demographic data and channel type.
 Provide direct mail coupon to receive water saving devices such as a 
shower bucket, showerhead kit, outdoor water nozzle as a reward and 
thank you for their efforts.

TARGET 3: MULTI-HOUSING UNITS 
(APARTMENTS, DORMITORIES, ETC.)

COMPONENT A

TARGET 4: TIER 1 WATER CUSTOMERS



 Strategic Marketing Plan 2016-2018 • Santa Fe Water Conservation: The Next Level of Water Efficiency Practices20

MOST COMPELLING MESSAGE
Commercial customers make up 21 percent of the 
City’s water users, but only 24 percent participate in 
rebates. (City data) 

Increase Commercial Businesses Rebate Participation by 10% and maintain the Water Bank Reserve at 
25 acre feet. 

DATA
 350 permitted/licensed short-term rentals and 
576 operating without license (2015 Tourism Santa 
Fe survey)

 Tourism visits to the City of Santa Fe continues 
to grow and visitor spending has increased 5.55 
percent since 2013, with visitors spending 28 
percent on Lodging and 24 percent on Food & 
Beverage (The Economic Impact of Tourism in NM, 
2014 Analysis, August 2014, Tourism Economic 
Analysis - An Oxford Economics Company) 

COMPONENT B
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TACTICS
 Increase H2otel challenge participation (existing 
goal = 24 hotels and 6 restaurants)
 Showcase hotels that have already participated in 
rebates and water savings
 Develop more visually captivating new towel rack 
and nightstand and bath tents through a social media 
photo contest #simplysantafe #howtosavewatersantafe
 Outdoor facility manager QWEL Lite training
 Promote Green Lodging Initiative
 Information Partnership -SF Lodging Association, SF 
Tourism, SF Renters Association and Green Chamber
 Promote social media based photography contest via 
#simplysantafe and #howtosavewatersantafe to update 
posted materials in all lodging establishments.
 Work with Santa Fe Tourism to identify licensed 
short-term rentals for direct mailing and posting water 
conservation materials (similar to hotels/motels).
 Identify advertisement platforms (Arbnb & VRBO) 
promoting Santa Fe short-term rentals during peak 
demand season for direct ad placements on water 
conservation requirements/tips for visitors.
 Provide conservation materials for each rental.
 Design and provide visible window display from 
WCO.

TARGET 1: LODGING
HOTEL/MOTEL/SHORT-TERM RENTALS

(Increase proactive year-round promotion of ordinance 
to lodging) 

COMPONENT B
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TACTICS
 Develop staff/server informational training kits (English & 
Spanish)

 Training presentation for Santa Fe Restaurant Association

 Update tabletop and other signage via social media photo 
contest #simplysantafe #howtosavewatersantafe

 Promote social media and digital advertisement for targeted 
tourist establishments (Open Table, Yelp, etc.)

TARGET 2: FOOD & BEVERAGE INDUSTRY 
(Increase proactive year-round promotion of 

ordinance to food and beverage industry).

COMPONENT B
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TACTICS
 Direct outreach with informational kits

 Towel rack notes

 Restroom signs for locker rooms

 Video sharing library

 Promotional material placement

 Digital social media and digital advertisement 

TARGET 3: SPA & GYM FACILITIES

DATA  
There are 31 spa facilities in Santa Fe that have many 
water use appliances (washers, dryers, showers, toilets, 
urinals; and some with pools).  

COMPONENT B
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MOST COMPELLING MESSAGE
Residential irrigation has a significant impact on 
Santa Fe’s water supply. 52 percent of customers 

are single-family with 40 percent of water used for 
irrigation. Studies indicate that up to 50 percent of 

the water used outdoors is wasted due to system 
inefficiencies and overwatering. 

COMPONENT C
Increase participation in landscape and 
outdoor rebates by 10% and maintain 
Water Bank reserve of 25 Acre Feet.
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TACTICS
 Promote outdoor rebates.
 Promote do-it-yourself sprinkler system inspections to save 
money and water
 Host water efficiency demonstrations and provide an incentive 
(coupon or other) for attendance. 
 Host a quarterly outdoor “Blue Thumb” efficiency workshop at 
home improvement stores for outside seasonal demonstrations 
with a home water form that qualifies for water bill incentive 
(coupon or other) once completed. 
 Include a permanent informational irrigation booth at home 
improvement store.  
 Develop a QWEL “Lite” training for residential customers with 
water bill credit for attendance.
 Provide customer outdoor water kits for check-out (similar to 
Ft. Collins)
 Design community-wide event around Fix-A-Leak Week to 
promote water efficiency tools and demonstrations. 
 Provide cross-promotion with water/energy audits.
 Fix A Leak Week – Outdoor focus with “Find it, Flag it and Fix 
it” WaterSense program demonstration.

TARGET 1: SINGLE-FAMILY RESIDENCES
COMPONENT C
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Continuation of ongoing general 
awareness news items and event 

promotions. 

TACTICS
 Editorial calendar with topics and targeted traditional and 
new media news 

COMPONENT D

NO STRATEGIES HAVE BEEN IDENTIFIED 
FOR EXISTING CHILDREN’S PROGRAMS, 
AS THEY ARE ESTABLISHED TURN-KEY 
EVENTS. 
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Add new & social media to the 
promotional mix

The objective of using social 
media platforms to provide water 

conservation program information 
is to reach more customers through 

the media they use. 

COMPONENT E



 Strategic Marketing Plan 2016-2018 • Santa Fe Water Conservation: The Next Level of Water Efficiency Practices28

 2015 Santa Fe Economic Development Department survey 
indicates 94 percent of locals feel that promoting Santa Fe 
activities through social media is important, and 58 percent feel 
that social media is the most effective way to reach people. 

 The City’s recent #HowToSantaFe Social Media Campaign 
generated 52.3 million views.

 The number of mobile users has been rapidly growing in recent 
years. In 2014, mobile surpassed desktop computer use, and 
combined sales of smartphones and tablets were up 50 percent. 
Sixty-six percent of emails are now opened using a smartphone 
or a tablet.

 Social media allows the dissemination of a lot of information 
routinely and regularly to keep top-of-mind awareness and just-
in-time information.

 Seventy one percent of online adults use Facebook; eight-two 
percent are ages 30-49; sixty five percent are ages 50-64.

 63 percent of both Facebook and Twitter users receive news on 
the social networks, up from 52 percent of Twitter users and 47 
percent of Facebook users last year.

 59 percent prefer Twitter for breaking news and 31 percent 
who find it on Facebook.

STRATEGIC COMMUNICATION 
IN THE DIGITAL AGE

SOCIAL MEDIA INFLUENCE
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Social media reporting provides extensive and detailed demographic reporting on who and what are being 
viewed along with interactive data. 

SOCIAL MEDIA MANAGEMENT
New social media management is easier than ever 
before and can be pre-scheduled for posting with 
numerous analytic tools to monitor social media 
post. 

WaterSense partner provides weekly social media 
commentary for use by municipal partners on 
seasonal topics and specific target audiences geared 
toward greater water efficiencies.  

Social platforms will include the existing City of 
Santa Fe social platforms and development of social 
media platform on the www.savewatersantafe.com 
website. 

SOCIAL MEDIA METRIC TRACKING

MEDIUMS INCLUDE
 Instagram 
 Facebook
 Twitter 
 Website Posts
 Website Events Calendar
 Digital News Releases
 Digital Advertisement
 Videography – YouTube
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BACKGROUND
The 2012 Strategic Plan called for general awareness paid advertisement 
campaigns as a first phase to building community awareness. 

Currently, paid advertisement has focused on general awareness of water 
conservation programs to the community as a whole, primarily through 
traditional advertisement platforms. Ad campaigns have also been developed 
each year to focus on drought conditions. Water Conservation staff negotiated 
ad placement schedules and fees with limited tracking metrics. While successful 
and necessary for the extended drought, the advertising components now need 
to prompt customers to take water conservation to the next level. The creative 
development costs associated with yearly campaigns also need to be reduced.  
Badger mobile app “Eye on Water” allows for direct customer messaging.

COMPONENT F
Integrated digital and traditional advertisement
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RECOMMENDATION 
It is recommended that a multi-year ad campaign be developed to make 
it easier for individuals and businesses to implement water conservation 
measures that produce measurable results for the customer. This will 
reduce creative costs and promote a singular identifiable campaign brand/
theme (like Denver Water, see ad at left). 

CONCEPTUAL APPROACH
The conceptual approach for identifying the ad campaign is based on the 
idea that tools and incentives are available that can make a big difference 
in conservation: It’s easy to save, you have a part to play, and everyone 
benefits. The message would be graphically supported with a singular 
design. Others have successfully used “Use it Like There’s NONE Tomorrow” 
and “Save Water All Ways. Always”. All advertising would drive customers 
to the website to learn more about how to understand their water bills and 
use water more efficiently.  

TACTICS
Use both traditional and digital advertisement based on data that 
identifies target demographics to pinpoint communication channels used 
most.
Multi-year campaign based on the idea that tools and incentives are 
available, guide customers to take ownership of water conservation.
Use outside ad firm to develop campaign that meets industry standards.
Place ads through New Mexico Broadcaster Association for added value. 

INTEGRATED DIGITAL & TRADITIONAL ADVERTISEMENT
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ADVERTISEMENTS
PLACEMENT/SCHEDULE/ADDED-VALUE

RETURN ON INVESTMENT
Advertisement firms are able to deliver the best 
return on investment for ad placement, scheduling 
and reporting. 

Advertisement media department plan and 
negotiate buys for multiple clients and has direct 
relationships with hundreds of media partners. 
Through these relationships and through the 
volume of media they purchase, they are able 
to secure lower rates and more value-added 
placements than a municipality would receive 
working directly with media buyers. 

Advertisement companies work with a broad 
range of media outlets, allowing them to provide 
historical performance information on a media 
vehicle and allows them to be on the cusp of new 
and emerging media opportunities. 
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DIGITAL (ONLINE/SOCIAL)
One of the best ways to reach the Santa Fe 
community is online. Digital pre-roll, in-
app, mobile and banner ads are some of the 
most targeted and most trackable mediums. 
Not only does digital give us the ability to 
test messaging and quickly optimize, it also 
allows us to target down to the zip code 
level, reaching the neighborhoods that need 
to hear the message most. 

DIRECT MAIL
As a highly targeted, personal medium, 
direct mail can serve as a way to get the 
water conservation message into the hands 
of individual Santa Feans. According to the 
United States Postal Service, 98 percent 
of people retrieve their mail daily, and 77 
percent of people sort it immediately. Direct 
mail provides a lot of creative freedom and 
the ability to create a piece that will capture 
people’s attention and may even be kept in 
the home, allowing the message to stay top-
of-mind. 

GAS STATIONS
As Santa Fe outdoor advertising options 
are limited, gas station advertising is an 
alternative way to reach our target. Gas 
pump top advertising is the most popular 
form of gas station advertising. On average, 

people visit a gas station within one mile of 
their home five times per month and tend 
to spend between three and five minutes at 
the pump each time they stop. This is a great 
opportunity to present our message.

TRANSIT
Bus wraps and shelters can provide an 
advertising footprint that we are not able 
to access with any other media. With wraps 
serving as mobile billboards and shelters 
as stationary billboards, we are able to 
reach new areas of the city with large, 
impactful creative ads. Transit is also a 
great supplemental medium to reiterate a 
message someone may have seen at the gas 
station, grocery store or in their mailboxes. 

RETAIL 
Again, with limited outdoor options in Santa 
Fe, grocery stores and malls are a great way 
to reach the intended target audience. The 
average grocery shopper visits the grocery 
store 2.2 times per week and spends 42 
minutes in the store each trip. By having 
our message in grocery stores, as well as 
in malls like Santa Fe Place and De Vargas, 
significant impressions can be gained and 
people will have time to spend with the 
message.

LOCAL ADVERTISING
INITIAL IDEAS FOR REACHING LOCALS WITH UNIQUE 

MESSAGING IN THE SANTA FE MARKET
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TARGETED PLACEMENT
Targeting will focus advertisement and will be based on 
the communication channels most used by segmented 
audiences and influencers. To be more cost effective in 
ad placements, ads would be placed through the New 
Mexico Broadcasters Association.  

GRAPHIC DESIGN 
Move from individual project graphic design to a coordinated effort to 
reduce redundancy, better align with measurable strategic goals, messaging 
and reduction in edit time/cost. Includes press materials, presentations, 
reports, photographic materials, video, promotional materials, website, 
digital and traditional ads, social media and promotional events or 
programs. 

GIVEAWAYS
Align and coordinate giveaways to next level of water saving strategic 
planning with items that will create actual water savings and align 
with measurable strategic goals focusing on indoor and outdoor water 
efficiencies.  
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BACKGROUND
City of Santa Fe Water Conservation already has two highly successful events 
geared toward elementary age school children, and have participated in the 
National Mayor’s Challenge for the past three years.  There is not community-
wide event geared toward the entire Santa Fe community.

RECOMMENDATION
The City of Santa Fe Water Conservation Office should extend their outreach to a 
signature community-wide event as the kick-off to the high demand season. 

COMPONENT G
Community-Wide Signature Event 

“COLOR FOR CONSERVATION” CONCEPT
There would be an annual art event in coordination with the City of Santa Fe Arts 
Committee that would take place at the Santa Fe Plaza to raise awareness for what 
can really be accomplished with just one simple gallon of water.

Watercolor artists from all over Santa Fe would gather together for the all-
day event where they would use just one gallon of water to create their visions 
depicting water conservation related themes. All of the art created that day (from 
just a simple gallon of water) would be displayed in the Santa Fe Convention 
Center gallery. 

This event would be designed for all ages (kids could paint too), locals and visitors, 
and feature food, music and opportunities to learn more about how Santa Fe gets 
its water and why it is so critical to practice conservation.

This event would be a fun, yet powerful way to dramatically demonstrate how 
much can actually be created from just one single gallon of water. The event 
would make for great PR opportunities, as well as help raise awareness for our 
proposed “It Doesn’t Take Much” water conservation campaign.
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 Maintain GPCD at 95 or below
 1 million ad impressions
 80,000 people reached earned media (PR)
 500,000 impressions on social media/news 
media channels
 20 percent increase in water audits conducted
 2 percent increase in Water Bank (or maintain)
 25 percent increase in Hotel, Food/Beverage 
and Spa Participation 

COMPONENT H
Success Metrics
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IMPLEMENTATION TIMELINE
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IMPLEMENTATION TIMELINE CONT’D
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IMPLEMENTATION TIMELINE CONT’D



Below is a report from the Code/Regulations/Legislation Workgroup 
 
City of Santa Fe Investigating RWH Ordinance 
 
 Supposed to report back in 60 days.  Approved at November 2015 meeting.  Tied to the Green 
Building Code update. 
 
City of Santa Fe UPC 2015 Plumbing Code Approval 
 
UPC 2015 covers new alternatives water sources (i.e. rainwater and greywater).  It requires locks 
on outdoor hydrants/spigots.  It adopts Chapter 17, where  the state made this optional. 

• Approved City Council Meeting 
• Public Utilities on 1/6/16 
• Public Works on 1/11/16 
• Council Request to Publish on 1/13/16 
• Finance on 1/19/16 
• Council Public Hearing on 2/10/1 

The above were  the original dates.  Tied to the Green Building Code update. 

 
2016 State Legislative Bills of Interest 
 
1. MAKING AN APPROPRIATION FOR DRINKING WATER SYSTEM 
FINANCING   $1.8M bill - https://legiscan.com/NM/text/HB19/2016 
2. Rapid Workforce Development Act - Monies available to higher learning institutions (SFCC) -
 https://legiscan.com/NM/text/SB92/2016 
3. WASTEWATER SYSTEM FINANCING - $1.4M -
 https://legiscan.com/NM/text/HB160/2016 
4. https://legiscan.com/NM/text/HB160/2016 - This is the bill with all funded projects -
 https://legiscan.com/NM/text/HB167/2016 

18. to the city of Santa Fe in Santa Fe county for a water conservation or treatment, recycling or 
reuse project; 
5. General funding bill - https://legiscan.com/NM/text/HB2/2016 

(c) Water resource research institute - looks to be $2M allocated to this.  Not sure if we can 
leverage or not 

6. forest land protection revolving fund - https://legiscan.com/NM/text/SB110/2016 
 
 
ICC Rainwater Standard 
 
Draft is attached.  Also a link 
 

https://legiscan.com/NM/text/HB19/2016
https://legiscan.com/NM/text/SB92/2016
https://legiscan.com/NM/text/HB160/2016
https://legiscan.com/NM/text/HB160/2016
https://legiscan.com/NM/text/HB167/2016
https://legiscan.com/NM/text/HB2/2016
https://legiscan.com/NM/text/SB110/2016


Next meeting is  
to review public comments and create next version. 
 
https://dl.dropboxusercontent.com/u/31660310/Public-Review-Draft-1-CSA_ICC-B805-201x-
Rainwater-Harvesting-092315.pdf 
 
ANSI/American Society of Agricultural and Biological Engineers (ASABE) Weather-based 
Landscape Irrigation Control Systems 
 
The above is in voting phase. Comments/votes done April 2nd.   
 
X626, Uniformity Test for Landscape Irrigation Systems (formerly Auditing Landscape 
Irrigation Systems)  

ASABE has begun work to establish a uniformity test for landscape irrigation systems.  The draft 
is approximately 90% complete.Per ASABE's ANSI-accredited standardization procedures, input 
from voting and non-voting members, as well as the general public, shall be addressed during the 
balloting process.  If you wish to provide input on the project, please contact Travis Tsunemori 
with ASABE. 

EPA End User Water Reuse Study 

Likely to be published in the spring of 2016.  It will include outdoor watering.  This is an update 
from 1991 study. 

Additional information 

I attended the attached conference out in San Francisco as part of a trip to promote 
WERS.  Good conference and I will include links to presentations in next months packet.  They 
are not yet up on  the website.   

Bob you may be interested in the WELO presentation.  The EnergyWater nexus presentation is 
of course interesting as well. 

An interesting article on Tucson is also attached.   

Presented at Alternative Water Sources Working Group in Marin.  A presentation of interest was 
the College Water Efficiency Group.  Doing some really cool stuff at the university level.  Can 
forward presentation if any one is interested. 

Also met with a QWEL representative.  They are incorporating drip into the training, but not 
lengthening the course.  Expect to have done this year. 

 

https://dl.dropboxusercontent.com/u/31660310/Public-Review-Draft-1-CSA_ICC-B805-201x-Rainwater-Harvesting-092315.pdf
https://dl.dropboxusercontent.com/u/31660310/Public-Review-Draft-1-CSA_ICC-B805-201x-Rainwater-Harvesting-092315.pdf
http://www.asabe.org/contact-us/standards-technical-activities/travis-tsunemori.aspx


“I think a lot of what’s exciting is getting people excited about it. People get a bug as soon as they
start collecting some water. Every drop they see leaving they think - that could be mine. That
could be watering my plants. “ - Jeff Rhody

Promotoras 2016
-6:47

Jeff Rhody of Dryland Design, a consulting firm that installs and consults for rainwater harvesting systems,
wants people in Tucson to fully embrace rainwater harvesting.

Capturing rainwater in the desert makes sense.

It can help shade trees to grow, which cool down houses and reduce noise pollution from traffic. The average
Tucson family uses 27 percent of their water outdoors, when rainwater that could be used to irrigate plants
often just evaporates or runs into sewers.

That’s why Tucson Water created a rebate program in 2012 to

’Promotoras’ Enlisted to Grow Rainwater Harvest - Arizona Public Media https://news.azpm.org/p/nature-news/2016/3/18/84128-tucson-water-turns...
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incentivize the installation of rainwater harvesting systems.

Tucson Water spokesman Fernando Molina says water
conservation, historically, has been about reducing water use and
that is changing.

“We’re looking at other water resources we can use to benefit the
community and rainwater is one of those things,” Molina said.

However, so far, the program has seen very little interest from the
south and west sides of town.

So, Tucson Water reached out for help from long-time nonprofit SERI, the Sonoran Environmental Research
Institute.

“We have been working with the community for over 20 years," Flor said. "We are well known,
and the way they get to know us, is mostly by word of mouth.”

Flor Morales is the program manager for SERI. She’s also training 20 woman to be promotoras. Promotoras
are Latina community health educators, who work to explain anything from lead detectors to reproductive
health.

And now, they’ve been activated to advocate for rainwater harvesting.

On this Friday morning, these women, all wearing hats and gym shoes, shovel dirt in the front yard of her
home. They are preparing to install a passive, rainwater harvesting system as a demo.

She’s an energetic blur - getting people water, shoveling dirt, taking iphone photos, translating. The
promotoras have been learning with her all week, but this is the first hands-on moment of training.

“All the things they are learning from this two week training, they are going to take all of that information and
go talk to their community," Flor said.

The promotoras work primarily with a Spanish-speaking community. They’ll do five home visits each in the
southern metropolitan areas of Tucson, to explain what they’ve learned. Promotoras reach out through
personal networks to inform and educate people. Flor has really seen it work in the last five years she has
been with SERI.

“When I started as a volunteer, we used to go out on the streets, distributing the word. and they
would always let us into their homes. Many of the times, it was the first time they were meeting
us. Also as a Latina, probably if you were somebody else, they would not let them into their
home as easy as they let us," Flor said.

Flor’s mom, who also happens to be out here digging in the sun, has been doing promotora work for the last
12 years. Flor’s mom is also named Flor.

The two of them together, she says in Spanish, make a garden. Which is very appropriate for their work today.
Neither Flor is particularly delicate.

"Also as a Latina, probably if you were somebody else, they would not let them into their home as easy as
they let us.”
- Flor Morales, program manager for SERI
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In 2004, 14 year-old daughter Flor told her family she wanted something different. They were living in
Hermosillo, Mexico. But she had been born in the United States and her father was a permanent resident. As
a teenageer, she decided that she wanted to move back to Tucson to go to high school.

The whole family decided to move with her and support her. For her mom, who left behind her certified
public accountant job and entered a country where she didn’t speak the language, the transition was a bit
abrupt. But for Flor, there was a lot to get excited about.

“It’s funny, I remember, we used to drive by Tucson High and I had no clue that it was a high school, but I
really liked it," Flor said. "Oh, I wish that that’s a high school and I get to go to, and yes it was the one I had to
go too!”

Her mom started volunteering in the community with SERI. She got Flor hooked on first volunteering with
SERI and then working for them full-time.

Now, Flor has a business degree and wants to open her own business centered around health and obesity,
which she identified as a problem she saw in the latino community.

The two Flors both believe that the knocking on doors as a form of outreach has real potential, and that the
lack of interest in the rainwater harvesting rebate has to do with trust and outreach. Mostly because they have
seen it work before so well for their other programs.

“I see families in the stores and they say ‘listen, thank you for putting the detectors, the other day something
was wrong in my house and the detector let me know’...that’s very satisfying to me,” Flor’s mother said, in
Spanish.

In part, it’s because they know hear that people don’t see the commercials that run on television, or they
don’t feel comfortable calling an office number to get more info, or they are worried about being charged
extra. The cost of installation is also still prohibitive for some, even with a 50 percent rebate of up to $2,000.

In a study done in September of 2015, the researchers found that SERI’s promotora program over the course
of 4 years, was able to pass on best practices for pollution prevention to over 600 small Hispanic and “hard-
to-reach” businesses usually not impacted by government-led programs.

As part of this pilot promotora program, Tucson Water also hopes to install a rainwater harvesting system at
the Iglesia Bautista on south 12th Avenue, as a demo for people to come see and touch. Also, SERI will be
loaning money for 10 families to pursue the rebate, without having to put money up front. They already have
five families committed.

They hope that will make all the difference. Tucson Water is currently evaluating their outreach efforts for the
last two years, and perhaps the number will reflect a change in dwindling interest.

For promotora Aida Bustamante, she also gets something out of the training process.. She said in Spanish:

“I feel that I’m still useful ...there’s no age limit to this. The more you learn, the more you get excited about
continuing the work of passing the information along," Aida said.

Visit the Dímelo: Stories of the Southwest page or read
more stories from the series.
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Presentations

WATER SHOWCASE 2016

ATTEND

EXHIBIT

SPONSOR

PRESENTATIONS

PRESENTERS

EXHIBITOR DIRECTORY

VOLUNTEER

GETTING THERE

SUPPORTER WALL

EVENT DETAILS

Tuesday, March 22, 2016
9 a.m. - 6 p.m.

PG&E Pacific Energy Center
851 Howard St.
San Francisco

EVENT SPONSORS

GOLD

 

SILVER

Waste Management

CERTIFIED

Contra Costa Water District

Zone 7 Water Agency

 9:00am Exhibits Open

  Conference Center

1st Floor
Green Room

2nd Floor

10:00 -
11:00am

Building - Case Study Panel:
Innovative Water Conservation

at High Profile Facilities
Marsha Sukardi, San Francisco Public

Utilities Commission

Mark Palmer, City of SF, Department of the

Environment

Susan Ecker, Integral Group

NASA Airborne Snow
Observatory Program

Measurements of Sierra
Snowpack and Water

Resources
Frank Gehrke, California Cooperative Snow

Surveys

11:00am -
12:00pm

  Break  

12:00 -
1:00pm

What Science Says About Our
Climate Future: It’s All About

the Water
Dr. Marcia McNutt, Science journals, AAAS

(American Association for the Advancement

of Science)

Onsite Non-potable Water Use:
Examples from San Francisco

and Santa Monica
Neal Shapiro, City of Santa Monica, O ce

of Sustainability & the Environment

John Scarpulla, San Francisco Public

Utilities Commission, Water Resources

Division

1:00 -
2:00pm

  Break  

2:00 -
3:00pm

The Energy-Water Nexus: A
Holistic Perspective

Dr. Ashlynn S. Stillwell, University of Illinois

at Urbana-Champaign 

Dr. Kelly T. Sanders, University of Southern

California Water: The Big
Picture

Caitrin Phillips Chappelle, Public Policy

Institute of California
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As video presentations become available, they will be posted on the
USGBC-NCC Vimeo Account.

 
 
Each session is approved for 1 Continuing Education Hour for LEED

Professional Credential Maintenance

Course Descriptions:

What Science Says About Our Climate Future: It’s All About
the Water
Presenter:
Dr. Marcia McNutt, Science journals, AAAS (American Association for the
Advancement of Science)

Scientists are uncovering new information on what future water conditions will be
like under the current climate warming trajectory. Whether the water-related
impact is rising sea level, changing incidence of climate events such as drought, or
changing intensity of weather-related impacts such as hurricanes, better
understanding will lead to timely and less costly adaptation. Better yet, knowledge
of what the future holds could be an incentive for mitigation of CO2 emissions.

GBCI Course #: 920007483

The Energy-Water Nexus: A Holistic Perspective
Presenters:
Dr. Ashlynn S. Stillwell, University of Illinois at Urbana-Champaign 
Dr. Kelly T. Sanders, University of Southern California

Part 1: The energy-water nexus at the power generation unit level Considerations
about tradeoffs in environmental priorities in the power sector (Sanders) The
power sector requires substantial amounts of water for cooling, which can affect

  Conference Center

1st Floor
Green Room

2nd Floor

California

3:00 -
4:00pm

  Break  

4:00 -
5:00pm

Water E cient Landscape
Ordinance (WELO) and the
New Normal for California

Landscaping
Julie Saare-Edmonds, California

Department of Water Resources

representative

Peter Estournes, Gardenworks Inc.

Glen Schmidt, Schmidt Design Group

Landscaping – Case Study
Panel: Strategies That Will

Reduce or Even Eliminate the
Need for Outdoor Water Use

Chad Sutton, Gachina Landscape

Management 

Jackson Madnick, Pearl's Premium Ultra

Low Maintenance Lawn Seed

5:30pm   Premium Passport Drawing  (Must be present to win)
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electricity and water reliability, as well as ecosystem services. However, the power
sector also releases air quality and greenhouse gas emissions that are the subject
of many statewide interventions. Consequently, environmental and public health
concerns must be addressed holistically to avoid the unintended consequences of
implementing interventions to address one priority at the expense of another.

Use of reclaimed water for thermoelectric power plant cooling (Stillwell) To
mitigate strain on freshwater supplies, thermoelectric power plants can use
reclaimed water (municipal wastewater treatment plant e uent) as a viable cooling
water source. In many areas, use of reclaimed water for power plant cooling is
both geographically and economically feasible when accounting for derating and
thermal ine ciencies from use of surface water resources. Additional concerns
arise regarding downstream flow depletion from consumptive use of reclaimed
water; however, these flow impacts decrease with downstream distance.

Part 2: The energy-water nexus at the consumer/end-use level Energy for water
supply: discussion of trends moving forward for California (Sanders) California is in
the midst of an unprecedented drought, which has placed large strains on surface
water availability and groundwater resources. While many communities dependent
on surface water imports are developing plans for more local water supplies to
reduce dependence on energy-intensive water transfers, new supply portfolios
should be developed with economic, energy and ecosystem costs in mind. Here,
tradeoffs between these priorities are discussed.

Synergistic water and energy e ciency measures in the residential environment
(Stillwell) The link between energy and water resources translates to potential
synergies in terms of resource conservation: saving water equals saving energy. In
the residential environment, different appliance upgrades and infrastructure
investments can be cost-saving approaches to reducing both water and energy
consumption. When accounting for direct (in-home) and indirect (at water or
energy utilities) water and energy consumption, several household appliance
upgrades emerge as cost-saving approaches to reducing resource consumption,
including e cient irrigation systems, water heaters, and HVAC equipment.

GBCI Course #: 920007484

NASA Airborne Snow Observatory Program Measurements
of Sierra Snowpack and Water Resources
Presenter:
Frank Gehrke, California Cooperative Snow Surveys

The NASA Airborne Snow Observatory (ASO), an imaging spectrometer and
imaging LiDAR system, quantifies snow water equivalent and snow albedo over
mountain basins throughout the Western US and provides complete, robust inputs
to snowmelt runoff models, water management models, and systems of the future.
Frank Gehrke will present results from the Sierra Nevada during the intense
California drought of spring 2015, a snow year far worse than the previously worst
snow year on record of 2014. He also gives an update on current snow water
equivalent conditions in the Sierra Nevada with early season flights of ASO.

GBCI Course #: 920007485
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Onsite Non-potable Water Use: Examples from San
Francisco and Santa Monica
Presenters:
Neal Shapiro, City of Santa Monica, O ce of Sustainability & the Environment
John Scarpulla, San Francisco Public Utilities Commission, Water Resources
Division

This presentation will describe the City of Santa Monica’s watershed-stormwater
management program, and how it focuses on rain harvesting to both supply local
water and reduce water pollution. Rain harvesting solutions solve two problems –
compliance with Clean Water Act NPDES regulations on stormwater management
and runoff pollution, and developing a local water supply to replace imported
water, making a city more sustainable. A structural system to harvest rainwater and
stormwater keeps local water local to replace potable water for non-potable water
uses, and keeps pollutants found in urban runoff from entering surface water
bodies. One solution for multiple problems for multiple benefits. The presentation
will also describe the City of San Francisco’s Non-potable Program. In September
2012, the City and County of San Francisco adopted the Non-potable Water
Ordinance, adding Article 12C to the San Francisco Health Code, allowing for the
collection, treatment, and use of alternate water sources for non-potable
applications. In October 2013, the ordinance was amended to allow district-scale
water systems consisting of two or more buildings sharing non-potable water. In
July 2015, the ordinance was again amended to mandate onsite water reuse in all
new developments in San Francisco. This presentation will discuss the ordinance
process and resulting projects.

GBCI Course #: 920007486

California Water: The Big Picture
Presenter:
Caitrin Phillips Chappelle, Public Policy Institute of California

This talk provides an overview of some basics you need to know about California
water: patterns and trends in water use and related economic activity in the urban
and farm sectors, a status check on California’s fish and other aquatic wildlife,
highlights of how we pay for water, and a look at what our experiences during the
latest drought tell us about our preparedness for a warmer, possibly drier future.

GBCI Course #: 920007487

Water E cient Landscape Ordinance (WELO) and the New
Normal for California Landscaping
Presenters:
Julie Saare-Edmonds, California Department of Water Resources representative
Peter Estournes, Gardenworks Inc.
Glen Schmidt, Schmidt Design Group

The recent update and revisions to the California Model Water E cient Landscape
Ordinance (MWELO) have set new targets for landscape water use e ciency of
approx. 45 - 55% less than traditional turf based landscapes once required. In
order to meet these new standards, landscape designs and installations will need
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to focus on the following strategies:

Planning and site analysis

Sustainable practices

E cient technologies

Practical turf areas

Soil Improvement

Appropriate horticulture

Proper management

Julie Saare-Edmonds of the California Department of Water Resources will provide
an update on the Water E cient Landscape Ordinance. Landscape designers Glen
Schmidt and Peter Estournes will review recent changes in the Water E cient
Landscape Ordinance and how those changes may affect new landscapes in the
State. Comparing hypothetical and existing case studies the presentation team will
highlight design decisions and strategies that can be used to help meet the new
ET reductions. In addition, the audience will take part in an exercise calculating
how water use budgets are affected by certain plant material and irrigation
choices.

GBCI Course #: 0920007490

Landscaping – Case Study Panel: Strategies That Will
Eeduce or Even Eliminate the Need for Outdoor Water Use
Presenters:
Chad Sutton, Gachina Landscape Management 
Jackson Madnick, Pearl's Premium Ultra Low Maintenance Lawn Seed

Learn how one of the "biggest landscape water wasters" turned their issues and
challenges into opportunities and savings. We will explore landscape irrigation and
water management best practices across the spectrum, from simple to cutting
edge. We will also explain how to become highly e cient in the application of our
most vital resource, water. Learn how to lead your team to huge water savings
success. Chad Sutton, water resource manager for Gachina landscape
management, will  share a case study project located in San Francisco that
involved leak detection and low-water landscape solutions to convert an
extremely wasteful site into a model of water e ciency. Water expert Jackson
Madnick will discus a revolutionary system of extreme deep root grasses that need
75% less water and no chemical fertilizer. His presentation will feature a case study
project located in Hillsborough, California where roof water and ground water
were routed away from the building’s foundation and turned into a constant source
of water for over an acre of property without drilling or negatively impacting the
environment. Best management practices and recent university research will also
be featured in this presentation.

GBCI Course #: 920007488

Building - Case Study Panel: Innovative Water Conservation
at High Profile Facilities
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Presenters:
Marsha Sukardi, San Francisco Public Utilities Commission
Mark Palmer, City of SF, Department of the Environment
Susan Ecker, Integral Group

This panel presentation will highlight recently-constructed commercial buildings
that deploy innovative and aggressive water conservation strategies. The panel
will include a plumbing designer, environmental engineer and a green building
specialist with a collective experience that includes many well-known projects that
also happen to feature water-use reduction throughout the facilities.

The new San Francisco Public Safety Building serves 4 distinct public safety
functions: San Francisco Police Department Headquarters, Mission Bay Police
Station, Southern District Fire Station and a renovated 1929 historic fire station,
now a community meeting room. Through an integrated water e ciency and reuse
plan including three living roofs, graywater reuse and high performance fixture
selection, these facilities are designed to exceed state water e ciency standards
by nearly 50% and reduce potable water used for sewage conveyance by 76%.
Added measures of resilience for this mission critical facility include solar water
heating and 72-hour emergency storage for potable water and waste water. The
project is LEED Registered with the goal of LEED v2009 BDC Gold certification. It
is anticipated that the project will achieve 71 LEED points toward certification.

The SFPUC Headquarters is one of the first buildings in the nation with onsite
treatment and reuse of gray and black water. Located in one of the densest
neighborhoods in the US, the ecological treatment system is visible — it is located
in the atrium and sidewalks where hundreds of people walk every day. All of the
“Living Machine’s” treated water is used to flush the building’s low flow toilets and
urinals, reducing water use by 60%. The first of its kind in a densely urban
environment, its operators have been troubleshooting its quirks and problem-
solving unique obstacles. Come learn about the SFPUC’s Living Machine and the
lessons learned from its three years of operation.

The J. Craig Venter Institute in La Jolla, CA, the Exploratorium in San Francisco, CA
and San Jose Environmental Innovation Center in San Jose, CA will be used as
case studies to illustrate the challenges faced when trying to implement water
reuse and conservation strategies and the lessons learned. From the beginning of
a project the authorities having jurisdiction, including the local health departments
and code o cials, need to be included in discussions so that there is
understanding between the design team and the authorities. The bad news is that
at times the requirements of the local jurisdiction put a burden on the building
owner, such that they are not able to accept, and so the water reuse strategy is
eliminated from the project. The good news is that with every project where a
water reuse or conservation strategy is implemented, we are overcoming the
challenges and saving precious drinking water. When implementing these
strategies unintended conditions may occur and need to be worked out. These
become the lessons learned for future projects.

GBCI Course #: 920007489
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Drought, Monsoon/El Nino, and ESA Update 
 
Drought conditions have eased this past year due to the reappearance of a 
strong El Nino.  NOAA’s latest update (03/11/16) indicates that El Nino 
conditions are present, and that El Nino is expected to remain strong 
through the rest of the winter with a transition to neutral conditions during 
late spring or early summer 2016, with close to a 50% chance for La 
Nina conditions to develop by the fall - (hot/dry) conditions may 
return.  Dry conditions in 2016 could present significant challenges to all 
water purveyors, water utilities, and irrigators going forward into the 
summer/fall if there is not significant filling and carry-over storage in 
regional reservoirs.  Regional reservoir levels on the upper Santa Fe River, 
Rio Grande, and Chama Rivers are still low but rising slowly due to warmer 
temperatures and resultant snowmelt runoff.  There are no water-related 
Endangered Species Act (ESA) updates.  Updates on ESA issues will be made 
as needed.  Rio Grande Compact Article VII storage restrictions were lifted 
by the NMISC on 02/16/16 which now means the City has begun to impound 
runoff into Nichols and McClure Reservoirs above the pre-Compact pool of 
1,061 AF.  The NMISC estimates that the State could remain outside of 
Article VII constraints through April.  Updates to this condition will be made 
as needed.  
 
City of Santa Fe SJCP Reservoir Storage as of February 16, 2016: 
 
Heron: 

5,196 AF (2015 SJCP water must be vacated by September 31, 2016 
pursuant to a BoR waiver).  
 

 
El Vado: 

583 AF (Temporary storage, will be moved to Abiquiu as part of 
environmental winter/spring flow releases) 

 
Abiquiu: 

10,364 AF SJCP carry-over from previous years, no time limit to 
vacate due to storage agreement with ABCWUA  
 

TOTAL: 
   16,143 AF 
 
 
 






	04-12-16 WCC
	Item 4_Meeting Minutes 2-9-2016
	Item 5_MIN 03-08-2016 WCC
	Item 6_Water Conservation Committee Term Limits (WCC Pkt)
	Item 7a_2015 City of Santa Fe GPCD Memo to PUC
	Item 7b_NMOSE Apples to Apples GPCD Article
	Item 9_08-SFWC Strategic Marketing Plan 2016-18 FINAL
	Item 11 D Code-Regulations-Legislation Workgroup Cover Page
	Item 11 D_a_Tucson 'Promotoras' Enlisted to Grow Rainwater Harvest - Arizona Public Media
	Item 11 D_b_Water Conservation Showcase 2016 - Presentations - USGBC - Northern California Chapter
	Item 12_a_Water Production Update 04 06 2016 PUC
	Item 12_b_2016 03 24 Drought Update Summary
	Item 12_c_Drought map



