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Review



Monthly E-News
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Performance review
• Growing subscriber base

o Website pop-up tool helped gain ~400 
new subscribers over last 6 months

• Maintaining strong open rate
o March E-News – 60.1% (second highest of all time)
o YTD average – 55% (well above industry standard)

• Statewide communications award winner
o 2024 EPIC Award, Newsletter or Magazine 

Category, California Association of 
Public Information Officials (CAPIO)
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Efficiency Estimator

5

marinwater.org/Estimator

Background
Website tool for single family and duplex residential 
customers that estimates household’s bi-monthly bill total 
and, during winter months, estimates efficiency of 
household’s indoor water use






Efficiency Estimator
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Key methods used to connect customers with the tool
• E-News feature article in February
• Special bill insert ran March - April
• Postcard mailer (x4 phased mailings) in March and April
• Targeted digital ads (x2 month-long campaigns) in Feb/Mar and Apr/May
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Targeted Direct-Mail Postcards
• Mid-March – Sent to residential customers with higher 

water usage (~8K total households)
• April – Sent to 'opportunity zone' customers
• Frontside highlighted indoor efficiency estimator
• Backside promoted Conservation Assistance Program

Conversions
• 30 CAP appointments booked in Mar-Apr 2024

 (Compared to 9 for Mar-Apr 2023)
 10 specifically mentioned mailer when 

booking CAP appointments
• CAP appointments now currently booked solid 

thru mid-June

Efficiency Estimator



Efficiency Estimator
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Targeted Digital Ads
• Served to residential customers on web and mobile
• 2 campaigns, Feb-March and April-May

Ad Campaign Performance Highlights
Campaign 1: residential, entire service area
• 430,020 impressions
• 1861 direct ad clicks to estimator tool
• 812 view throughs (served ad, didn't click, but went to tool later)
• .62% engagement rate (8.86x the national average)

Campaign 2: residential, targeted to high water users and opportunity zoners
• 415,790 impressions
• 2,226 direct ad clicks to estimator tool
• 868 view throughs (served ad, didn't click, but went to tool later
• .69% engagement (9.86x the national average)



Efficiency Estimator
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Overall Traffic to Estimator Tool
(February – Early May)

Month Efficiency Estimator Interactions
Feb. 958
Mar. 287
Apr. 627
May 115
Total 1872
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Estimator Interactions & QR Code Scans
Feb. 1 - May 8

Estimator Interactions QR Code Scans

E-news article
introduces 
estimator

Month-long 
targeted digital ads 

campaign begins

Postcard to high 
water-users

Postcard to ~7K
opportunity zone 

customers

Month-long 
targeted digital ads 

campaign begins

Bill insert cycle 
featuring estimator



Customer Success Stories
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Background
A collection of real stories featuring our customers 
meant to inspire water efficiency actions. Hosted 
on District website and each story is re-packaged 
for sharing through bill inserts, mailers, social, E-
News, paid advertorials to maximize their value and 
exposure.
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Conversions
Anne's Story – Jan-Feb bill insert, Dec E-News feature
• 28% YOY web traffic growth to District’s rebates page during Jan-

Feb On the Waterfront bill insert cycle that featured Anne's story
• 26 Flume sales in one day after Dec E-News published
• 287 overall Flumes purchased Dec – early May

 Compared to 102 purchased this same timeframe in previous year

Chris' Story – March E-News
• 48 Flume purchases in March
• 48 Weekly Watering Schedule subscribers

Marty's Story – Marin Living Advertorial, May E-News, June-July bill insert (upcoming)
• 173 visits to Cash for Grass page after Marty's story ran in Marin Living 

advertorial and May E-News
 62 proceeded to actual application form
 2 applications received

Customer Success Stories



Summer Outreach 
Plans



Summer Outreach Plans

14

Promoting Turf Replacement & Other 
Outdoor-Efficiency Rebates
• Postcard mailer targeted only to historically higher 

summer water users – share customer success 
story as part of the messaging/encouragement

• Digital ads targeting higher water users
• PSAs on streaming services targeted to higher 

water users
• Marin County Fair mini-billboard  advertising at six 

water stations throughout event



Summer Outreach Plans
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Enhanced Rain Barrel Rebate
• “Planning Your Rainwater Catchment System for the 

next rainy season.”
• Improved rebate now available thanks to additional 

funds provided to Marin Water and North Marin 
Water District (NMWD) from the Marin County 
Stormwater Pollution Prevention Program.
 $0.75/gallon rebate (previously $0.50)
 Max of $2,000/customer (previously $1,000)

• Joint publicity efforts with NWMD to begin week of 
5/21 to announce the added program benefit for 
customers.
 News release
 Marin Living advertorial
 Social media 
 June E-News



Summer Outreach Plans
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DIY Recycled Rain Barrel Giveaway
• “Planning Your Rainwater Catchment System for 

the next rainy season.”
• Approximately 50 recycled barrels (donated by EO 

Products) to be distributed per month.
• Piloting through August and will re-evaluate.
• Customers register online for their barrels.
• Pickup days hosted once a month at District for all 

selected registrants.
• Customers must take some additional DIY steps to 

assemble their barrel.
• Soft-launch at Eco-Friendly Garden Tour, May 25; full 

launch the following week on digital channels.
• Barrel and signage will be on-display as part of outreach 

booth setup at upcoming summer events.



Community Events



Community Events
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• Earth Day at the Village (Corte Madera) – complete

• Earth Day (Mill Valley) – complete

• Ross Garden Walk (Ross) – complete

• Eco-Friendly Garden Tour 
(sites in San Rafael, Mill Valley, Corte Madera)

• Fairfax Festival and Parade (Fairfax)
2-day event

• Canal Community Picnic (San Rafael)

• Marin County Fair (San Rafael)
5-day event

• Marin Senior Fair (San Rafael)

• Marin Green Home Tour 
(Virtual, 6 homes featured throughout Marin)



Next Steps
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 Launch summer campaigns

Monitor campaigns, assess performance, make necessary adjustments in 
preparation for next seasons campaigns

 Staff summer outreach events to connect with customers

 Provide progress updates to Board of Directors at future committee meetings
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