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RESEARCH/PLANNING 

California is entering its fifth year of record-breaking drought. In January of 2014, Governor Brown declared a drought 
State of Emergency and directed all cities to cumulatively cut water usage by a certain percent. The State Water 
Resources Control Board (SWRCB) mandated Long Beach to cut its water use by 16% cumulatively compared to 2013 
from June 2015 until February of this year, and now the mandate has been extended further into October 2016. 
Effectively communicating the need for water conservation and a permanent lifestyle change in water efficiency was a 
significant task, given that the city is a major metropolitan area with nearly half a million residents living in 47 culturally 
diverse neighborhoods. 

A fully integrated campaign was developed entitled MissionH2OLB. The goal of the campaign was twofold: to educate 
the residents of Long Beach about the importance of water conservation and to urge residents to “Join the Mission” in 
meeting the monthly water reductions. The objective was to communicate to Long Beach residents that saving water is 
much easier than they may think. The message to our audience stressed how simple it is to adopt effective water-saving 
habits, and that saving every day can easily become second nature— it doesn’t have to require a dramatic change in 
lifestyle. 

The abundance of available research on water conservation issues—as well as relevant insight from past research 
projects and surveys—informed our approach on determining the campaign’s messaging and audience. The limited 
budget drove us to spend more efficiently in order to make the largest possible impact on Long Beach’s entire 
population. The mandated requirement to meet the 16% water reduction every month was an urgent focus.  

The budget was about $330,000. A cost breakdown of the major campaign expenditures is shown in Figure 1 in the 
Appendix.   

IMPLEMENTATION 

The campaign’s implementation focus is to mix water conservation tips with the unique Long Beach lifestyle. The 
campaign serves as an effective rallying cry for Long Beach water conservation and sustainability because of the enlisted 
participation of key influencers such as the Mayor of Long Beach, City Council members, and local artists and musicians. 
Multiple tactics were also used to reach the diverse audiences of Long Beach, including traditional advertising vehicles 
such as print, online, social; out-of-home advertising, and an engaging website that served as the central hub of the 
campaign. Out-of-home elements were created to effectively reach multi-lingual residents in Long Beach’s Cambodia 
Town, which represents the highest Cambodian population outside of Cambodia and Spanish-speaking residents.  

Our research indicated that most people understand that shorter showers conserve water and that Long Beach is an 
emerging music hub, so we urged residents to pledge to “Take a One Song Shower” and invited local musicians to do the 
same—while the cameras were running. Videos of the showering/performing musicians such as Bearcoon and Avi 
Buffalo appeared on the MissionH2OLB website and social channels to generate awareness. In addition, an engaging 
documentary-style short film showcased Avi Buffalo’s personal anecdotes on water conservation—a heartfelt plea that 
was seen as a movie trailer on Long Beach cinemas.  

We took the campaign to the streets during a series of city events—and generated significant buzz. A Mobile Garden 
educated passersby on drought tolerant plants; an interactive Pledge Wall encouraged people to make a public water-



Long Beach Water Department 
MissionH2OLB 

Communication or Marketing Plans/Campaigns 

saving commitment; oversized MissionH2OLB cut-out letters served as a backdrop for photo opportunities, and a fun, 
inventive pop-up shower photo booth reinforced the importance of taking one-song showers. 

The MissionH2OLB website (www.missionh2olb.com) serves as a full-featured online experience designed to keep Long 
Beach residents informed and engaged on water conservation. Visitors are encouraged to make a pledge to save water; 
calculate their responsible water usage target, and browse a selection of perfect one-song shower tunes. The website 
featured built-in metrics, enabling us to track the navigation habits of visitors and adjust the experience if necessary. 

A key element of the MissionH2OLB campaign is Creative Conservation, which commissions local artists to express the 
importance of saving water through art, a major lifestyle element in the culture of Long Beach. Jeff McMillan, a diverse 
local artist whose work has been exhibited all over the world, was engaged to create a one-of-a-kind piece of art 
inspired by water conservation. A captivating short film was also produced featuring Jeff and his pledge to save water. 
The genuine, emotional film engaged audiences in all of Long Beach’s many movie theaters, and focused on the message 
that water conservation is simple and can be incorporated into your daily lifestyle.  

Outside consultants were used for the campaign’s execution. ETA Agency provided advertising and creative services, 
while The Lamont Group created a Google banner ad campaign and YouTube campaign to promote the short videos to a 
targeted audience.  

RESULTS AND EVALUATION 

The MissionH2OLB campaign met the objective of rallying Long Beach residents to meet, and in some cases, exceed the 
City’s state-mandated water usage reduction. Despite summer heat waves in 2015, Long Beach residents significantly 
reduced water usage that year cumulatively. Some of the peak months with the highest water conservation cuts were 
19% in June and July, 18% in August, and 19% in September.  

Since launch, the website gained more than 12,000 site visits from nearly 8,200 users throughout the rest of 2015. 
Website traffic spiked in September, leading the site to receive 7,081 sessions from 4,370 unique visitors. In the same 
month, 81 pledges were made on the website—the most common pledge being watering twice a week. On the other 
hand, the custom calculator was used more than 500 times to calculate target indoor and outdoor usage, while the 
sound bar was clicked more than 400 times.  

Since the campaign began, the Long Beach Water profile gained 1,208 new fans and 57,424 organic impressions on 
Facebook. By utilizing the Twitter page more vigorously, Long Beach Water gained more than 12,200 organic 
impressions. Lastly, the number of engagements with the Long Beach Water Instagram increased by nearly 500% from 
the previous months before the start of the campaign. Through the Google banner ad campaign more than one million 
impressions occurred on websites that further helped drive traffic to missionh2olb.com.  

Appendix 

Figure 1: Cost Breakdown of Major Campaign Expenditures 

Expenditure Cost 

Consultant – ETA Advertising $140,000 

Consultant – The Lamont Group $16,000 

In-Theater Movie Spots $80,000 

Bus Tails $64,000 

Billboards/Posters $15,000 

State of the City Sponsorship $15,000 

http://www.missionh2olb.com/
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MISSIONH2OLB WEBSITE



 

Bearcoon Video:  https://vimeo.com/143206505

 

TAKE A ONE SONG SHOWER WEB PAGE & MUSIC VIDEO
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TAKE A ONE 
SONG SHOWER
 - BEARCOON

LBwater.org/mission YOUR WATER. YOUR FUTURE.

 

TAKE A ONE SONG SHOWER PRINT AND DIGITAL BANNERS



 

Avi Buffalo Video:  https://vimeo.com/143206506

 

JOIN THE MISSION AVI BUFFALO MOVIE THEATER TV SPOT / WEB VIDEO



 

Jeff McMillan Video:  https://vimeo.com/149355542

 

JOIN THE MISSION JEFF MCMILLAN MOVIE THEATER TV SPOT / WEB VIDEO



 

JEFF MCMILLAN COMMISIONED ART PIECE



MISSIONH2OLB – STATE OF THE CITY EVENT



DROUGHT TOLERANT MOBILE GARDEN



BUS TAIL ADVERTISING
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EL NIÑO WON'T END THE DROUGHT
SAVING WATER WILL

JOIN THE MISSION
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SERIOUS DROUGHT 
NEEDS SERIOUS SAVING

JOIN THE MISSION
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FACEBOOK SOCIAL MEDIA



FACEBOOK SOCIAL MEDIA



 

TWITTER SOCIAL MEDIA



 

TWITTER SOCIAL MEDIA



 

INSTAGRAM SOCIAL MEDIA



 

INSTAGRAM SOCIAL MEDIA


