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Smart Approved WaterMark (SAWM) is 
the one-stop shop for water efficiency in 
Australia. 
Through its Smart Water Advice program, SAWM 
delivers a range of educational, interactive water-
saving communication tools for over 75 councils 
and water utilities across Australia to encourage 
their communities to save water around the home, 
garden and business. 

Since 2004, SAWM has certified water-efficient 
products and services in Australia, more recently 
expanding to provide licenses in Europe and USA. 
The Independent Expert Panel has reviewed over 
1000 applications during the last 16 years and 
approved around 300 for water saving credentials. 

With Smart Water Solutions, SAWM helps 
businesses reduce their water use and save money 
by delivering water audits and recommendations. 
SAWM has won significant contracts with 
state governments to identify water saving 
opportunities across local water utilities and 
commercial businesses.  

SAWM develops key pieces of research in the water 
efficiency sector including ‘Australia’s Relationship 
with Water’ which led directly to the birth of Water 
Night.  In addition, SAWM has also published 
the ‘Water Efficient Australia’ 2019 report and 
‘Water Efficiency 2017’ in partnership with Water 
Services Association Australia (WSAA). SAWM also 
facilitates WSAA’s Water Efficiency Network.  

In 2020 SAWM launched ‘Walter Smart 
Performances and Workshops’ for Primary Schools 
in partnership with Gibber Educational.  The 
program offers curriculum linked learning delivered 
in a fun and engaging way for years 1 – 6. 

Smart Approved WaterMark works towards a blue 
future that celebrates the many amazing qualities 
of water, its strength and its vulnerability.

www.smartwatermark.org  
02 9223 3322 

less represented Gen Z group. That 
said, 95% of website traffic during 
event week was generated by social 
media, so we are confident that the 
TikTok and social campaign hit the 
mark with the younger generation 
who traditionally do not register for 
events such as this.

The results suggest as much as 
a 10% increase in water literacy 
and at least a 23% improvement in 
knowledge regarding the quantity 
of water used for simple water 
using behaviours. The results to the 
survey one week after Water Night 
reported a 10% reduction in daily 
tap touches, proving our hypothesis 
that Water Night would highlight 
participants’ use of their taps so 
that they would become more 
mindful and reduce their use.

Indicative testimonials from 
participants also suggest Water 
Night may have led to an increase 
in their awareness of their mindless 
tap touches and an increase in their 
value of water.

We are delighted with how the 
inaugural Water Night went. We 
are proud to have launched such 
a significant water awareness 
initiative during what can only be 
described as a very trying year. 

On to Water Night 2021!

Chris Philpot and Zoe Palmer,  
Co-founders of Water Night.

The experience proved to be 
immersive and easy for most people 
to undertake and timing of the event 
as part of National Water Week was 
a success. The Australian Water 
Association (AWA) suggested that 
their National Water Week initiative 
had never been bigger or as popular 
with the media thanks to Water 
Night. This is a great outcome for 
Water Night and the Australian 
water industry.

Water Night ambassadors, Costa 
Georgiadis, Sophie Thomson and 
Jane Edmanson (ABC Gardening 
Australia) and Gorgi Coghlan rallied 
to the cause generating significant 
engagement on social media, which 
we believe, along with the TikTok 
Influencers (who have a massive 
8 million following and garnered 
175k likes for the campaign), fuelled 
campaign momentum during 
October. 

Together with 28 committed 
sponsors and supporters from the 
water Industry, local government, 
retail, associations, educational 
organisations and not for profits, 
we delivered 666k electronic direct 
mails (eDMs), developed social 
reach of nearly 1.7 million, 18 press 
articles, 10 radio interviews and 
more than 8 TV mentions.

Year 1 has delivered registrations 
from all generations primarily Baby 
Boomers (46%) and Gen Y (27%). 
20% of registered households 
had children under 14. The older 
demographic is more aligned to 
traditional media and more likely 
to complete registrations than the 

Based on significant research 
we determined that Australia’s 
relationship with water – tap 
water in particular – would only 
improve with education and 
personal experience. To develop 
endearment and value for tap 
water amongst householders, 
we asked them to become 
‘more water mindful’.

Despite COVID restrictions 
and elections in many states, 
which reduced the scale 
of the communications we 
could deliver directly, 3,417 
households signed up to 
participate.  6.3K adults and 
2.1k children pledged not to 
use their taps on Water Night. 

Executive Summary

At 5pm on 
22nd October 
2020 Smart 
Approved 
WaterMark 
held the 
inaugural 
Water Night. 

Water Night is 
delivered by
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Introduction  
Objectives 
 

The experience had to be 
immersive and personal for 
every Australian

An experience that 
motivated people to turn off 
their water using auto pilot 

Promoted great habits and 
water awareness in time for 
Summer 2020

Lead to an increase in their 
perceived value of water

An increase in water efficient 
behaviour 

An increase in national water 
literacy

Which long term would result 
in reduced water demand 
and ‘in pocket’ savings for 
households

We already knew that 
water behaviours are 
deeply habitual and that 
they had not improved in 
a decade. We surmised 
that if household water use 
was a conscious act that 
Australians would value it 
more & would want to use it 
efficiently. 

 
We just 
really 
needed 
Australians 
to see for 
themselves, 
just how 
often they 
reach for the 
taps and use 
water.

Having reviewed the ethnographic 
data - that included a tap 
deprivation and diary exercise 
- and the consequent collected 
quantitative data, we believed 
conscious efficient water use could 
be achieved using the 3 E’s;

Understanding the 
household water cycle 
through 

Education

Inspiring conscious use 
through 

Experience

Growing value of water – 
respect - through 

Endearment

63% 
agree they could probably 
save more than they do

46% 
say they use less than their 
neighbours

Aussies flush 
approx. 5 times and reach 
for water approx. 9 times, 
everyday

55% 
of Australians even agreed 
that they are addicted to 
turning on the tap

69% 
say they’d freak out if their 
taps stopped working

54% 
think they are doing all they 
can to save water

63% 
said once they knew more 
about the amount of water 
used around the home, they 
started to think about how 
they use it

Smart Approved WaterMark 
undertook a comprehensive 
research study into the 
relationship Australians have 
with water – their perceptions of 
their own use and value of water 
and of others, their take up of 
water efficient products and 
practice of efficient behaviours 
and general water literacy. 

Ultimately the research 
determined that water is taken 
for granted and subconsciously 
used and that national water 
literacy is very low. 

Australia’s Relationship 
with Water
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The Event - 
Water Night

Australians to confront. Much the 
same as touching your face and 
hair, or swallowing and breathing – 
water use and tap reliance are rarely 
consciously considered.

Many of us use water mindlessly 
and underestimate how often we 
reach for the taps. Water Night 
encouraged us to practice ‘water 
mindfulness’ and being self-aware 
when reaching for the tap.  

Water Night 
gave every 
Australian, an 
opportunity 
to see for 
themselves, 
just how often 
they reach 
for the taps 
and use water 
each day

We challenged Australian 
households to sign up for 
Water Night and not to use 
their taps from 5pm to 5am 
on Thursday 22nd October. 
No taps, no showers, no 
running water.  

They were 
encouraged 
to manage 
with just one 
bucket of 
water instead
Use of running water for COVID 
hygiene and religious reasons was 
exempt. Participants could fill 
empty bottles for drinking prior to 
event. Toilets could be used during 
the designated period, but reduced 
flushes were encouraged. 

The focus of the event was on 
‘tap abstinence’ as opposed 
to ‘survival on one bucket’. We 
knew that even the most water 
efficient and conscientious 
environmentalists would have a 
water using autopilot. Even those 
communities experiencing water 
restrictions with trucked water were 
still accessing water from their taps. 
It’s the relationship householders 
have with their taps that we wanted 
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Funding and Support 

We gained further in-kind 
support opportunities with 
not for profits, associations, 
retailers, educational 
organisations and SAWM 
Licensees to gain promotional 
reach and awareness with 
much exposure attained in 
1:1 communications, social 
platform use and traditional 
broadcast media.

 

Partnerships
We engaged 5 agencies to submit 
concepts for the initiative and 
selected Red Havas as our media 
and social partner.

We maintained Slade Smith as our 
lead graphic designer who was 
responsible for the collateral and 
core imagery for Water Night.

Sponsors gained brand 
positioning on all media 
releases and on both the Water 
Night and SAWM websites 
and all eDMs in the supporting 
Water Night Communications 
program.

Water Night was considered 
a key part in the water and 
waste programs for many local 
councils and in water efficiency 
programs for many of the 
utilities.

We pitched sponsorship of 
Water Night to all the water 
suppliers in the country to 
gain seed funding for the 
development and registration 
of the IP and website.

$82,500 was raised for Water 
Night seed funding to develop 
and deliver the event.

Sponsors provided water use 
data for post campaign data 
analysis in order to evaluate the 
event’s impact on water use.

Sponsorship
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Communications 
Strategy 

Businesses
In this inaugural year, business 
was not a focus. Whilst businesses 
like Hoselink and Bunnings have 
supported Water Night, the focus 
for participation has been on 
households and not workplaces.

Schools
Schools, especially primary school 
and pre-schools were desired 
platforms for gaining registrations. 
We wanted to position Water 
Night as a way to help educators 
to increase youth water literacy. 
We intended Water Night to add 
value to existing water curriculum 
to include water awareness, 
efficiency and the whole household 
water cycle. Many pre-school 
establishments do not have access 
to professional collateral and lesson 
plans. By inspiring the youngest 
members or households we planned 
to gain parent/guardian sign ups.

Given the timing of the event 
after school hours, schools were 
encouraged to support the 
knowledge and preparedness 
aspects of the campaign.

We had students from over 200 
schools nationwide taking part 
with day-care centres and primary 
schools implementing our materials 
into water awareness sessions 
during National Water Week.

In future we hope Water Night 
will kick-start broader water 
efficiency conversations 
between schools and their 
sponsoring water supplier. 

Households
We wanted to create a movement 
all Australians could participate 
in and so that we could determine 
how effective the activity was, we 
encouraged households to register 
for Water Night.

We aimed to create excitement and 
a buzz around the challenge in as 
much mainstream press, radio and 
TV as we could get. 

We developed a full portfolio of 
collateral to educate and generate 
awareness of how often we use 
water in and around the home. 
We knew the event itself would 
see them challenge their own 
perceptions about their daily 
consumption and water waste.

Gen Z are not traditional media 
viewers - they surf and select their 
content, they look to their peers and 
influencers for recommendations 
and ideas and for the most part this 
is done on social platforms. The 
most popular being Instagram, with 
TikTok the latest sensation. Both of 
which we used as the platforms for 
reaching out to Gen Z. 

Since there is room for 
improvement in terms of water 
literacy (in all generations) and 
that a large proportion of Gen Z 
are still sharing a home with family 
or friends, we made Water Night a 
national challenge that the whole 
household could participate in.

Generations

Gen Z are the most likely to take 
tap water for granted, they are 
most likely to say they need a 
long hot shower and the least 
water literate generation. That 
said, they are the most open 
to learning about their water 
usage and the most open to 
changing their behaviours. In 
fact, the people with the least 
knowledge and the worst habits 
are also the ones with the most 
desire to change. Gen Z became 
the focus of Water Night.

Smart Approved WaterMark’s 
research ‘Australia’s 
Relationship with Water’ 
identified a number of 
audiences to target - some 
more than others would return 
greater impacts in water literacy 
and improvements in water 
efficient behaviour. Evidence 
showed that older generations, 
most notably the ‘Baby Boomers 
(55+yrs), are more water 
literate but that this knowledge 
declines with each younger 
generation. Our research 
indicated Gen Z (14-22yr olds) 
have just 14% of high water 
literacy versus Baby Boomers 
with 65% high water literacy.
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BrandingTimings
 

The logo was the main 
awareness driver for the event. 
We developed a hero image 
to represent the event. The 
image represented our reliance 
on the tap and the emotional 
connection to it. The hands are 
simple and represent different 
cultures, ages and genders. 

The two secondary images show:

• Water use – used for educational 
messaging

• Event fun – used for engagement 
messaging

The circle of smart water droplets 
serves as a device to house these 
images, or the call to action for the 
event with the logo.

The images were used to provide 
a consistent look and feel across 
all Water Night online and offline 
collateral developed by SAWM and 
its sponsors. 

 

Engagement Drive
• The big PR Media push started 

1st October to generate mass 
awareness for Water Night. 

• Ambassador lead video launched 
8th October.

• Social TikTok campaign launched 
14th October.

• Wider consumer push on social 
media generated momentum for 
the campaign.

• Encouraged participants to 
submit posts of their own as well 
as hacks and tips through social 
channels.

Registration Drive
• The Water Night microsite 

formed the registration hub 
which launched 1st September. 
(www.waternight.com.au) 

• 1:1 Water Night awareness 
activity started on all SAWM 
owned media and in-kind 
partner owned media including 
1:1 communications, websites, 
social media platforms, education 
programs, events, editorial, 
point-of-sale and more.

• Media Launch 23rd September 
started to drive awareness of the 
challenge amongst traditional 
media broadcasters to help 
encourage registrations amongst 
the general public.

• The activity targeted specific 
groups such as schools and 
families through pitches 
to targeted publications / 
broadcasters / ambassadors.

Staff Activations
Staff activations were undertaken 
by some sponsors prior to the main 
Water Night event to generate 
some content for sharing with 
their residents as evidence that 
they were ‘walking the talk’. Whilst 
participation was minimal, event 
understanding and enthusiasm 
to support was increased and the 
content for sharing was compelling.

Generic 
Image

Educational 
Image

Engagement 
Image

7 August - 4 September
Staff Activations

23 September to 23 October
Key Spokesperson Engagement

23 September
Official 
Launch & PR 
Announcement

15 October 
Social: TikTok 
Video 

1 October
PR Media 
Push

19 October 
Social: 
Reminder 

22nd October 2020 

9 October
Tik Tok Live
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Positioning 

Influencers
Gen Z are not traditional media 
viewers they view multiple platforms 
for information and influence and 
look to their peers and influencers 
for recommendations and ideas on 
social platforms. The most popular 
being Instagram, with TikTok the 
latest sensation. 

We partnered with four TikTok 
Influencers to encourage 
Australians to decorate a bucket in 
the lead up to Water Night and to 
register to participate. 

From paint, to makeup, sticky 
notes and flowers, we challenged 
TikTokers to use materials of their 
choice to create extraordinary 
buckets and post it on their social 
channels.

Talent created one TikTok video 
each, with a couple also further 
amplifying their content to 
Instagram stories. 

Georgina Coghlan is an Australian 
television presenter, singer and former 
scientist and teacher who grew up in 
Warrnambool, Victoria on a sheep farm. 
She’s best known for co-hosting Network 
Ten’s winning The Circle between 2010 
and 2012, as well as being a regular 
panellist on The Project and contestant on 
The Masked Singer Australia.  
41,700 Followers

Jane Edmanson OAM is an Australian 
horticulturalist, author, and television 
and radio personality. Best known across 
Australia as the Victorian state presenter 
for the ABC TV program Gardening 
Australia. 
 
 
 
 

Sophie Thomson is also on ABC 
Gardening Australia. She’s a south 
Australian presenter, whose enthusiasm 
for gardening inspires people of all 
ages. An environmental educator, media 
presenter, horticulturalist, speaker and 
author, she would say she is an obsessive-
compulsive gardener.  
38,800 Followers

Costa Georgiadis is an Australian 
landscape architect and television 
presenter. He is known for his regular 
segments on ABC Gardening.  
72,800 Followers

TikTokers including Jasmine XTO 
and Rory Eliza alongside gardening 
aficionadas and water efficiency 
fans, Jane Edmanson, Sophie 
Thomson and Costa Georgiadis 
all presenters of ABC’s Gardening 
Australia.

Water Services Association 
Australia and Australian Water 
Association, Power and Water, 
Water Corporation, Sydney Water, 
Planet Ark and WaterAid. Councils 
including Tweed Shire, Eurobodalla, 
Dubbo, Tamworth and Liverpool 
Plains and more are also supporting 
the challenge. (Full list at waternight.
com.au)

Sign up for water night at  
www.waternight.com.au 
and improve your water 
mindfulness.

*No taps, running water or showers aside from 
flushing toilets, COVIDsafe handwashing and 
religious purposes. Drinking water should be 
pre-prepared and placed in the fridge. An 
allowance of one standard bucket/container of 
water between 5pm to 5am (not to be used for 
drinking or flushing). 

^Water Literacy is knowing where your water 
comes from, how it gets to your house and 
where it goes when you flush.

An audio media release was also 
made available 19th October 2020

addicted to their taps, 69% said 
they’d freak out if their taps stopped 
working with 63% concluding they 
think they could save more water 
than they do.

CEO, Smart Approved WaterMark, 
Chris Philpot, said: “Our 
interviewees were shocked at how 
subconsciously they reached for 
the tap, even when we asked them 
not to. When they shared their 
experience, they said it was really 
hard to not turn a tap and that they 
had to wrap a cloth or towel around 
the tap to stop them trying it to 
turn it on…they said they realised 
turning the tap was such a second 
nature thing that it was really hard to 
stop. We encourage all Australians 
to sign up to Water Night at www.
waternight.com.au to improve their 
water mindfulness”

Water mindfulness is key to 
improving water literacy too with 
65% of Baby Boomers having high 
literacy compared to just 14% of 
Gen Z. To help increase these rates 
Smart Approved WaterMark is 
providing a package of free online 
Water Night resources to inform 
and inspire Australia’s youth about 
our most precious resource.

Research also shows 45% of 
Aussies claim they save water, more 
mindfully, than their neighbours. The 
household challenge is on.

Australian TV personality, Gorgi 
Coghlan, is an ambassador for the 
campaign and will be participating 
in the Water Night challenge with 
her family. Also doing their bit to 
back the campaign are Australian 

Smart Approved WaterMark 
launch ‘Water Night’ - a 
national challenge encouraging 
Australians to become water 
mindful.

Research, conducted by not-for-
profit water efficiency specialists, 
Smart Approved WaterMark, has 
revealed Australia’s addiction to 
using their taps. Despite being the 
world’s driest inhabited continent, 
Australia is on autopilot when using 
tap water. Experts state that if 
Australian’s were more conscious 
- more mindful - when reaching for 
taps they would value water, cut 
unnecessary use and save more. 
They conclude that by abandoning 
auto pilot, Australians will want to 
use less, resulting in pocket savings 
too.

In a bid to make Australians aware of 
how often they use their taps, Smart 
Approved WaterMark has launched 
a national challenge – Water 
Night. Participants will challenge 
themselves not to use their taps* 
from 5pm-5am on October 22nd 
during National Water Week. Instead 
of running water they will manage 
with one bucket for the night for 
everything but handwashing, 
drinking and flushing. 

When this activity was trialled as 
part of the ‘Australia’s Relationship 
with Water’ study, Smart Approved 
WaterMark witnessed how it 
improved the water mindfulness 
of the participants, not to mention 
their water literacy and attitudes 
towards water efficiency. 55% of the 
research participants said they were 

Media Release: Australians 
admit to tap addiction

Advocates
Ambassadors 

Rory Eliza 3,800,000 followers
Jasmine TXO 3,100,000 followers
Lucas Abrahim 175,900 followers 
Nat Alise 1,100,000 followers 
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Resources
“Water Night was a great experience. The 
resources provided on the website were 
absolutely fantastic and engaging for children” 
Kim, parent from Rise & Shine Kindergarten.

We generated collateral to 
help householders prepare for 
the night. The collateral was 
intended to help promote the 
event and primarily to engage 
children and to encourage 
the fun side of the event. 
Schools and day care centres 
loved the materials. We had a 
responsibility to acknowledge 
COVID and water safety too.

The Water Night microsite 
(www.waternight.com.au) 
was launched to capture 
registrations and explain the 
event, clearly setting out Water 
Night’s objectives and goals 
and providing participants with 
everything they would need to 
sign up and get prepared for the 
event.

The form was simple but all 
elements were mandatory so that 
we could capture useful data to 
match back and analyse post event.

Use of data and explanation of use 
was stipulated in the privacy policy 
and terms and conditions.

Registrants completed the form and 
were presented with a ‘thank you’ 
and five further survey questions 
which were not mandatory. 

Registrants receive a pop up that 
thanked them again and directed 
them to the event info page so they 
could access further information.

The website also housed the 
Sponsor and Supporter block 
which had links to each individual 
businesses’ websites.

Post event survey data states that 
95% of respondents felt the website 
was useful and a further 40% said 
that Water Night was easy so it 
would seem the website delivered 
on its purpose.

Approach

We had 64,000 page views 
of the Water Night website. 
54,000 views were to the 
home/registration page 
with a further 6,300 views of 
the collateral and FAQs on 
the event page. The Smart 
Approved WaterMark website 
had 21k page views between 
Sept 1 and Oct 31 with 1391 
Water Night Page Views, 52% 
being the school content, 
27% registration and 6% 
sponsorship.

Collateral
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The number of downloads 
of the water efficiency 
and water use flyers was 
very encouraging. In fact, 
the Water Literacy scores 
demonstrated by respondents 
to the registration survey and 
post event surveys suggest 
an improvement in literacy 
already.

“I love learning about 
water. Thanks for the 
books and colouring in” 
Andee, child from Rise & Shine 
Kindergarten

“Thanks Smart 
Watermark for raising 
awareness about using 
water. I found the tools 
on your website very 
useful for explaining 
water awareness 
to children and the 
content on your website 
is clear and informative. 
I will definitely take part 
in future events with my 
children” 
Rene, parent from Rise & Shine 
Kindergarten.  
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23 September 
Launch & PR Announcement 

21st October

Breakfast ABC TV featured Sophie 
Thomson.  SAWM sent 22k ‘reminder 
to sign up’ emails with 28% of those 
registered clicking to the site.

22nd October – Water Night 
Event

Huge day on radio with highlights 
including ABC Gold Coast, Bumma 
Bupperra, radio advertising, live 
reads. Dubbo Regional Council and 
SAWM sent eDMs.  Full page local 
press in the regions of Tenterfield 
Council and Riverina Water. Social 
Media posts throughout the day and 
evening. The highlight was possibly, 
a live Facebook event with Costa 
Georgiadis, Chris Philpot and Zoe 
Palmer from SAWM which reached 
103k with 4k watching on the night 
and a further 4.3k views since. 

The most registrations came in 
closer to the event and where 
multiple communications were 
running in each locality – hence 
why the Water Corporation 
campaign was so successful. 

15th October

SAWM sent out a reminder eDM to 
20k subscribers with an average 
4% click through rate.  The TikTok 
video went live across social media 
receiving over 6.4k shares and 
6.1k clicks.  Seqwater and Dubbo 
Regional Council sent eDMs, 
Irrigation Australia tweeted and 
Water Corporation continued the 
radio campaign.

17th and 18th October

The second Water Corporation 
Shopping centre event and Buggy 
Buddy eDM campaign to 48k 
parents with a 0.44% click through 
rate. Face to face shopping centre 
activations were very positive 
brand campaigns, great registration 
grounds and very attractive to 
young families since on the spot 
sign ups were driven by kids 
colouring tables.

19th October

WaterAid emailed 10k with a 4.88% 
click through rate and social media 
heated up with articles in the Manly 
Daily Essential Environment. 

20th October 

Gibber Educational contacted 
6.4k schools.  The Alliance for 
Water Stewardship emailed their 
members.  The Western Australia 
radio campaign extended to 
Spotify. Unitywater took advantage 
of a local radio opportunity.

8th October 

Ambassador Gorgi Coghlan 
posted the Water Night launch 
video to Facebook and Instagram 
encouraging registrations to 41k 
followers. The video reached 6k 
and got 1.2k click throughs.  Day 
2 of Western Australia’s Water 
Corporation eDM campaign 
delivered direct emails to 68k 
recipients with an average click rate 
of 2.9%. Dubbo Regional Council 
held a pop-up stall.  Tamworth 
Shire Council launched community 
workshops. Tweed Shire Council 
started running Costa Georgiadis 
radio ads.

12th/13th October

The biggest registration dates.  WA 
Water Corporation ramped up the 
eDM campaign to a further 231k 
over these two days with a 2% click 
through rate. They launched a radio 
campaign and advertising across 
social media.  Tweed Shire Council 
maintained the radio campaign.  
Costa Georgiadis posted message 
of support to his Facebook 
community of 103k followers 
delivering 245 shares and over 300 
comments.

Timings
We have determined that 
the key campaign period 
was 7 October until Water 
Night on the 22 October. 

Registrations
We had 64k page views of 
the Water Night microsite 
with 3,417 registrations 
all up. We believe many 
more participated but 
chose not to register 
as is the norm with 
younger generations. 
The majority of the 
registrations came from 
Western Australia. 85% of 
registrants completed the 
registration survey.

       

Results

Impacts
The communications we believe 
led to these registrations are as 
follows:

7 October
Water Corp 
EDM starts

9-12 October
Social: Costa

13 October
SEQ / SAWM
Dubbo EDM

17-18 October
Face to Face 
Events

21-22 October
ABC Breakfast 
TV
NBN / Prime7

8 October
Social: Gorgi 
Video

12 October
Radio Starts
Tweed / WA

15 October
Social:  
Tik Tok Video

19-20 October
WaterAid / 
Gibber AWS 
EDMs

22nd October 2020 
Facebook Live Event
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The launch 
video featuring 
Gorgi 
had strong video performance 
with 54% of viewers watching 
the entire video. 

The TikTok 
video 
was the top performing 
video asset driving over 
90% of traffic to the landing 
page and a very strong click-
through-rate of 7.7%. It’s 
likely that the TikTok style 
creative featuring influencers 
was the key to this strong 
result – next year we will 
lead with this as the launch 
asset. This ad also achieved 
a low cost-per-click (CPC) 
at $0.16. Only the Costa post 
achieved a better result with 
a $0.13 CPC.

The Last Chance Link Ad 
($1.57 CPC) didn’t perform 
as well as the TikTok video 
($0.16 CPC). Overall, the 
average CPC was $0.86, this 
indicates video is best for 
driving website traffic.

Sponsored 
four posts 
across Facebook and 
Instagram, achieving reach 
target at 127,406 with 
$3,000 spend. 

The Facebook event post 
performed well with 
160 people registering 
attendance directly. In 
the end the event had 172 
attendees, 

reached 
38k and 482 
interested

Smart Approved WaterMark’s 
email program to 20k 
consumers and 1k stakeholders 
generated 292 registrants 
which was really encouraging. 
The social impacts of Gorgi 
Coghlan, Sophie Thomson and 
Costa Georgiadis were also very 
successful for reach and clicks. 

Gen Z are not traditional media 
viewers they surf and select 
their content and for the most 
part this is done on social 
platforms. So, we combined 
our broadcast, print and digital 
activity with a social media 
campaign. Unique page views 
for 20-31 October totalled over 
4k and were driven by 40% 
social (95% of that Facebook 
and 4% Instagram stories) – 
50% were generated in Perth, 
12% Sydney, 9% Melbourne and 
5% Brisbane. 

Smart Approved WaterMark/
Water Night Facebook Page - 

155,042 reach 
– 24,782 
engagements 

 

We asked participants where 
they heard about Water Night.  
The table below summarises the 
responses showing that most 
people heard about the event from 
Water Corporation in WA or Smart 
Approved WaterMark.

   

As previously stated, Water 
Corporation in Western 
Australia delivered the most 
registrations (79%), which is 
no surprise given their breadth 
of communication for Water 
Night. During the period they 
sent 377k eDMs delivering 
7.9k clicks, they ran 10 days of 
radio, live reads on the night, 
3 shopping centre pop up 
events, invested in a parent 
e-newsletter and posted on 
social to a combined reach of 
915k and 11k clicks.

Registrations by  
sponsor/supporter

Communication 
strategy 

Supporter Registrations %

Water Corporation 2,690 79%

Power and Water 8 0.2%

Icon Water 5 0.1%

Tweed Shire Council 28 0.8%

Lithgow City Council 6 0.2%

Eurobodalla Shire Council 21 0.6%

Tamworth Regional Council 18 0.5%

Dubbo Regional Council 8 0.2%

Wannon 10 0.3%

Rous County Council 121 4%

Riverina Water 6 0.2%

Tenterfield 1 0.03%

Gold Coast 11 0.3%

Central Tablelands 0 0

13.57% not yet determined
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Our TikTok influencers 
delivered amazing reach 
and engagement. 

With a total 
audience 
each of 8 
million+ 
They delivered the 
following:

Views: 714,154

Likes: 174,510 

Comments: 1,285 

Play Time: 4,152 hours

Two of them also ran their 
videos as Instagram  stories 
gaining a further 12,218 Views. 
We cannot be sure how many 
registrations or web page 
views were generated by the 
TikTok campaign, however 
based on the combined reach, 
shares and comments of the 
Facebook video featuring their 
content, it would seem to have 
hit the mark with the younger 
audience.

Our influencers’ fantastic 
reach did not translate to 
registrations but this doesn’t 
mean they didn’t participate in 

“Want to hear about it 
firsthand. Tonight, people 
around the country are joining 
the challenge and thinking 
about how they use water and 
going without by not using 
their taps until the morning 
Join me live as I chat to a few 
special guests and get your 
thoughts on how water touches 
your life every day. Jump in and 
tell us what you think and ways 
we can be more mindful about 
water use. “
Costa Georgiadis

Whilst 78% of participants didn’t 
know Sophie Thomson, a greater 
percentage of them related to her 
than Gorgi (12.5%). She was also 
able to help us secure ABC Breakfast 
TV which was syndicated across the 
network and repeated throughout 
the day. The network to the ABC 
Gardening Australia team definitely 
lead to greater opportunities with 
regional stations too.

Gorgi Coghlan was able to gain 
state wide radio for Victoria at 
a time when water businesses 
in the state were unable to 
promote the event. Her posts 
generated significant shares 
despite 82% of the participants 
saying they did not know her. 
She was able to leverage some 
media focused on her life 
balance as a mother which may 
have connected with some 
mums around the country. As 
a big Instagram user, she may 
have been more recognizable 
amongst the younger 
generations who don’t tend to 
register for events.

35.7% of our participants related 
to Costa. He was able to connect 
with his followers to get some great 
coverage in social and on radio. 
He co-hosted our Water Night 
Facebook live event with Chris 
Philpot and captured the attention 
of 4k people on the night – the video 
got 8.5k views in total. It would seem 
that he was able to engage young 
men with his posts and events. 
He was incredibly passionate and 
articulate and eager to be involved 
as much again in 2021. (65% men 
versus 35.05% women).

was excellent. Even Victoria, a 
state where we were unable to 
leverage our water partners due 
to the pandemic reached over 277 
registrants likely down to Gorgi’s 
radio work down there and largely 
as a result of the SAWM subscriber 
campaign to both our consumer 
and stakeholders that has a 
substantial Victorian contingent. It 
was extremely encouraging to see 
that the appetite for Water Night is 
nationwide.

SAWM’s partnership with WaterAid 
was also very successful with 
WaterAid sending an eDM to each 
person in their database – especially 
the supporters of their own ‘Water 
Challenge’ delivering above average 
reach and clicks for Water Night.

The Australian Water Association 
claimed that partnering with 
SAWM this year for Water Night 
and having the event held during 
National Water Week (NWW) made 
the whole week even bigger than 
previously. There was a lot more 
media engagement. They wanted 
to know more about NWW and 
then how they could get involved 
which is where Water Night tied in 
so perfectly. AWA is very eager to 
see this happen again next year and 
to make it a regular event of NWW 
which works for many of the utility 
and council sponsors who also used 
Water Night as their key talking 
point during Water Week.

Sponsors and supporters reached 
out to their residents/members/
customers through one-to-one 
communications like eDMs, bill 
Inserts and events. Together we 
delivered more than 700k eDMs 
gaining as many as 18k clicks. We 
also had a great online presence 
through websites and social group 
pages or through traditional 
broadcast media including radio 
and TV in their region. SAWM 
supplied collateral, messaging, 
media releases (written and audio), 
radio ads and co-branded all 
materials where requested.

Four supporters took the 
campaign one step further 
and undertook staff Water 
Night activations before the 
real Water Night on the 22nd 

October - Water Corporation 
(31 participants), Tweed Shire 
Council (4 participants), a 
Director from Planet Ark and 
Tamworth Regional Council 
(10 participants). They felt it 
was important to walk the talk 
with their customers and to be 
able to generate some real-life 
case studies and social content 
before the event. 

During a year where there have 
been considerable challenges to 
combat concerns for health and 
where both media messaging and 
school educational focuses have 
been largely COVID-19 centred, 
we believe the cut through gained 
in Western Australia, Regional 
NSW and South-East Queensland 

The combined effort of the 28 
sponsors and supporters and 
Smart Approved WaterMark 
led to 8 TV spots, 18 press 
articles and more than 10 radio 
interviews and advertisements. 
(Total reach of Radio and TV 
unknown at this stage). The 
social media commitment 
from everyone was exceptional 
with many boosting posts 
and sharing through direct 
communications and website 
banners and buttons not to 
mention face to face events. 

Estimated 
reach was 
at least 
1.5 Million 
achieving 11k 
reactions and 
19.4k clicks

Power of 
Partnerships

Ambassadors 
and Influencers
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10% 
less daily tap 
touches after 
the event.

93% 
of participants only touched 
taps between 0-5 times as 
opposed to 6-10 times which 
was more usual before the 
event.

10% 
more participants know 
that water has been treated 
before it comes out of their 
taps.

23%-33% 
improvement of knowledge 
regarding the quantity of 
water used for simple things.

2.6% 
more participants knew who 
provided their tap water 
after the event.

9% 
more participants know 
where their water comes 
from.

2% 
more participants know a 
long shower is water wasted. 

3% 
claim to no longer have 
leaking taps.

Registrants were typically an 

older 
demographic 
more aligned to the 
traditional media audiences 
and likely more water literate 
than average. Gen X and Gen 
Y were the least represented 
groups amongst registrants.

We had 

all generations 
participate 
in Water Night 46% of 
participants were Baby 
Boomers (55yr+), 27% were 
Gen Y, 17% were Gen X and 
10% of Gen Z (14-22yrs).

71.8% 
of registrants signing up 
their household were female.

85% 
(2,945) completed the 
registration survey and 25% 
(875) completed the post 
event survey.

Despite the fact we only 
had 3,417 household 
registrations, they actually 
represented 

6,359 adults 
and 2,121 
children. 
On average there were two 
adults per household and 
amongst those with children 
on average they have 2 
children. 20% of households 
had children under 13yrs. 

the night.

What we know about registrants
Demographics Literacy

The data suggests we may have 
already improved water literacy 
by nearly 10% with this event.
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Who provides your tap water?

Before Water Night % After Water Night %

Council – 410 (13.9%) Council – 100 (11.26%)

Government – 599 (20.3%) Government – 211 (23.76%)

Utility – 1,601 (54.3%) Utility – 476 (53.60%)

Other – 63 (2%) (41 rainwater tanks) Other – 32 (3.60%)

Don’t Know – 272 (9.2%) Don’t Know – 69 (7.77%)

How many times a day do you touch your tap?

Before Water Night % After Water Night %

0-5 times  = 291 (10%) 0-5 times  = 185 (16%) Up 6%

6-10 times  = 1,079 (37%) 6-10 times  = 353 (30%) Down 7%

11-15 times = 739 (25%) 11-15 times = 341 (29%) Up 4%

>15 times  = 773 (26%) >15 times  = 280 (24%) Down 2%

None   = 63 (2%)

Of those participants who had selected 6-10 and 15+ tap touches 
in the registration survey, 9% claimed to use less in the post event 
survey. The number of participants selecting 0-5 and 11-15 tap touches 
increased by 10%.

The results to the survey one week after Water Night reported a 10% 
reduction in daily tap touches proving our hypothesis that Water 
Night would highlight participants’ use of their taps so that they would 
become more mindful and reduce their use.

How many times did you touch your taps on Water Night?

Before Water Night % ON Water Night %

0-5 times  = 291 (10%) 0-5 times  = 1,063 (93%)

6-10 times  = 1,079 (37%) 6-10 times  = 62 (5%)

11-15 times = 739 (25%) 11-15 times = 10 (0.9%)

>15 times  = 773 (26%) >15 times  = 6 (0.5%)

None   = 63 (2%)

Where does your tap water come from?

Before Water Night % After Water Night %

Where your water comes from - YES 69% 78% Up 9%

Where your water comes from - NO 31% 22% Down 9%

Shower Knowledge

Before Water Night % After Water Night %

A long shower is a waste - YES 97% 99% Up 2%

A long shower is a waste - NO 3% 1% Down 2%

Water Efficient Behaviours

One bucket of water is the equivalent of:

Multiple Choice Options Before Water Night % After Water Night %

A one-minute shower (9ltrs) 66% (YES) 47% Down 18%*

A Half flush (3ltrs) 42% (NO) 75% Up 33%

A tap running for 2 minutes (32ltrs) 40% (NO) 70% Up 30%

A load of laundry (50+ltrs) 68% (NO) 91% Up 23%

A half load of dishes (11ltrs) 38% (NO) 85% Up 47%

(With 99% agreeing that long showers are a waste it is clear to say the water efficiency battle is not in the shower. 
However, it’s clear from the answers to this question that despite them knowing long showers are wasteful they have 
no idea by how much and actually question the amount of water showers use).

Leaks

Before Water Night % After Water Night %

Do you have a leaking tap? - YES 6.5% (193) 93% (2,752) Down 3%

Do you have a leaking tap? - NO 3.94% (35) 96% (853) Up 3%

Treatment

Before Water Night % After Water Night %

The water that comes through my tap is treated first - YES 82% (2,416) 92% (812) Up 10%

The water that comes through my tap is treated first - NO 6% (184) 2% (17) Down 4%

Knowledge of service provider
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Learnings and 
opportunities

Promotion

Provide feedback from the 
surveys to the participants.

Provide more water efficiency 
facts and water saving actions.

Create a short video clip of 
people and their experience of 
Water Night

Arrange for a well-known singer 
to perform a jingle/theme song.

Develop a Water Night app.

Water Night events.

Incentives

Water credits

Prize draws

Shower timers

Advertising 

Bigger ‘national’ presence.

It was agreed that rates notices, 
bill inserts, newsletters etc. 
should be maximized and that 
they should include some CALD 
communications. 

‘Save the Date’ communications 
and eDMs were requested and 
more lead up communications.

SMS Reminders.

Mainstream TV and Radio.

Letterbox drops.

More face-to-face events.

Merchandising.

Water Night email signatures 
for all sponsors, supports and 
partners would be beneficial. 

Timings 

Event duration – feedback 
requested the event be held 
more often, biannual, quarterly 
or monthly and definitely for as 
long as 24hrs to include more 
daytime hours. 

It was also suggested that a 
weekend may be better.

We need to ensure all 
communications reflect the 
same time period whatever the 
time zone.

We must contact all schools 
early 2021

The event 
was met with 
very positive 
feedback with 
93% saying 
they would 
do it again in 
2021 
and 93% saying they would 
recommend it to a friend.

18% of 
participants 
were left with 
full buckets, 
57% with half 
full buckets 
and only 25% 
completely 
empty 
Water Night is not a water 
deprivation exercise but a number 
of participants fed back that the 
event was perhaps too easy and 
should in fact be longer so that both 
water use and tap touches would be 
felt more distinctly.

The question did not ask if it 
was easy to stop touching their 
taps which may have provided 
a different answer since 30% of 
people had to use a tea towel to 
stop touching their taps, 4% used 
a tap guardian and the majority 
used a combination of tape, towels, 
guardians and more – so a barrier 
to the taps was required to do the 
activity.

72% 
said their water night 
experience was easy. The 
feedback on the collateral 
and website was also very 
positive which suggests 
undertaking Water Night was 
very easy to do. 

Event Night
Feedback was collated from participant post event surveys and 
from sponsors and supporters from which we have identified the 
following insights and opportunities for 2021.
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Other 

Staff Activations (walking the 
talk) – organisations found it 
challenging to get their staff 
motivated to do the event 
before WN and even to register 
– need an incentive in 2021.

Research extensions.

Go International.

A more definitive approach 
to calculating participant 
water usage data and any 
water savings related to Water 
Night - pre- and post-event. 
Short and long term. Further 
consideration to be given to 
benchmarking and who might 
be good partners to develop 
this with.

Potential sponsors/
supporters

Ambassador should be more 
of a household name and 
recognizable amongst the Z 
and Y audiences e.g., Miriam 
Margolis / Celeste Barber.

Connect with manufacturers of 
products with water efficiency 
credentials like Finish, Bosch 
and Colgate.

Engage SAWM licensees earlier.

Pitch sponsorship and 
co-partnering to national 
retailers like Aldi, Coles and 
Woolworths.

Extend promotion to religious 
and community groups.

Expand upon an aboriginal angle. 

Schools 

Schools program and 
communications - schools 
and education centers were 
very eager to take part, but 
again our engagement was 
too late to make the most of 
this – in 2021 it was suggested 
we contact schools at the 
beginning of the term before 
water night. A school activation 
to be considered during the 
school day to tease schools to 
participate. Icon had planned 
a competition we will look into 
options for 2021.

Toilet door posters.

Water story books – Tweed 
Shire Council saw more success 
with the schools as a result 
of supplying the booklets to 
schools for their libraries.

Media 

Ensure there are registrants 
lined up for media in every 
region.

Confirm post event media.

Conduct post event polling/
vox-pops/research.

Multi audience messaging 
should be completed and 
agreed earlier with as much 
personalization for the popular 
mainstream metro/regional 
radio and TV as possible.

Media release must always be 
audio and in writing. 

Social media 

Facebook Event – need to 
ensure this is set up way ahead 
of event and maximise this.

Extend co-hosting of the 
Facebook event to all sponsors 
and co-hosts.

Consider how we maximise 
TikTok songs and inspire the 
same kind of video activity on 
Facebook and Instagram so that 
video content can be shared.

Re-purposed TikTok influencer 
content resonated well with our 
audience. Maybe create a series 
of assets in a similar style to 
extend reach and drive further 
traffic to the website.

Build a content series around 
the bucket decorating 
challenge and support with 
paid media to drive user-
generated content. 

Increase paid media budget to 
generate further awareness & 
traffic to website.

TikTokers - would be good to 
have a bigger national following 
over international following.

Social campaign for Gen Z 
should be better focused on 
amassing awareness than 
registrations. 

Surveys 

Refresh and tighten the survey 
questions. 

Make the marketing opt-in 
clearer.

Make the terms about 
accessing registrant water 
usage data from their supplier 
for analysis clearer in the terms 
and conditions. 

Website

Add captions to the intro video 
on the website for people 
without sound. 

Find an alternative to PDFs for 
downloads to make search 
marketing more successful.
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Conclusion 

The Water Night proposition 
was compelling enough to 
motivate over 3k households 
to face their water using auto 
pilot – even those people 
who considered themselves 
very water efficient. 85% of 
registrants took a pre-event 
survey and a 25% completed 
the post event survey so we 
have some robust data to learn 
from. Registrants were really 
engaged so much so that 93% 
said they’d do it again and 
recommend a friend!

The experience proved to be 
immersive and easy for most people 
to undertake. Some suggested 
the challenge should be longer or 
during school and business hours 
so more people could participate 
outside of the home. Others 
suggested it should be run multiple 
times of year during different 
seasons.

Water mindfulness needed a little 
explanation in a few instances 
when it was thought to mean 
being water efficient or to use less 
water. This seemed to correlate 
with buckets and mentions of 12hr 
survival challenges featured in a few 
supporter campaigns.

Our aim was for all 9 million 
households to take part which of 
course was a massive ask given 
we did not have large water 
utility support in Victoria, much 
of Queensland and Sydney. We 
were also hampered by COVID 
restrictions, executive changes and 
elections in many states reducing 
the scale of the communications 
we could deliver 1:1. This year our 
key focus was building awareness 
amongst households and Gen Z as 
opposed to schools and businesses.

Despite the restrictions, we had 
household registrations from 
every state. Of them, 2,690 were 
from Western Australia. Water 
Corporation delivered a significant 
multimedia campaign to their 
entire customer base including 
sponsored radio reads, direct and 
indirect eDM campaigns (totalling 
410k eDMs), ministerial support and 
substantial social activity during the 
campaign fortnight. Not to mention 
face-to-face events at 3 shopping 
centres for the 2 weekends prior 
to the event. Delivering direct 
emails to customers and following 
up with them with additional 
communications on radio, in press 
and social media (alone getting 
reach of 915K) definitely returned a 
great registration rate in Western 
Australia. Feedback has been really 
positive from participants overall. In 
the West, the only point raised a few 
times was to ensure reminders and 
start times for the event reflect the 
different time zones.

Water Night achieved 3,417 
household registrations 
representing 6.3K adults and 
2.1k children. Based on the 
fact that campaigns like Planet 
Ark’s National Tree Day receive 
signups 7K per annum on 
average and WaterAid’s Water 
for Life campaign approximately 
4.5k, we felt the campaign 
was a success from a sign-up 
perspective for year one.

We launched the campaign with the 
website on September 1st but the 
real momentum was between 7th and 
22nd October. 
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Further data analysis into the water 
use data for each participant before 
and after the event should give us 
a view on whether participation in 
Water Night has had an effect on 
reduced water demand outside 
of seasonal changes. This analysis 
may also help to determine in 
pocket savings for households 
longer term. Data from each water 
supplier is so different it has been 
difficult to determine much more 
than a benchmark for pre water 
Night Water Use for 30% of our 
participants at most. This is an area 
to develop as we go into year 2.

Overall, we are delighted with 
how the inaugural Water Night 
went. All of the supporters from 
this year are eager to participate 
again with many others eager 
to join in the campaign. We 
will need some significant 
partners and budgets to create 
the national awareness we 
need to penetrate all 9 million 
households but 2021 is shaping 
up to be a fantastic year for 
Water Night and maybe even as 
an international initiative.

6.4k views were of the collateral 
and FAQ pages with many of the 
materials being downloaded for 
the night. The most downloaded 
materials from the Water Night 
website were the Water Saving 
Facts and Water Saving action 
flyers. The supporting Smart 
Approved WaterMark site also 
had 21k page views of water night 
content - 52% about schools, 27% 
about registration and 6% about 
sponsorship.

Certainly, our results suggest 
as much as a 10% increase 
water literacy (questions about 
where their water comes from, 
if it is treated, leaks and water 
wasting showers) and at least a 
23% improvement of knowledge 
regarding the quantity of water used 
for simple water using behaviours. 
The results to the survey one week 
after Water Night reported a 10% 
reduction in daily tap touches 
proving our hypothesis that Water 
Night would highlight participants’ 
use of their taps so that they would 
become more mindful and reduce 
their use.

There are some good learnings 
about the data we collected and 
how it could be improved in future.

Indicative testimonials from 
participants suggest Water Night 
may have led to an increase in their 
perceived value of water at least 
their increased awareness of their 
mindless reliance on their taps, 
however further research and focus 
groups would really help to prove 
this.

Year 2 focus will see a 
significant drive to connect with 
manufacturers, retailers and 
organisations with connections 
or policies with regards water 
in order to broaden our national 
awareness. We had some excellent 
regional support from sponsors 
like Tamworth Regional Council 
and Tweed Shire Council but could 
really benefit from some national 
partnerships to get the message 
home.

Year 1 has delivered participants 
from all generations and from 
households with a number of 
generations represented. 20% of 
registered households had kids 
under 14 and 1,300 households 
were adults over 55yrs only. We 
had higher engagement amongst 
the older households who had 
previously suggested they would 
not want to take part which is 
very encouraging. The older 
demographic is more aligned to 
traditional media and more likely to 
complete registrations than the less 
represented Gen Z group. 71.8% of 
household registrants were female.

Our data suggests Water Night 
has helped promote great 
habits and water awareness in 
time for summer 2020. We had 
over 64k page views at www.
waternight.com.au  
90% of survey respondents felt 
the website was really useful. 

These posts and social activities 
cannot be connected to 
registrations, but we think 
these ambassadors helped gain 
significant interest amongst the 
Gen Z and social audiences who 
do not traditionally register for 
events such as this. Gorgi’s posts 
and reach and engagement were 
very cost effective ($0.13 and $0.16 
CPM). The TikTokers were too when 
you consider they cost less than 
$1,000 dollars each to engage. In 
future years we hope to extend the 
scope for TikTok and social to more 
light viral orientated campaigns 
to raise awareness as opposed to 
registrations amongst Gen Z.

Other significant activities 
that generated engagement/
registrations outside of the Water 
Corporation campaign were the 
WaterAid, AWA and SAWM eDM 
campaigns, Costa Live Facebook 
event, the SAWM social media 
posts, Tamworth Regional Council 
bucket workshops and press as well 
as Tweed Shire Council radio and 
press efforts.

Our seed funding of $82,500, the 
extensive SAWM resources and 
additional supporter media spend, 
helped deliver 1:1 campaign eDMs of 
over 666k, with social engagements 
totalling 1.5 Million (plus the 174K 
likes generated by TikTok), 18 press 
articles, 10 radio interviews and 8+ 
TV mentions.

This was good for schools too, 
although we believe opportunities 
with schools were likely missed with 
the release being published during 
the school holidays with too little 
time to implement in lesson plans 
in the later part of October pre-
event. We will connect with schools 
nationally a term or two earlier in 
2021.

Australian Water Association (AWA) 
suggested that their National Water 
Week initiative had never been 
bigger or as popular with the media 
thanks to Water Night. This is a 
great for all concerned as well as the 
water industry.

Our ambassadors helped to extend 
the reach of our campaign. Costa 
Georgiadis was the most engaged, 
even hosting a live Facebook event 
to over 4k viewers on the night - 
later viewed a further 4.5k times. 
35% of our registrants (according to 
our post event surveys) related to 
Costa, 19% for Jane, 12k for Sophie 
and only 5% for Gorgi Coghlan in 
fact 82% didn’t know her at all. We 
believe this is because Gorgi has a 
more extensive following on social 
platforms especially Instagram. 
The posts with her involvement 
generated significant social clicks 
and reach which we believe along 
with the TikTok Influencers (who 
have a massive 8 million following 
and garnered 175k likes for the 
campaign), fuelled the website 
traffic during the campaign period. 

Timing of the 
event as part 
of National 
Water Week 
was a success 
with many 
sponsors 
embracing 
Water Night 
as their hero 
National 
Water Week 
activity 
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specialist Pollinate. The data was independently reviewed by Institute for Sustainable Futures, 
University of Technology Sydney.

40 


	_Ref56113763
	_Ref56113819
	_Ref56113896
	_Ref56113913
	_Ref56113957
	_Ref56113987
	_Ref56114003
	_Ref58844069
	_Ref56114045
	_Ref58872976
	_Ref56114034
	_Ref56115491
	_Ref56153409
	_Ref56115643
	_Ref56115773
	_Ref56115799
	_Ref58251343
	_Ref56115879
	_Ref58251398
	_Ref66365595

