
Delivering 
Value

June 2022



2

Introduction
Vision

For all Australians to be conscious of their relationship 
with water - valuing, understanding and using water 
efficiently in order to conserve more and waste less

Purpose

We lead the way as an independent knowledge resource 
and advisory hub for the education, facilitation, and 
adoption of a more conscious and efficient approach to 
water use in Australia – we are proudly not for profit.



Objectives

Understanding Water Attitudes 

Improving Water Literacy

Facilitating Water Efficiency

Raising Water Awareness

Understanding Water Consumption
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Smart Water Thinking



Our Networks

5

WSAA Members Local Councils and 
Water Utilities

Product 
Manufacturers

Industry Associations and 
Not for Profit Organisations
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By providing the nation’s only water efficiency label - we 
make it easier for Australians to find water efficient 
products and services so they stop to ‘think about water’ 
when shopping.



Established in 2004

The only independent certification program for 
water efficiency that provides a third party 
assessment of your water saving claims

Certified licensees gain market advantage by 
adding the label to their websites and packaging 
not to mention additional promotion (direct and 
indirect) championing their products and services 

Its the established mark of eligibility for rebates 
during times of restriction and drought

It is the criteria you have to have to gain Waterwise 
endorsement in Western Australia

No membership requirements or hidden costs

The multiple licence offer exists to make it cost 
effective to apply for ranges vs single products



Exclusivity

Only products or services that meet these 
criteria can apply;

Must save water

Does what it says on the box

Meets Australian Standards

Environmentally Sustainable

Applications are judged by our Expert Panel 
comprised of six members and an independent 
chair representing international expertise. 

Guidelines are provided for multiple product & 
service categories
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Raising Awareness and 
Facilitating Water Efficiency



Brand Awareness – Water Industry/LGA

As a not for profit we do not offer marketing services or bespoke broadcast campaigns for 
the scheme, we rely on our network, subscribers and licensees and the water industry to 
promote the scheme

For the water industry, the scheme provides a national mechanism to identify water saving 
products and services. This is proven to be an effective tool to simplify any water efficiency 
rebate programs or implementation schemes

WELs promotes the scheme online
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In partnership with Water Utilities 
and Councils we have the SAWM 
Logo and benefits of the scheme 
promoted to communities all over 
the country



Brand Awareness – Industry Partnerships

We have developed many partnerships since 2004 to promote the scheme
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For over a decade we have delivered 
the Waterwise Products Program on 
behalf of The Water Corporation WA 
so that only products approved by 
Smart Approved WaterMark can gain 
additional endorsement and 
promotion with Waterwise.

In 2018 we worked with SPASA to co-
create the Climate Care initiative 
helping them include a water 
efficiency component to their 
sustainability program – SPASA 
members with SAWM accreditation 
would be eligible for Climate Care

In partnership with the Alliance for 
Water Stewardship, we launched the 
‘Water Stewardship Households’ 
initiative in 2020. Marketing 
exposure for this partnership has led 
to increased awareness of the 
scheme amongst participants.

We have worked with WaterAid for 
the last 4 years to support their 
Water Challenge and in turn they 
have promoted Water Night and 
SAWM with their supporters.



Brand Awareness – Third Party PR
As a not for profit we do not offer paid PR campaigns for the scheme, we rely on our 
network and associations to share our articles and function
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We have regular spots 
in the WSAA, AWA and 
IAL Journals. And look 
for as much free PR for 
the scheme as 
possible…

We also rely on current 
licensees taking full 
advantage of the 
brand to ensure their 
customers and 
prospects know all 
about the scheme as 
part of their market 
advantage



New Websites

Since March 2022 we have two sites that 
feature SAWM content

The SAWM product listing site has been 
simplified for a better customer experience 
and to provide clearer opportunities for 
licensee content

The TWC site is intended to be more B2B

We publish news articles on both our TWC 
website and the SAWM site when we get 
new content, case studies, testimonials etc 
from licensees 

TWC site viewership to be confirmed

SAWM Site 10,000+ web visits per month



Scheme & Product Promotion 
eNews

We write and post news articles on our website 
whenever we receive new content, case studies, 
testimonials etc from licensees 

We will post and share licensee updates, 
promotions, insights, introductions and more. 

We can run features/case studies about your 
organisation and the story of your product in video 
format as well as for publishing

Monthly consumer eNews offers modules 
for promotions, insights and introductions

Audience: 19,000 subscribers

Monthly stakeholder eNews offers modules 
for insights, partner introductions and articles

Audience: 900 subscribers



Scheme and Product Promotion 
Social
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Product Placement 
Blue House

An interactive video that immerses visitors in 
a world of water wise living 

Over 5000 visitors, spending over 2 minutes 
in the house from over 230 global locations 
to date…

Licensees featured throughout



Product Placement 
Competitions

Running promos since September 2017

Promoted to at least 23K contacts – most 
popular promo nearly reached 50K

Positive feedback from entrants and winners

Social Sharing by fellow licensees and water 
corps adding to the buzz – most successful 
comp had 53 organic shares resulting in an 
additional audience of 4k contacts



Brand Awareness – Consumers
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This independently assessed Water Efficiency 
Certification is without contest in the market

We are investigating opportunities with big 
retailers to promote water efficiency and to 
introduce the merits of SAWM to their 
customers which will definitely help awareness

Our research shows all water behaviours are 
borne of habit 

And, that there is a stark contrast between the 
water people think they use versus actual use

Programs like SAWM are key to changing 
water mindsets and behaviours



However, like many sustainability brands 
SAWM still has little recognition amongst 
everyday Australians

We leverage the annual, industry funded, 
water awareness campaign ‘Water Night’ to 
provide an experience, education and 
solutions to water use in the homes of 9 
million Australian households

SAWM is a key component on the ‘Beyond the 
Tap’ section of the 2022 campaign and 
opportunities exist for licensees to gain 
national media coverage by sponsoring and 
providing product for promotions
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Brand Awareness – Consumers



Industry Funded Campaign 
Water Night

Encourage Australians to use water more 
Sustainably

Drive awareness of Water Night and 
encourage participation.

Reach 9 million households across Australia

To increase education and perceived value of 
water

Motivate Australians to Take Action Now and 
break the habit of unconscious consumption
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Water 
It’s life in 
every drop

We are encouraging Australian households to not use their 
taps from 5pm to 10pm on Thursday 20th October this 

National Water Week 2022
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Increasing everyone’s perceived value of water is key to 
conserving more and wasting less. We want to work with 
you and your community to achieve that.

Chris Philpot, CEO The Water Conservancy



To apply for certification:
michelle.thompson@thewaterconservancy.org

mailto:michelle.thompson@thewaterconservancy.org


Endorsements



Endorsement
“I felt that having that external 
certification would give additional 
credibility to our products and the 
claims that we make. I think it looks 
legitimate and that it is very beneficial 
and an additional help in convincing 
customers that the product is worth 
investing in.” 

Michelle Di Micco, 
Marketing Manager, Hoselink



Endorsement
“Having products approved from an 
independent body that can see the 
value in the product and the brand itself 
is a way of communicating to the 
marketplace; so there's the partnering 
of the marketing but also the weight 
that an independent tester carries. If you 
don’t do it, then you’re not highlighting 
the worth of your products as best you 
can.”

Socrates Cromdos, National Sales and 
Marketing Manager, Rain Bird



Endorsement
TerraCottem has been working with 
Smart Approved WaterMark since 2005 
to differentiate its products as water 
efficient in the horticulture industry.

National Manager, Tarrant Baguley, 
described the value that the Mark 
provides TerraCottem, “Applying to 
Smart WaterMark provides us with 
differentiation from other technologies 
in the marketplace. It’s a form of 
accreditation that’s shows we’ve actually 
put our money where our mouth is while 
other products in the marketplace 
haven’t.” 

Tarrant Baguley, 
Terracottem


