
Campaign Overview 



Pre-Campaign 2013 

Prepare For What We Know Is Coming 
Developed based on ORC poll results: 
1. Demonstrate that California American Water cares 

about the environment, community, and its customers. 
2. Help customers save money by sharing water-and cost-

saving information and tools. 
3. Show customers that California American Water is 

driving tangible progress on the Monterey Peninsula 
Water Supply Project. 



Pre-Campaign Initiatives 
Caring for Our Environment 
• Boys & Girls Club Water-Wise Campus 
• Pacific Grove Lighthouse Preschool Garden 
• School Rain Barrels & Watering Cans 
• San Clemente Dam Removal Spring Gear-Up 
Caring for Our Community 
• Installed water bottle refilling stations 
• Training grants for first responders 
• Collage scholarships for local students pursuing 

environmental science degrees 
Caring for Our Customers 
• Water Conservation & You  
• Water Wise House Calls – Walk & Talk 

 



Pre-Campaign Media  
Progress on the Monterey Peninsula Water Supply 
Project The Solution is Now in Sight 

• Mailer 
• Bill Insert 
• Email Blast 
• Print Advertisement 
• Television Advertisement 

Endless 
• Television Advertisement 

Boreholes 
• Email Blast 
• Print Advertisement 

Reliable 
• Email Blast 
• Print Advertisement 

The Solution is Now in Sight Television Advertisement 



Pre-Campaign Results 
Reached California American Water customers 
through a variety of methods 

• Street teams reached 4,000 homes 
• Mailers and bill inserts each reached over 33,000 

customers directly  
• Advertisements saturated television and newspaper market 
• Publicized programs received considerable media coverage 
• Each email blasts were delivered to ~6,000 people 

•     31% - 50% open rate   

• Social media proved effective, especially with 3rd-party 
involvement 

• Participation in community events ensured in-person 
messaging 



Campaign Timeline 
– December 

• General Consultants Terris, 
Barnes & Walters hired 

• Budget established 
– January 

• Consulting team assembled 
• Day-to-day manager Paul 

Higgins hired 
• First mobilization at MPWMD 

Board Meeting 
– February 

• Research: Polling and focus 
groups 

– March 
• Campaign Plan written and 

finalized 
• Ballot letter assigned 
• Opposition research up and 

running (VR Research) 
 

 

– April 
• Lawsuit won over ballot title 

and summary 
• Mail & TV launched 
• Field Campaign launched 
• Tracking poll to gauge 

campaign progress 
• Focus groups to guide May 

media 
– May 

• Voter contact reaches peak 
• Second tracking poll to 

measure progress 
– June 

• Get-Out-the Vote operations to 
turn out No on O voters 



Election Results 

– 45% Yes – 10,897 votes 
– 55% No – 13,230 votes  
– 24,127 total votes 

• Projected 28,435 total votes 
  



Field 

Fieldworks Inc. (Non-Latino) and 
Ramos/Uranga (Latino Field) 

– Main program  
• 4 pass program 

– 3 pieces of literature 
• 49,084 doors knocked 
• 15,208 total contacts 

– Latino Program 
• Targeted Latino field operation to ID and turnout voters 

– GOTV 
• 2 pass program  

– Door-hanger 
• 4,282 doors knocked 

 



Social Media 

Trilogy Interactive 
– YouTube 

• 100,054 total views of three TV spots 
– Ads 

• Google Ads – more than 12 million banner ad 
impressions 

• Facebook Ads – more than 6 million social ad 
impressions 

– Website 
• 27,709 unique views 

– Email outreach program 
• Email blasts targeted to registered voters and IDs  

 



TV 

Putnam Partners 
– 3 TV Spots  

• “Mayors” 
• “Felton” 
• “All” 

– “Mayors” and “Felton” well received in focus groups 
– “All” combined arguments for strongest testing 

message 
– Ad Buys 

• “Mayors” – 1845.2 Total GRP 
• “Felton” – 1864.3 Total GRP 
• “All” – 1658.9 Total GRP 

 



TV – “Mayors” 



TV – “Felton” 



Mail 

Terris, Barnes & Walters  
–17 pieces of mail 
–  88% reported receiving mail in 5/15/14 

poll 
–  Well received in focus groups 
– Provide variety – cover strongest 

messages 
– Coordinated mail with TV program 



Mail – “Water” and “Smoking” 



Mail – “Felton” 



Earned Media 
– Endorsements 

• Mayors 
• Board of Supervisors 
• The Herald 
• The Pine Cone 

– Editorials 
• Congressman Sam Farr, Dave Potter, and others 

– Letters to the Editor 
• Strong LTE program 
• Show support for mayors 

– Not letting opponents frame Measure O about 
Cal-Am 



Key External Factors 

– Editorial Board changes at the Herald 
producing more favorable coverage and a 
No on O editorial 

– Mayors  
• Timing of mayors’ involvement led by Carmel 

Mayor Jason Burnett 
• Participation in TV and mail 

– Ballot language 
• Legal challenge and win producing much more 

favorable language in the ballot handbook 

 
 
 



Lessons Learned 

– Early polling and focus groups established a clear 
road map 

– Creating and executing a detailed campaign plan 
– Starting well before our opposition allowed us to 

define the measure 
– Outshouting the opposition allowed us to control the 

dialogue 
– Staying disciplined with our message and not 

engaging with the opposition on Cal-Am issues 
– Using every medium that made sense to reach 

voters 
– Sizeable ground operation and community outreach 

so we weren’t beaten on the streets 
– Working with a client with good political instincts, 

quick decision-making abilities, and trust that the 
right team had been hired to run the campaign  
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