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Strategic framework development
Strategic framework development
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Premium 
water: It’s 
what’s on 

tap

Yet many people don’t realize that the water 
that comes straight from their tap is safe, 
reliable and cleaner than what they can buy 
off the shelf. 

Let’s educate and advocate for the Santa Ana 
Watershed’s own liquid gold and dispel myths 
that tap water is anything less than the best. 
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Objectives

• Build trust in water safety
• Increase consumer confidence through 

education
• Decrease stigma of recycled water
• Promote efficient usage of tap water to 

ensure water reliability for the region
• Proactively position SAWPA and the 

water agencies that provide drinking 
water within the watershed
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Highest 
performing 
blog posts 

February 2021: Water 
Worker Appreciation
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Highest 
performing 
blog posts 

March 2021: Women in 
Water
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Ad campaigns

• Monthly ads 
and boosted 
posts to grow 
Facebook 
audience

• When you see 
our ads, please 
share!



Your SoCal Tap Water blog and 
social media analytics 



10Your SoCal Tap Water blog analytics

• Active users: 5,711

(up from 4,178 in 2020)

• Sessions: 6,500

• Views: 14,658

• Engagement rate: 92.43%

• Engaged sessions: 6,036



11Blog analytics overview 

Top five geographic locations for website users

Website Insights FY 20/21 

City Number of users

San Bernardino 733

Los Angeles 557

Rialto 139

Roseville 139

San Diego 137

58%39%

3%

What type of device are your users 
accessing your site on? 

Mobile Desktop Tablet



12Blog analytics overview 

Top five source/medium for site user 

Website Insights FY 20/21 

Source/Medium Users Sessions Avg. time per session 

m.facebook.com/referral 2,401 2,511 19 seconds

Google/organic 1,418 1,698 52 seconds

Direct/none 1,188 1,491 31 seconds

l.facebook.com/referral 191 232 1 minute 44 seconds

Baidu/organic 135 135 58 seconds
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13Facebook analytics 

• Total Page Likes: 234 

(started at 0 with relaunch)

• Total Posts: 134

• Total Reach: 165,793

• Total Impressions: 28,900

• Total Engaged Users: 1,366

City Number of followers
Los Angeles 74
Long Beach 9
Anaheim 7
Corona 6
Santa Ana 4

Top five geographic locations for Facebook followers
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FACEBOOK DEMOGRAPHICS 
18-24 35-44 45-54 55-64 65+
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Facebook weekly 
post examples



16Your SoCal Tap Water Facebook top post 

Total reactions:
253

Total reach:
1,981

Boosted:
Yes, for $25

Cost per 
engagement: .08



17Twitter analytics 

• Total Page Likes: 1,142

• Total Posts: 134

• Total Impressions: 45,238

• Total Profile Views: 1,125

Month Tweets Impressions Profile Visits
December 2020 13 5,308 134
March 2021 16 7,303 113
July 2021 12 5,111 308

Twitter Highest Performing Months 
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Twitter weekly 
posting examples



19Your SoCal Tap Water Twitter top post  

Total impressions:
1,512

Total retweets:
2

Likes:
3



20Social media and website recommendations based 
on analytics

• Gear specific messaging to the 45-54 age bracket – it is the 
largest demographic following shown on Facebook.

• Continue to boost posts monthly; particularly posts that link to 
the blog to promote more site visitors.

• Consider purchasing digital media ad space through Google Ads 
to further boost the website's presence, clicks and visitors.



2021/22 Content Development



22Next Steps 

1) Content brainstorm: Let’s discuss content ideas for the coming 
year that you’d like to see covered in the blog and social media.

2) Next, we’ll develop an updated master content calendar with 
themes outlined for each month and share with SAWPA and all 
partner agencies for review and approval. 



Any questions?

Thank You!


