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· I want to share with you a politician’s view of how consumer water demand can be changed. American water consumers have an expectation of unlimited supply at modest cost. Seattle has rainy winters, which make people even more careless about water waste.
· For a decade, from 1993-2003, I served on the Seattle City Council and was the Councillor responsible for water services and water resources. Seattle is the major metropolitan area in the upper left hand corner of the map of the United States.

· Seattle’s water system is operated by the city government and serves 1.3 million people. We draw water from two rivers high in the mountains. Rainfall and snowpack in our mountains are highly variable, and are threatened by climate change. We count on our reservoirs to fill in the winter and be drawn down during the summer.

· What are Seattle’s water challenges? First, a growing population, growing demand and limited firm supply. Second, the seasonality of supply and demand. And third, salmon have been declared an endangered species in our region.
· Here’s what the city’s water supply challenge looked like in 1990. Our annual water use was bumping right up against the limits of our firm yield.

· And here’s our seasonality challenge. The blue rainfall line shows that average rain and snowfall is high in October to March, lowest in July and August. The yellow line shows water consumption, which peaks in July and August when everyone wants to water their lawns.

· And our salmon challenge – Salmon return from the Pacific Ocean to our rivers in the late summer, just when rainfall is lowest and water consumption is highest. The salmon need strong flows in the rivers in the fall if they are going to be successful in swimming upstream to their spawning areas.
· Facing these challenges, Seattle began looking at conservation as a water supply strategy. We reasoned that developing a new water supply source is high risk, high cost, and requires a lead time of probably 15 years. Conservation seemed a cost-effective way to delay the need for a new water source. At the same time, conservation offered the environmental advantage of improving river flows for fish. If we could reduce water use, this would also help us to manage the uncertainties associated with climate change.
· Developing our water supply and risk management strategy involved three steps. First, a rigorous analysis of the potential for saving water in our system. Second, building public acceptance by reinforcing important community values and “giving water efficiency a face.” Third, implementing mutually-reinforcing conservation programs.
· The first step was analysis. Seattle undertook a Conservation Potential Assessment which identified and evaluated a whole range of cost-affective water savings measures. Based on this analysis, Seattle adopted a goal of reducing water consumption 1% per person per year for the first 10 years. A second-phase of the Conservation Potential Assessment in 2004 evaluated 135 additional measures and has identified additional water savings through 2030. The various programs are flexible – they are ramped up or down and re-targeted as conditions change.
· The second step focuses on community values. Most of Seattle’s people are newcomers – they work for Microsoft or Starbucks or Boeing. They don’t remember when salmon thronged in the rivers and fishing was Seattle’s primary industry. But surprisingly, the story of the salmon and their heroic journey from the ocean back up to their natal rivers has emotional appeal to the new urbanites. The salmon life cycle helps focus water savings in the summer, when environmental flows are most needed.  So the water utility launched a social marketing campaign that celebrated the historic salmon runs and made “saving salmon” a key motivator for water conservation.
· Some people are motivated to save water in order to reduce their water bills. But most people don’t change their ways unless you can appeal to more than just their pocketbooks. Similarly, any mother of teenagers can tell you that merely scaring and scolding people isn’t effective in producing positive behavior change. I believe water managers must find or create appropriate local values and symbols as a focus for social marketing to have a real impact. Salmon is the icon that works in Seattle, but I imagine most cities have a water bird or plant, or perhaps a local legend, a tradition, a seasonal festival which water managers could build on to create a powerful motivator.
· With strong motivation, Seattle began to tap the sources of water savings. The water utility realized that it had to lead the way by reducing unaccounted-for water. That meant aggressive leakage control, relining and covering in-city reservoirs, and changing some unnecessary rinsing and flushing practices. Non-revenue water was reduced from 15% to just under 5% this year.

· All Seattle water use is metered and billed by volume. Our tariff system was re-designed with seasonal rates that are higher in summer and an inclined block for residential customers. There is even a punitive third tier in summer for especially wasteful consumers. Politically, that high tariff is only possible because people connect it with “saving salmon.”

· Seattle implemented hardware and plumbing upgrades in homes and businesses by providing rebates and incentives for better fixtures. Working with commercial customers, Seattle targeted single-pass water-based heating and cooling systems. In partnership with energy companies, Seattle worked for hot water savings. For example, efficient dishwashers, steamers and sprayheads were marketed to restaurants, and efficient sterilizing equipment and laundries were marketed to hospitals and medical centers. I think these are all measures you are familiar with. The challenge is in getting busy people who have other business and personal priorities to participate. So participation in these programs involved an appeal to save salmon – as well as financial incentives. Toilets are especially water-wasteful in the US.  The success of Seattle’s program to get people and businesses to recycle their old 6-gallon toilets and replace them with models using 1.5 gallons or less is directly linked to “saving salmon.” We haven’t left out our poorer citizens. The water utility has replaced toilets and washing machines in thirty-thousand units of low income housing as a direct subsidy.
· Finally, we needed to address the wasteful gardening behaviors of residents who were used to watering their lawns every day in the summer. Seattle water managers developed a partnership with garden stores and landscapers to develop and market new gardening practices. Salmon-friendly gardening is now marketed through garden shows, DIY stores, garden advice columns and talk shows. The partners have made drought-tolerant plantings and less dependence on chemicals the new standard. 
· I view responsible consumer behavior as a pivotal demand-side asset. As such, a maintenance program for consumer behavior is as important as maintenance for pipes and valves. Seattle has a number of strategies for keeping people aware of the need to save water to protect salmon. Every summer, the water utility runs advertising campaigns to promote water-saving practices. 

· Annual community stream restoration work parties enlist hundreds of volunteers.
· We try to ensure that every school child learns about the salmon …
· And understands the link between our everyday water use and salmon survival.

· Outdoor sculptures and murals celebrate salmon throughout the city.

· I’ll close with a couple of charts on water savings achieved so far. We are still on the journey, but we have extended our existing water supply for 50 years, made our citizens and politicians happy with recognition for work well done, and provided a measure of insurance against the risks of climate change. And there is water in the rivers for fish.

· Seattle has reduced its water demand by 50 mgd since 1990 – that’s in a system with 175 mgd of firm supply. The green shows the results of price signals, the red is plumbing regulations, the white is all the different conservation measures, and the blue is non-revenue water savings.
· Looking farther back to 1975, this chart shows population growth going up, and total water consumption holding steady or going down.
· In terms of average consumption per capita, the trends are dramatically down. These figures combine domestic and commercial/industrial water use. Seattle still hasn’t reach European efficiency standards for household water use, but we are working on it and are optimistic about our progress. 

· Back to the water demand chart I showed you at the beginning, in 1990 we were bumping right up against our system firm yield.

· Here we are today, with demand dipping way down in response to the appeal to save salmon by saving water.
· Our new forecast, with conservation measures programmed through 2030, is that Seattle won’t need a new water source before 2045. We expect to extend that even further, as we introduce rainwater harvesting and perhaps dual water systems for households.
· And that’s enough to make the salmon leap for joy.
See www.savingsalmon.org
