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OVERVIEW
• DIRECT MAIL DIGITAL BOOST

• Mailer

• Digital Boost Features & Ads

• Campaign Stats

• DROUGHT SURVEY

• OTHER OUTREACH EFFORTS
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DIRECT MAIL DIGITAL BOOST

WHAT IS IT?

An engagement tool that uses print and digital 
ads to reach customers

• Direct Mail + Digital Ads

• 1 Direct Mail piece = 8-16 touches/campaign

HOW DOES IT WORK?

Customers receive direct mail and digital ads 
simultaneously. Multiple touch points increase 
awareness and potential for interaction. 

• Campaign is tracked for 30 days 
(from date of mailing)

• Touch points (i.e. mailer, digital ad, website)



DIGITAL 

BOOST 

PROGRAM 

FEATURES

Pre-Mailer 

Digital Ads

Mail

SocialMatch. Digital ads on Facebook and Instagram are 

served to your mailing list before your mail is delivered.

Mail Tracking. Tracking exactly when 

your mailing will be arriving in 

mailboxes on a per piece level.

Informed Delivery. Your mail piece is 

accompanied by a full color, clickable 

ad within the grayscale email preview 

sent by the USPS.

Website

Online Follow-Up. After leaving your 

website, prospects will see your ads 

throughout the Google Display Network, 

driving them back to your website.

Social Media Follow-up. Continue 

the touch points of your ads by 

displaying them on Facebook and 

Instagram feeds.

Campaign Accelerator. Google Display Network digital ads 

are served to your mailing list before your mail is delivered.

Post-Mailer 

Digital Ads



DIGITAL ADS
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FACEBOOK AD

GOOGLE AD

GOOGLE AD
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DIGITAL BOOST:

CAMPAIGN STATS

DIRECT MAIL
Sent: October 6, 2021

Received: October 8, 2021
• Pieces mailed: 64,987

• Confirmed delivery: 64,170
• Delivery rate: 99%

Content (English/Spanish) included:

• Current drought conditions

• Top water-saving resources

• Drought-ready tips

• SCV Water’s Planning & supply investments

• Share how you’re saving

• Drought survey (English/Spanish)



DIGITAL BOOST:

CAMPAIGN STATS

DIGITAL ADS ENGAGEMENTS

(ad clicks)

Campaign Accelerator 127,465 517

SocialMatch 9,150 30

Social Media Follow-Up 15,210 44

Online Follow-Up 124,358 11

TOTAL 276,183 602

UNIQUE WEBSITE 
VISITORS

6,200

DIGITAL
Campaign: Oct. 6 – Nov. 5, 2021

Digital ads: 276,183

Mail pieces: 64,815

TOTAL CAMPAIGN ADS: 340,998



SURVEY RESULTS • NEARLY 90 RESPONSES

• 95% ”VERY OR MODERATELY” AWARE OF 
DROUGHT

• NEARLY 54% HAVE TAKEN ADVANTAGE OF ONE 
OR MORE AGENCY RESOURCES

• Top responses: drip irrigation conversion and smart 
controller rebate

• CUSTOMERS REPORT WATER SMART HABITS

• Full loads of laundry; turn off faucet when brushing; turn 
off sprinklers after rain; find/fix leaks

• RESOURCES THAT MOST WOULD CONSIDER 
USING: 

• Water-efficiency videos

• Virtual courses



E-NEWSLETTER

| 10

• AVAILABLE IN ENGLISH AND 
SPANISH

• 17,000+ SENT

• OPEN RATE 36%

• TOP LINK – SURVEY

• TOTAL CLICK THROUGHS – 214



SOCIAL MEDIA



MEDIA AND ADS

ONGOING DIGITAL AND PRINT ADS

• Signal

• SCV Magazine

• Social Media

• KHTS

• Targeted Online Ads

• Banners

MEDIA

• Op-eds

• Ongoing Response to Media Inquiries
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