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Water literacy in WA 



Water Sensitive Cities Index 

Benchmarking in Perth
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Good water sensitive governance

Community capital

Equity of essential services

Productivity and resource efficiency

Adaptive infrastructure

Ecological health

Quality urban space

Perth water sensitivity (where 5 = an ideal Water Sensitive City)



Background - Vision for Perth as a 

Water Sensitive City
Fostering stewardship 

of the system

Protecting and 

enhancing the 

wellbeing of people 

and the environment

Integrating and engaging 

with the built and natural 

landscape

Sustaining the long-

term use of Perth’s 

resources



Why is Community Engagement in 

Water Important?

• Build citizens who are connected to 
water, feel responsible for their impact 
on water resources and take action to 
manage water sustainably

• Higher water literacy is correlated with 
greater uptake of water sensitive 
behaviours

• Build public support for new policies 
and technologies



Building advocacy

Awareness Consideration Action Benefit Advocacy



Collaborative 

action
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Establishing a Network



• 2 x focus groups

- 1 x 18-45 year olds,

- 1 x 46 year olds+

• General Public

• May 2017

• 7 minute online survey

• Total sample n=628 (Perth metro 

n=428, Regional n=200)

• Representative sample

• June 2017

Research Approach

Stage 1:

Qualitative Focus Groups

Stage 2:

Quantitative Online Survey



Research objectives

• Guide a messaging and communications approach 

that would ultimately facilitate attitude and behaviour 

change within the community

• Understand the community’s knowledge and 

perceptions

• Explore the types of messages and terminology the 

community would associate with being part of a water 

sensitive community



Results -

Awareness of 

the water 

sensitive 

community 

concept

Have you heard of the term 'Water 

Sensitive Communities'?

(% aware)



Results - Current Knowledge vs. 

Perceived Importance



Key Findings

• Water sensitive cities concept is unfamiliar but appealing

• Concept is perceived outside of their personal control to 

influence beyond water saving practices around the home and 

garden

• Legislation and standards, customer benefits (e.g. rebates and 

incentives) and a united, community approach are all perceived 

to have a role to play 

• Little understanding of water sources and the urban water cycle



Key Findings

• Greatest interest in water conservation and the value and 

benefits of water, reflecting current knowledge

• Scope to increase the community’s knowledge of themes where 

perceived importance is high (e.g. reducing urban heat, 

protecting the health of waterways and wetlands)

• “Liveable” inadequately describes the concept of water sensitive 

cities.

• WaterSmart Communities and Waterwise Communities are the 

most effective terms to describe water sensitive communities.



Water 

Corporation’s 

contribution

17



Source: Tap In18

What customers told us

Water is critically 

important to the 

WA community

Education and 

communication 

is critical

Tell us more



The education campaign



Insight

The climate is 
changing, so 

where our water 
comes from and 

how we use it 
needs to change 

too.



Idea

We live in a world 
where everything 

is connected, 
particularly by the 
precious resource 

we all take for 
granted - water



Water for Life – 30 sec TV - oneness 

https://www.youtube.com/watch?v=tDH0Rz6MERE&index=21&list=PLQWVS8mDqseYaNnucJJ54FGHtyE14Radf&t=0s


Water for Life – outdoor in situ
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Add Canning full page image

https://www.youtube.com/watch?v=D_dIUE5RWpg&list=PLQWVS8mDqseYaNnucJJ54FGHtyE14Radf&index=13


Water literacyMeasurement



12.2 million 

Impressions

2.7 million

Campaign 

‘actions’

2.6 million

Video views
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Those who have seen our campaigns 

have higher levels of water literacy 

• Q3. To what extent do you agree or disagree with the following? Base: Total Tracker sample (n=402).

• Q4 / Q5. Do you think these statements are true or false? Base: Total Tracker sample (n=402).

85 74 78 70 65 64 61 48 49 52 46 36
54

98 89 85 77 77 73 75
48 58 69

58 44
73

Seen
% True or 8-

10/10
n=112

Not Seen
% True or 8-

10/10
n=290
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Future 

directions
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Future directions

• Develop a program of common messaging

• Undertake social research to understand community values, benefits, and 

people's connection to local water assets and use this research in community 

engagement activities

• Evaluate and prioritise strategies to improve the Western Australian public’s 

knowledge and engagement in water sensitive communities

• Education about the breadth of the Water Sensitive Communities concept –

that it goes beyond water conservation and personal water use

• Engage Whadjuk Noongar people to collect and use Noongar water knowledge 

and stories in water education and planning.



Demand Management campaign 

Campaign approach

Any questions?


