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THINK DIFFERENT
A CALL TO ADVENTURE



WHAT IS CATALYST?
•	Fun size gathering

•	Experience

•	Community building

•	ABCS

•	LAB Model



THIS IS NOT A 

MOMENT
IT’S THE 

MOVEMENT



CULTIVATING
REBEL CULTURE



REBEL TALENT



KNOW 
THYSELF



We’re not thinking animals  

that feel, but rather feeling 

animals that think.

ANTONIO DAMASIO, NEUROSCIENTIST





THOSE WHO TELL THE 
STORIES RULE CHANGE 

THE WORLD



LIGHTBULB 
MOMENTS



REGISTER FOR
CATALYST



Stephanie Corso, CEO

KEEP THE CONVO GOING

@RogueWaterLab

LinkedIn

roguewatergroup.com

Water in Real Life podcast



Communications & Outreach: 
Reaching Non-English 

Speakers



CALIFORNIA WATER EFFICIENCY PARTNERSHIP

Agenda

1.  Conversation Starters
2. Roundtable Discussions
3.  Groups Share Out



CALIFORNIA WATER EFFICIENCY PARTNERSHIP

Speakers

Jenna Shimmin
Coachella Valley Water District

Alice Towey
East Bay Municipal Utility District

Armando Salas
Green Media Creations



Coachella Valley Water District
CalWEP Peer to Peer 

June 1, 2022
Sacramento, CA 

Jenna Shimmin

Conservation Manager

JShimmin@CVWD.org 
760-398-2661 ext. 3405



Overview of Coachella Valley
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• CVWD Service Area
• 1,000 square miles
• 9 cities and Riverside County areas
• 290,000 population served

• Race/Ethnicity
• 39% white and non-Hispanic
• Hispanic, Non-Hispanic White, Asian/Pacific 

Islander, Black/African American, American 
Indian and Inuit

• Predominant Languages Spoken
• English
• Spanish

• Median Income
• $22.2K-$55.9K
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Source: Desert Sun Article 8/15/2021

https://www.desertsun.com/story/news/2021/08/15/census-2020-coachella-valley-growing-slowly-and-diversifying/8118911002/


Communications Offerings 
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• Online Translation – Google Translate
• Designated Bilingual Staff

• Customer Contact
• Media Interviews

• Publications
• Meeting Support

• Public Workshop Translators
• Location
• Community Partners



• 1.4 water million customers in 
Alameda and Contra Costa Counties

• 740,000 wastewater treatment 
customers

• Languages with highest percentage 
of population: English, Spanish, 
Chinese

• 34 different languages spoken 
primarily at home by at least 1,000 
people

Excessive Use Penalty OrdinanceEBMUD Overview



• Some brochures, promotional items translated into Spanish and 
Chinese

• Offering webinars in both English and Spanish
• 2021 drought advertising in Spanish, Chinese, Vietnamese

Excessive Use Penalty OrdinanceWater Conservation Outreach



• Drought creates added urgency
• Additional resources for call center staff
• Translating brochures, home water 

survey kit
• Drought communications

• District-wide language outreach plan
• W ebsite
• Guidelines on translations

Excessive Use Penalty OrdinanceLooking Ahead



Armando Salas, Marketing Director
asalas@greenmediacreations.com

(747) 241-8557

www.greenmediacreations.com



• Green Communications Firm
• Southwest
• 95% Spanish
• 5% Mandarin

• Principal with over 25 years in marketing/ 
outreach to non-English-speaking communities
• Staff knowledge of the languages and cultures
• Surveyed Spanish-speaking professional 

landscapers
• Educational and Outreach programs

Experience

www.greenmediacreations.com



• Same basic language with different nuances
• Know your audience
• No single group
• Consider educational levels in your communities

• Example: reading and comprehension level
• Select proper tools

• Digital vs. Traditional
• Computer literacy
• Mobile phone office

• Speak the language that communicates
• Your community will teach you

Know Your Audience

www.greenmediacreations.com



• Confidence
• Yours not theirs
• Confidence builds trust
• Trust begets acceptance
• Acceptance fosters openness to messaging

• Humor!
• Friendly - Personable
• Non-judgmental
• Consistency – Track past success
• Goals

Approach

www.greenmediacreations.com



Roundtable Discussions



Discussion Questions
1. What has your agency been doing to reach non-

English speakers, or what are your agency’s plans to 
do so? 

2. In general, what are some barriers to reaching non-
English speakers? 

3. Are there resources that your agency can leverage to 
reach non-English speakers? 



Groups Report Back



Thank You!
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