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When charged as a group of designers, marketers, and architects with the problem of 
creating a series of posters in order to offer solutions to overcome barriers of water 
conservation and available technologies, we found ourselves defining a wicked prob-
lem with multiple variables that diversely affect the seemingly simple message.  Cost 
barriers, physical barriers, and attitudinal barriers were each effecting the success 
of other awareness campaigns in regards to water scarcity.  As design researchers, 
we concluded that a wicked problem could only be met with a working system that 
addresses each of these barriers in a unique way.

We began to develop the framework of a greater system to serve as a model to show 
one possible method of systematic water conservation.  After considering multiple 
possible intervention points to offer a solution that might alter consumer attitudes 
and behaviors, we identified a system that currently exists in American society as a 
catalyst for fashion, trends, and as a communal gathering place for a wide array of 
demographics and world-views: the shopping mall. 

If the model we are proposing were to be developed, the mall as a catalyst also offers 
a stepping stone to serve as an example of how other commercial properties can 
reduce their overhead while simultaneously improving their branding in regards to 
social responsibility.  By taking advantage of the power of individual influencers, we 
create a “trickle down” effect to consumers that live in the selected community as 
well as those that are intermittent or occasional visitors, which can be generated by 
interjecting these water conservation solutions in a mall environment.  

The unique aspect of this model is the network that is created between the devel-
opers, retailers, government policy regulators, retailers, consumers, and outside 
service and technology vendors from the assigned community as they are related 
to the environment of a luxury shopping mall.  This network is designed to disperse 
incentives and benefits that connect individuals, groups, and businesses in a way that 
can holistically create revenue for all of the stakeholders involved in the project while 
depleting excessive uses of water, promoting ecologically responsible behaviors, 
altering attitudes towards conservation in itself, and positioning water technologies 
with status and image.

Introduction
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The primary concept that initially directed our thinking towards the mall is that 
branding and image has more power to alter behaviors and attitudes of individuals 
than one-to-one efforts that are often used today in direct-to-consumer educa-
tion and awareness campaigns.  We also considered intervening in Homeowners 
Societies or other neighborhood groups as an effort to reach a group of individuals 
rather than single consumers as a way to directly influence the technologies used in 
homes.  In our effort to create a system that has the most reach and percentage of 
possible change we also considered the possibilities of intervening on a corporate or 
governmental level.  The shopping mall became apparent as an opportunity to reach 
both corporate (developers and retailers) as well as the individuals (shoppers and 
employees).

Conversation and reflection lead us to consider the role of consumers and individuals 
in changing society.  We realized that the most efficient way to reach people and to 
convince them to change their attitudes and behaviors was to meet them in an envi-
ronment that did not cause them an inconvenience or effort.  This notion was later 
verified in the research alluding to some of the barriers to adopting water conscien-
tious behaviors and technologies. 

Once we chose the shopping mall as our intervention point, we began to explore the 
network of the stakeholders that are involved in the design and construction of a new, 
completely sustainable luxury environment.  Through this exploration we determined 
that there is an opportunity to create an internal communication system that drives 
shoppers to the implementation of water conservation technologies in their own 
homes.  Through a system of incentives and benefits between mutually rewarded 
stakeholders, our network posed an experience that might actually serve to alter con-
sumer behaviors and attitudes towards water conservation.  It proved to be important 
that the efforts of sustainability and environmental concern became secondary in our 
network, and for capitalism and monetary benefits to stand out as the driving factors 
for participation by the available stakeholders.  

Our Thinking
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A challenge that is unique to design researchers is distinguishing different tactics 
of either allowing the design to lead the research, or for the research to lead the 
design.  While initially it seemed that this project was best approached as research 
through design, we ultimately learned that design through research offered rich 
content to compliment the complex graphics and network systems we had created.  
We committed to researching the power of social capital, the role of malls in society, 
water technologies and their barriers, and the ideal location for this model to exist.  
We sampled architecture, technology, and other community-based systems of con-
servation in order to refine our thinking of the logistical necessities to implement a 
system such as this.  

Throughout the course of the semester, our thinking expanded and contracted in a 
number of ways; each time an important element of the final research posters was 
brought out.  Without the iterative process of brainstorming and open dialogue, the 
complexity of the network and those associated challenges would not have been 
met on the micro and meta levels.  However because over the course of the semes-
ter we discussed so many variables that attributed to the system it became increas-
ingly difficult to design graphics that clearly represented these complex ideas that 
presented themselves over the months.  

The key to delimiting the variables validated the decision to approach the posters 
as design through research: we had to continuously remind ourselves to let the 
research guide the parameters of our network.  Other reasons we had to move 
forward without iterations of our design thinking were due to time and resource 
constraints.  For example at one point we began a mock-up of a floor plan of the 
mall, and what the spectacle would actually look like.  We realized that the greater 
concept that we meant to reveal in the posters was the practicality of the network, 
and how it would be implemented.  This realization left us moving forward without 
an architectural rendering of the building, but rather the conceptual design of the 
space of the mall.

Although the “research assignment” was to explore water scarcity and barriers to 
the available technologies, we concluded that offering the solution system provided 
more useful content for the audience of the posters.  This solution became the 
primary focus of the posters, and in each poster we broke down a portion of the 
network to show the inter-relationships and benefits of this system as it applies to 
water conservation.  The audience for these posters could be any of the stakehold-
ers involved in the solution system, and we made efforts to show the importance of 
each group as it exists within itself as well as how the network relies on the partici-
pation of each group.

Our Process
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The creation of the posters relied on the varying strengths of the group members.  
The researchers were responsible for the majority of the copywriting, and the design-
ers were challenged with visually representing the complex ideas of the network 
system as well as the supporting research that proves the likeliness of the success 
of the model.  Creating a visual language was key to communicating the most amount 
of information as simply as possible.  A series of icons were designed to represent 
theoretical concepts, specific technologies, and hierarchies of stakeholders involved 
in the network.  These icons also served to create consistency of the overall narra-
tive, which was broken into the three posters, and to more intensely define the roles 
of the players in the network.
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In the first poster we introduce the wicked problem that is 
water conservation in the United States.  We offer statistical 
data to illustrate the state of water conservation in America 
and the most common attitudinal barriers towards this 
issue.  We introduce a number of water technologies that 
are available to use in homes, and identify the consumer 
groups that will engage in the mall.  We chose to focus on 
the technologies that are available in the home because 
ultimately we hope to encourage individuals to seek out and 
implement these products and services.  

This poster also introduces the hierarchy of the consumer 
categories and we defined each persona group in relation 
to the available research regarding how shopping behav-
iors manifest differently among groups.  Throughout the 
poster series, we chose to create consistency in showing 
the importance of the roles of status and image in the suc-
cess of the network.  This was accomplished by identifying 
the different roles that each consumer group plays within 
the mall system.

The primary graphic in the first poster is an in depth view of 
the relationships between the different actors in the solu-
tion network.  Through color and grouping we explicate the 
different incentives and benefits that are offered to each 
stakeholder group, and we identify the mutual nature of 
these incentives by showing that each group both offers 
and receives something of value in exchange for participat-
ing in this network.  Because of the complex nature of the 
relationships, the spatial orientation became key to offering 
the information on a single plane.

Poster 1
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phYsiCAL ADDress: 1908 Elm Street, Dallas, Texas 75201

About this poster
Produced as part of a class project by the 
students in the MA and MFA program at UNT.

Rebeca Carranza
MA

Dennis Cheatham
MFA

Holly Cole
MFA

John Hicks
MFA

Je�  Joiner
MFA

Michelle Keefer
MA

Tim Woodring
MFA

Hao Yang
MFA

CONSERVATION-MINDED SPACE

 

 
 

 

 

 
 

 

 

 

 

 

 
 

 

 

MALL

TAX INCENTIVES

+ TAX REVENUE

PARTICIPATION IN VENDOR PROGRAM DESIRE THROUGH TECHNOLOGIES

CHOOSING THIS MALL

SALES TAX

INVOLVEMENT IN COMMUNITY ISSUES

INVOLVEMENT IN COMMUNITY ISSUES

REDUCED CONSUMPTION OF RESOURCES

REDUCED COST OF GOVERNMENT RESULTS IN VOTES

PARTICIPATION IN VENDOR PROGRAM

WATER CONSERVATION CERTIFICATION

TAX INCENTIVES

TECHNOLOGIES IMPLEMENTED

ELITE SHOPPING STATUS

SOCIAL CAUSE

ASSOCIATION WITH HIGH-END BRANDS

INCREASED BUSINESS

IMPLEMENTING TECHNOLOGIES

CONSERVATION-MINDED

CONDENSATION CAPTURE SYSTEM

S H O P P E R S

LOC A L  C O M M U NIT
Y

R E TA I L E R

RE TA I L  B R A N DS

G OV E R N M E N T

D E V E LO P E R

W

ATER  P R O F E S SIONALS

LOWER OVERHEAD 

DESIRABLE
BRANDS

SHOPPER
SAVINGS PROGRAM

SHOPPER BENEFITS

LOWER OVERHEAD
DUE TO EFFICIENCY

RENTAL OF 
STORE SPACE

WATER CONSERVATION TECHNOLOGIES

CHOOSING
THIS MALL

Water.

By creating a shopping “destination” where the entertainment and spectacle of the building is based around water and water conservation 

technologies, the retailers in the building commit to water conservation, events are held to promote water conservations and products where 

Tastemakers can display their a�  uence while Aspirers get to mingle with them and the Wannabes and Looky-loos can see and experience water 

conservation in a way that makes it desirable, a� ordable, and mainstream. By creating an environment around water conservation the perception of 

water conservation can be fun, desirable, and attainable — overcoming the barriers to water conservation.

Goodwill = Profi t
Brands like Levis, Nike, Ben & Jerry’s and movements like (Red) 
are examples of the power of social capital, when business and 
social responsibility blend together in the minds of consumers  and 
promote spending habits and brand loyalty. Luxury brands  and 
water conservation are no di� erent.

A Partnership for Profi t
As both an initial act and an ongoing relationship, the mall  relies on 

incentive programs from governmental agencies,  store location planning 

from retailers and a capital investment in the form of a mall from the 

developer. This partnership  results in sustainable benefi ts for all parties.

Taking Technologies Home
The main goal for our water shopping model is to promote water conservation by 

overcoming barriers. As a direct application of this strategy, the interactions in 

this grouping of actors results in the direct implementation of water conserving 

technologies and in turn, water savings.

retAiL CorporAte
By adopting water conservation as a rudder for brand ethos, 
retailers can help shift shoppers’ buying decisions based on 
whether or not a brand is perceived as socially conscious. While 
adopting a cause like water can result in conservation, increased 
profi ts are often not far behind.

retAiL brANDs
In consumer cultures, shoppers align to and become like the 
brands they buy. By being closely connected to an established 
brand, water conservation becomes desirable and in turn, results 
in shoppers perceiving a brand as socially-conscious while also 
rewarding consumers with good feelings for their participation in 
the e� ort.

shoppers
Faced with countless decisions when choosing brands to 
purchase, di� erentiation of brand product o� ering is paramount. 
Luxury brands have opportunities to entice new customers and 
to reinforce existing customers’ perceptions of their socially-
conscious status by aligning themselves with causes.

retAiL CorporAte
As participants in a conservation-minded mall alongside other 
upscale brands, retailers benefi t from the increased profi t 
margins that luxury items demand while garnering the goodwill 
that comes from being socially conscious.

DeVeLoper
As the principal capital investor in the mall development, the 
developer enjoys a return on their investment via income from 
retailers from store leases while establishing themselves as a 
leader in innovative, upscale shopping experiences.

GoVerNMeNt
Municipalities benefi t from the mall by receiving continuing 
sales tax revenue from shoppers via retailers while building a 
reputation as a host to upscale shopping, creating a reputation 
ripe for continued luxury retail growth.

shoppers
While interacting with the mall environment itself, shoppers have 
opportunities to connect with water professionals to learn more about 
how they can make water conservation a reality in their homes.

WAter proFessioNALs
This wide range of water conservation experts includes design and 
implementation experts like architects, interior designers, service 
providers and technology developers who assist shoppers with their 
water conservation needs.

WAter teChNoLoGies
Not all water technologies are right for every consumer nor are they 
easy to fi nd, but options continue to expand as new methods for water 
saving are developed.

LoCAL CoMMuNitY
Shoppers become neighbors when they go home and implement 
water conservation measures by the house, by the block and by the 
neighborhood, and signifi cant water savings follow.

Social Status »  
Social Capital/Image

Savings »  
Money Retained

Exclusivity »  
Feeling Special or Elite

Goodwill »  
Reputation

Income »  
Money Received

Overcoming barriers 
 that prevent people 
from conserving water.
The sinister nature of a wicked problem isn’t because 
its evil but rather because it’s unsolvable. While solving 
a problem like tying your shoes or building a skyscraper 
has an actual solution that can be perfected, wicked 
problems are often social problems like the formation 
of  governmental systems or in our case, overcoming 
the barriers that keep people from actively participating 
in water conservation. Wicked problems themselves are 
fuzzy and have to be clearly defi ned, they often a� ect 
vast numbers of people, carrying with them shifting 
challenges and consequences and in the end, have no 
“right” answer, only the most “ideal” solution for all 
involved. Indeed, wicked problems are shifty problems 
but they are problems that need solving.

The term “wicked problem” was named in the late 
1960s by design theorist Horst Rittel.

This saves 
as much as 

6 GALLONS
 of water per 

minute!

Benefi ts and barriers to water 
technologies.

A networked solution to water scarcity.

the tAsteMAKer
The top of the consumer chain. Tastemakers can and will spend the most money on what 
they want to have. What they want to have infl uences the other groups and establishes 
the status quo for image. If they can be infl uenced to think water conservation is 
desirable, the other groups will be increasingly more likely to think so as well.

the CoNsCious Aspirer
While not as wealthy as a Tastemaker, from the outside no one would know. While they 
will be able to spend less money on products and services, they will attend events and 
promote the image to other consumers in order to promote their image as a Tastemaker. 
If the image is about water conservation, they will be very interested in what they need 
to do to own its technologies and promote them.

the WANNAbe
A Wannabe buys the cheap version of a designer product. The desire to promote the 
image is still there but the money to spend on the top of the line product just isn’t there. 
As individuals, they infl uence behavior much less but as a large group they show the 
trend in public opinion stronger. The more Wannabes that want a water product, the 
more mainstream it becomes. This overall change makes the population as a whole see 
water conservation in a more positive light.

the LooKY-Loo
These are the people who do not follow trends until they become mainstream and don’t 
spend unless they feel like they need to. Their infl uence is spread out as the general 
public and are interested in the spectacle of the mall as an experience only. If they 
spend money on water technologies, they will do it elsewhere and only once it becomes 
mainstream.

shopping malls have been identifi ed as the primary habitat for 
consumers, in which individual, social, and cultural aspects of 
shopping can be simultaneously studied. According the mall shopping 
behavior model developed by emine eser telci, the atmospheric 
elements and the potential to provide an excellent experience and 
entertainment infl uence consumers’ mall shopping behaviors. 

Next Steps
Water consumption in the United States, California, and Palm Springs has been on the 

rise for a signifi cant number of years and shows no indication that it will slow. For this 

reason, we pose that a catalyst is necessary to a� ect change and in turn, to alter water 

use behaviors and reduce water consumption.

We’re running 
out, and here’s 
how to fi x it.

71% 
of Americans don’t think 
they are wasting water in 
their own home.

68% 
of Americans underestimated 
the amount of water used in the 
average home by more than 100 
gallons of water a day.

Up to 

74% 
of Americans have not engaged 
in cost e�  cient water saving 
technologies such as low-fl ow 
features.

Americans want to save water. Americans know that water shortage 

is a growing problem. Americans watch the news and read reports 

on droughts all over the country. Encouraging Americans to want to 

save water is not the problem facing ecologically minded groups and 

organizations today. The problem is that average Americans do not 

want to be inconvenienced nor do they want to sacrifi ce the comforts 

their hard-earned income grants them. When asked if they want to save 

water, if they know water shortage is an issue relevant to them and 

if they would implement water-conserving measures — the majority 

of Americans heartily agree on all counts. but their actions speak so 

loudly it is increasingly diffi  cult to believe what they say.

What can be done to encourage Americans to act with their hearts? 

Why not make saving water fashionable, “cool” and a desired public image?

In the 
 summer, 
 outdoor 

water use  can 
account for 

50% MORE 
 of water use.

Tastemakers 
planned to spend 

309% 
MORE  

than shoppers with 
lower style.

ArtiFiCiAL turF 
beNeFit: A synthetic substitute for natural grass, which requires no irrigation. 
bArrier: Artifi cial turf provides an aesthetic that may be undesirable to homeowners.

LoW-FLoW shoWer heADs
beNeFit: Reduces water consumption by 50–70 percent compared  to 
standard shower heads. bArrier: By conserving water, low-fl ow  
shower heads produce lower water pressure.

rAiN WAter CoLLeCtioN sYsteM
beNeFit: Collecting rain water reduces the consumption of 
natural resources used for irrigation, washing cars, etc. 
bArrier: These systems often require costly or unsightly water collection devices. 

XerisCApiNG
beNeFit: Landscapes that reduce or eliminate the need for water from irrigation.
bArrier: The minimalist natural features of the landscape can be unappealing to many. 

hiGh-eFFiCieNCY WAshiNG MAChiNes
beNeFit: These machines wash clothes with less water than standard washers.
bArrier: High-e�  ciency washers can only be used with high-e�  ciency detergent.

Water conservation technologies have existed for many years, yet there are barriers keeping 

people from implementing them. Overall, these barriers tend to be attitudinal—inconvenience, 

sacrifi ce of comfort, and the cost of implementation keep most technologies from being 

adopted by consumers on a large scale—but specifi c technologies also come with other 

unique barriers that must be identifi ed and overcome.
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The second poster focuses on the role of the mall and the 
power of consumer categories and status in the network.  
It is here that we introduce Palm Springs as the host of the 
model site.  We chose Palm Springs based on a series of 
conditions including the fiscal means of the community to 
overcome cost barriers often associated with water tech-
nologies, the celebrity status that is achieved with wealth 
and community, the fact that Palm Springs is already a 
shopping destination to many consumer categories from 
across the United States, and lastly due to its extreme 
water usages.  One of the challenges considered by the 
implementation of this network was how to measure the 
success.  We determined that by choosing a location that 
has such high water usages, any amounts of conservation 
would be made visible quickly and significantly to individu-
als and corporations that look to this area as a model of 
behavior.

We also introduce the communication system that exists 
within the mall in order to display the visible and invisible 
efforts of the mall to the shoppers, to present the perpetu-
ation of eco-conscientious efforts of the branding from 
the retailers, as well as to bridge communication between 
vendors and consumers.  A primary condition of the suc-
cess of this mall network is the push to increase business 
to the architects, designers, contractors, and water tech-
nology suppliers.  Without a user-friendly communication 
system in place, the mall remains a museum like spectacle, 
and the technologies being promoted are not attainable to 
the individual.  Without the technologies being attainable, 
there is little tangible evidence of the status and image to 
be displayed by the higher consumer categories.  The mall 
as catalyst that allows shoppers to overcome the barriers 
to these water technologies relies on the presence and 
execution of this communication system.  
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MAiLiNG ADDress:    1901 Main Street, Suite 107, Dallas, Texas 75201, Attn: DRC 
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Word of mouth is a powerful form 
of advertising. Shoppers are 
connected to water professionals 
who can help implement water 
conservation technologies found
in the mall. Further,  word of 
mouth generates a buzz within 
the community regarding the 
water conservation experience 
within the mall.

Water professionals within the 
community implement the 
technologies seen in the mall
in the homes of shoppers within 
the community. 

Interactive communication conduits direct 
shoppers to water professionals who can 
assist in implementing water conservation 
technologies within the community.

Invisible water technologies are 
made visible to shoppers via 
interactive kiosks that are 
placed at strategic locations 
within the mall.

The Mall.
A public forum, geared for 
trends and mass infl uence.
In the United States, the mall serves as a beacon to consumers for fashion, trends, 

and social values. Malls across America display observable consumer categories 

defi ned by fi scal means and the need for status within their communities. Malls 

are unique gathering places for all types of cultures, values, and ideas because 

consumer activities are not exclusively dependent on income. Low-spending 

shoppers report just as signifi cant satisfaction ratings as high-spending shoppers 

based on the experiences with which they engage.

We live in a country in awe of the very successful and make sincere e� orts to 

seek comparable celebrity status by modifying our lives to display the products 

and behaviors that perpetuate this image. Based on proximity and the special 

allowances made by this public forum, consumer groups can mix and therefore 

behaviors and attitudes are easily spread. Lower tier consumer groups see fi rst 

hand the behaviors and styles of the upper categories, enabling them to mimic 

and adopt the same behaviors whenever possible. 

Visible Technologies
The spectacle of the recycled water sculptures may 

seem to serve as just a showy, conservation minded 

attraction, but technologies on display throughout 

the mall are the fi rst steps in a pipeline that converts 

shoppers into water savers.

Infl uence of Good Will
The brands and stores represented in this mall all have a 

singular message, either explicitly in their marketing and 

branding, or through  the way they run their business or 

how they create their products: the environment matters.  

The larger retail spaces will host unique brand specifi c 

water features, smaller retail will o� er discounts or 

shopping incentives to the VIP mall patrons, while others 

can  promote exclusive water conscientious merchandise 

that will not be available through any other channel.

Water Professionals
Choosing the right water conservation technology can 

be di�  cult. Not all people have the same needs and not 

all technlogies’ benefi ts are easy to compare. That’s 

why a network of water conservation professionals will 

be established to assist mall shoppers as they make 

decisions on what technologies to choose. 

Invisible Technologies
Not all technologies can be displayed for all to see. 

In fact, systems throughout the mall that help keep it 

sustainable both fi scally and ecologically are embedded 

in ways where the public may never fi nd them. But that 

doesn’t mean that out of sight is out of mind.

LoW-FLoW toiLets
Saving water doesn’t mean you have to 
sacrifi ce. Shoppers who use restroom 
facilities in the mall will experience ef-
fi ciency and water savings fi rst-hand. 

reCYCLeD-WAter sCuLptures
Water can be made to dance, splash and 
explode, creating a memorable spectacle 
for shoppers to behold. With smart water 
management, the art won’t come at the 
expense of precious resources. 

reCYCLeD-WAter LAZY riVer
Smooth rivers bring with them idyllic 
thoughts of connecting with the fl ow of 
nature. This indoor river will provide both 
beauty and awareness for the e� ective-
ness of water conservation technology. 

WAter As FAshioN
Fresh fashion, beautiful baubles and geeky 
gadgets are always changing, and quite often 
their name brands are more important to 
consumers than the actual items. Regardless of 
what shoppers buy, they love to show it o�  and 
talk about it — that’s where water comes in.

brAND eXCLusiVitY
Each brand in this mall touts luxury but also 
generates goodwill and earns social capital at 
the same time by the ways they fl ex their brand 
muscles to hold water conservation up as an ideal. 
It may mean that Coach releases an exclusive blue 
key fob, Wolfgang Puck serves the rarest mineral 
water or Apple makes an aqua iPad fl ipcase 
available only at this location, but the result is the 
same, people want what’s rare and when they buy 
it they show it o�  and tell their friends. 

WiN-WiN
Brands win because they have something everybody 
wants while they earn a conservation minded 
reputation while shoppers buy and tell their friends, 
raising awareness for water conservation.

DesiGN
Design specialists like architects and interior 
designers can help those who need to build 
(or rebuild) their homes to be water conscious. 

suppLY
Home improvement stores serve as places 
where individuals can purchase and then 
install their own solutions in an e� ort to 
conserve. 

serViCe
Service experts including plumbers and 
contractors who focus on installation and 
implementation can help those who have 
installation needs. 

LoW-FLoW pLuMbiNG
Plumbing isn’t sexy, but ine�  cient design 
can cause savings to go down the drain. By 
revealing how the mall implements low fl ow 
plumbing technologies, shoppers will learn 
how the little things can make a big di� er-
ence. 

CoNDeNsAtioN CApture sYsteM
Gardens can create serene environments but 
those gardens require water. Even minute 
condensation levels in the desert are enough 
to sustain indigenous fl ora and revealing 
those technologies to shoppers can help 
them to explore how they can create their 
own gardens at home.

hiGh eFFiCieNCY 
CoMMerCiAL DishWAshers
Washing dishes is a chore that fi nds its way 
onto to-do lists for residents and businesses 
alike. By learning about how the mall saves 
resources through the use of e�  cient tech-
nologies, shoppers can check o�  one weekly 
chore and actually feel good about it.

Why Palm 
Springs?

We have selected Palm Springs 
California to be the host of this 
network model site based on the 
social power and the celebrity 
status that these types of a�  uent 
communities have in American 
society.  The residents have the 
fi scal means to engage with the 
vendors and implement the water 
saving technologies in their homes, 
and Palm Springs is a  shopping 
destination to many consumer 
groups throughout the United States. 

By choosing a city to host our model 
network that has such high water 
use, the change will be visible more 
easily than if we were to choose 
a city that is already trending 
towards water conservation and 
environmentalist ideas.

Citizens of Palm Springs use an average of  
736 GALLONS OF WATER PER PERSON PER DAY 

 compared to the average American household which 

uses  289 GALLONS PER DAY, compared to 
environmentally trending cities such as Albuquerque NM, 

which uses an   AVERAGE OF 150 GALLONS A DAY.   

The Mall is an exhibit.

System of  
Communications

Experience the mall 
network as catalyst.

Research shows that consumers’ perceptions of shopping mall attributes are found to have greatest 

infl uence on their level of mall satisfaction and re-patronage likelihood. Cognitive responses to the 

mall environment are reported to increase the total amount of mall spending and future mall visits 

signifi cantly and activity patterns in a mall are found to be positively associated with the time spent in 

the mall. The rarity and exclusivity of the designer stores, the unique anchor stores, and the impression 

of luxury and the spectacle of the mall and its technologies satisfy the emotional and cognitive needs to 

build positive relationships between the attitudes of the consumer and the e� orts of the mall. The mall is a space where shoppers 

can experience a variety of 

water features. The mechanical 

details that allow these features 

to be classifi ed as water saving 

technologies are illustrated through 

various communication conduits 

within the mall, such as touch-

screen kiosks, smart phone tours 

and permanent exhibit signage. 

These conduits explain the types of 

professionals and vendors needed 

to implement specifi c technologies 

and direct shoppers to those that 

operate within their community.

touCh sCreeN KiosK
At kiosks people will experience 3D, 
interactive tours of the mall, which will 
expose the invisible water conservation 
systems that exist within the mall. 
 
sMArtphoNe tours
Connecting to an internet site with a 
smartphone will allow people to learn about 
visible and invisible features of the mall 
through audio, video, image, and text.
 
perMANeNt siGNAGe
Placards placed near visible water features 
to promote their specifi c water-conservation 
methods direct people to kiosks and to 
support smartphone tours. 
 
NAViGAtioN sYsteM
Maps and signs that direct people to multiple 
water features from various locations within 
the mall.
 
WorD oF Mouth
Shoppers experience water features within 
the mall and then spread the word within 
the community about what they have seen 
and learned about water conservation 
technologies. 

speCtACLe
Our mall is a physical attraction, 
the innovative and elaborate 
architecture combined with 
the eco-conscientious interior 
design create the essence of 
luxury and a rare experience.  
Some of the features are huge 
amounts of natural lighting, a 
sustainable indoor green space, 
a 5-star hotel and event center, 
and lush hanging gardens.

teChNoLoGies
Our mall becomes an 
interactive museum, for 
both visible and invisible 
technologies. From the 
public facilities to the private 
quarters in the hotel, this 
amazing space will serve as 
a living example for users 
to engage in, and realize the 
capacity for luxury while 
using water conscientious 
products and services.

retAiL
Boutique designers as well as 
national and internationally 
famed companies each 
contribute their own styles 
of eco-driven products 
and services to this model 
environment. The modular 
spaces and designer gallery 
circuit keep shoppers coming 
back again and again, while 
the anchor stores o� er 
permanent attractions within 
their grander spaces.

Next Steps
Very few environments in modern culture bring people together like shopping 

malls. Water conservation discoveries that take place inside the mall are converted 

into actions when shoppers leave, thanks to this series of interactions.

Within our network, the shopping mall is a central catalyst that connects shoppers with di� erent 

types of professionals who deal with various technologies and services regarding water 

conservation. Inside the mall, our system of communications plays a role as a “perceptual 

guidance”, which will lead those who have experienced the water spectacles to the information-

Shopper Experiences »
Upon experiencing the visible water 
conservation spectacles within the 
mall, shoppers learn more about the 
technologies via interactive kiosks 
and smart phone tours.

Visible Water Technologies »
Whether strolling from one store to another, 
enjoying a cappuccino at a café or taking in an 
outdoor screening of the newest art fi lm, water 
conservation technologies are made visible 
throughout the mall so guests can engage with 
innovative and experience the benefi ts.

Wayfi nding System »  
The mall’s wayfi nding system directs 
shoppers to water conservation 
spectacles and interactive 
communications within the mall.

Retail Brands »  
Retail brands infl uence shoppers’ 
decisions to conserve water through 
their own conservation e� orts.

release devices, like kiosks and smartphones, to receive the information of “water professionals” 

outside the mall. The retailed brands simultaneously operate “core value advertising campaigns” 

that promote water saving, which can infl uence residential communities to adopt technologies of 

water conservation by the impact of word of mouth from the infl uencers, mall shoppers.

Poster 2
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The final poster serves to visualize the practical implemen-
tation of this network within the community.  The primary 
graphic follows the consumer groups through the network, 
highlighting interactions that promote status and result in 
monetary transactions that in turn generate revenue to the 
stakeholders.  The multiple call outs in the poster account 
for the multiple tiers of barriers that prevent average 
consumers from adopting environmentally responsible 
behaviors and technologies.  

Here we focus on the specific incentives and benefits that 
become available to the players in the network and how 
each consumer category activates different levels of those 
benefits.  Going back to the initial concept of positioning the 
system as revenue generator rather than promoting water 
conservation, this poster dives into the benefits of the local 
community as well as the financial gains to government and 
business.  

Lastly we refer to the possibility of implementing this type 
of network in other environments and locations in an effort 
to display the capabilities of this model contributing to the 
greater good of water conservation.  Our audience might 
not have the capacity for a ground-up luxury hotel/shop-
ping destination project, but it is likely that our approach to 
sidestepping attitudinal barriers can be utilized in a number 
of other situations.

Poster 3

DireCtor:                  Keith Owens, k.owens@unt.edu     eMAiL: drc-ucd@unt.edu
MAiLiNG ADDress:    1901 Main Street, Suite 107, Dallas, Texas 75201, Attn: DRC 
phYsiCAL ADDress: 1908 Elm Street, Dallas, Texas 75201

About this poster
Produced as part of a class project by the 
students in the MA and MFA program at UNT.

Rebeca Carranza
MA

Dennis Cheatham
MFA

Holly Cole
MFA

John Hicks
MFA

Je�  Joiner
MFA

Michelle Keefer
MA

Tim Woodring
MFA

Hao Yang
MFA

Community change.
How a mall interactions translate 
 to change in the local community.
We set the mall as a central catalyst within our network, which can not only connect di� erent types of 

stakeholders under the concept of water conservation but also and more importantly, stimulate the 

behavior change within the local communities to overcome the negative attitude against water saving.

 

In terms of our selected case of Palm Springs, citizens use more than twice as many gallons of water 

per person per day as the average American household. They don’t want to sacrifi ce their comforts or be 

inconvenienced. The network model proposed surrounding water conservation is designed as a solution 

that overcomes these barriers. Our mall is the junction between shoppers and water conservation 

professionals. Di� erent types of consumer groups, such as Tastemakers, Conscious Aspirers, Wannabes 

and Looky-loos, will have varying perceptions and experiences with water saving while visiting the 

shopping mall. In a similar vein, by receiving customized information from our system of communication, 

each of these consumers can choose di� erent professionals who o� er a variety of water saving 

technologies and services, catalyzing the water conservation from in mall into community — where the 

possibility for real and impactful change takes place. Within our network, citizens in local communities 

get rewarded for water saving.

Tastemakers
Our Tastemakers are the trend-setters that others aspire to be. They are the fi nancially dominant 

members of the community and driven by social status. This group is the fi rst who will implement 

water conservation technologies just for the exclusivity that comes with it.

Aspirerers
The aspirers reside just below the Tastemakers on the social ladder. While their sphere of infl uence 

is not as great as the tastemakers, they still hold quite a bit of clout within the community.

Looky-loos
The Looky-loos are the least likely to adopt water conservation technologies because of fi nancial or 

attitudinal barriers that exist in their social class.

Wannabes
The wanna-be’s are the more fi scally conscious members of society, but are also known to splurge 

on items from time to time. They are driven by a moral decision to conserve water rather than 

achieving social status by doing so.

Boosting pride and prosperity 
through conservation

The mall is a catalyst for change. By exposing people to common-
ly dismissed, water-saving technologies in a unique and tasteful 
fashion within a culturally-driven public space, the mall creates 
a network of information exchange and subsequently, a network 
that supplies and demands water-conservation technologies and 
implementation services.

The “supply and demand” relationships that develop between 
various community players indicate that the mall-centered net-
work serves as much more than a simple promoter of water con-
servation methods. This network succeeds in boosting the local 
economy and generating a sense of community pride. The mall 
introduces shoppers to water-saving technologies in interesting 
ways and then introduces them to design, supply and service pro-
fessionals within the community to implement similar technolo-
gies in their homes, perpetuating the economic success of their 
city. Furthermore, establishing relationships between shoppers 
and local water professionals promotes a thriving, collaborative 
and environmentally conscious community which all players can 
feel proud of. 

Financial benefi ts to investors — 
the “Bottom Line”.

Conserve water to satisfy your psyche.

Engaging the consumer groups.

The benefi ts of participating in this plan and implementing these strategies aren’t just 

future intangibles. In the development phase there are federal tax incentives, in the 

initial year of operations there are regional energy incentives which can continue for 

many years – and in the long term there are local tax incentives. While not all of the 

business incentives are listed here, these are some of the more infl uential and more 

inspiring ones that can entice stakeholders to invest. 

The conscious, or often subconscious, desire to obtain psychological benefi ts is a strong motivator 

for taking action. Supporting water-conservation e� orts and implementing water-saving 

technologies at a personal level can result in various levels of psychological satisfaction. Among 

other things, taking part in a network that promotes water conservation can satisfy the human 

desire to gain social status, to contribute to a cause, or to be a role model.

tAX breAKs
When an individual or company, such as this mall, purchases and implements 
these water saving technologies, the State of California will credit the sales taxes 
or use taxes paid for those technologies and for the taxes paid for the purchase 
of land that will use these technologies up to TWENTY MILLION DOLLARS for the 
taxable year they were bought and implemented. This tax credit alone can make 
these technologies worth implementing.

GoVerNMeNt iNCeNtiVes 
Add in the cost savings and benefi ts o� ered by federal energy e�  ciency 
incentives for certain technologies in the mall of up to $1.60 per square foot of 
land and building, and the tax savings start building as they continue to accrue. 

LoWer Cost oF operAtioNs
By using technologies that are even just 50% e�  cient, individuals and businesses 
can save approximately 20% of their water bills a year. This savings potentially 
adds up in our mall to tens of thousands of dollars the fi rst year alone.

DispLAY oF stAtus:  
The primary psychological benefi t that 
plays a role in this model is the need 
for consumers that have di� erent 
levels of desire to display status within 
their community.  Through the incen-
tive network, consumers that engage 
with the vendors through the mall’s 
communication technology will re-
ceive rewards and VIP shopping perks.  
These rewards vary from one con-
sumer category to the other based on 
a combination of the expected degree 
of engagement with the vendors as 
well as the expected degree of need to 
publicly display status.  

DispLAY oF GooDWiLL: 
Not all shoppers are driven by status 
and image through the display of their 
rewards, perks, or buying power.  To 
coincide with the seemingly altruistic 
nature of the image and branding of the 
eco-driven retailers, there are many 
consumer groups that fi nd great satisfac-
tion in knowing that they are able to shop 
and acquire luxurious things, as well as 
contribute to the environment in a mean-
ingful way.  The satisfaction of contribut-
ing to the environment can be met by both 
the use of the water technologies, as well 
as through setting an example to others to 
engage in the same behaviors.

respoNsibiLitY oF 
CiViL soCietY: 
The top tiers of consumer categories serve 
the model as the trendsetters of water 
technology. In addition to their fulfi lled 
needs for status, vanity, and goodwill, these 
consumer groups become social leaders.  As 
social leaders, these members of the com-
munity model fashion, technological trends, 
purchasing patterns, and behaviors.  This 
responsibility to exemplify model behavior 
extends into the community as an example 
as to how “civil society” should exist, and 
they are rewarded through exclusivity, 
creating opportunity for them to be looked 
towards and admired.

Tastemakers, Aspirers, Wannabes and Looky-loos can all conserve water in di� erent ways, and 

the benefi ts they receive are just as varied. Regardless of their engagement level, they feel good 

about the result, water use is reduced and other people notice. With our four persona groups in 

mind, here are the technologies they may implement and the benefi ts that can follow.

Next Steps
A mall isn’t just a mall — it’s a place where ideas, aspirations and 

tastes collide. But it’s not enough for these exchanges to stay inside the 

confi nes of commerce, rather our model of capitalist-driven conscience 

is designed to go places and to pop up in new neighborhoods and to 

serve communities beyond Palm Springs. While each city and town 

has di� erent needs based on their unique cultures, our model has b

een designed as a modular system that can serve those needs while 

saving water along the way. City by city, the spread of a water-friendly 

mall can mean big change for all involved.

teChNoLoGies iMpLeMeNteD
Tastemakers will go all out to implement technologies like underground water 
reclamation systems, recycled water features  and artifi cial turf outside the home, 
and low-fl ow showers, toilets and plumbing.

WAter proFessioNALs
Tastemakers who wish to implement technologies seen in the mall will hire 
architects, landscape and interior designers. As a�  uent members of society, they 
are not the do-it-yourself type.

hoW theY beNeFit
Implementing these technologies will not only provide fi nancial benefi ts in the 
form of tax incentives, but also the perception of alltruism by other, less a�  uent 
members of the community.

sphere oF iNFLueNCe
The actions of the Tastemakers do not go unnoticed in the community. Their homes 
are featured in AIA home tours and further elevated through word of mouth by 
others, which, in turn, infl uences the decisions of others in the community to 
implement similar technologies.

teChNoLoGies iMpLeMeNteD
Aspirers strive for the same social status as the tastemakers but are limited by 
how they can implement water conservation technologies. As a result, they imple-
ment above-ground water reclamation systems (rain barrels) and low-fl ow toilets, 
shower heads and faucets in their home.

WAter proFessioNALs
In their quest for social status, Aspirers will most likely consult with a landscape de-
signer to install a rain barrel and a home improvement contractor to install low-fl ow 
technologies inside the home.

hoW theY beNeFit
Like the Tastemakers, aspirers will also benefi t from tax incentives by implement-
ing these technologies. Further, their e� orts will make implementation seem more 
obtainable to others in the community.

sphere oF iNFLueNCe
Adoption of water conservation technologies will confi rm the actions of the 
Tastemakers, while Wannabe’s and Looky-loos will be infl uenced by the Aspirers 
and inspired to follow their lead in adopting similar technologies in their homes.

teChNoLoGies iMpLeMeNteD
This group will be the slowest to adopt water conservation technologies in their 
home. They are more likely to lower their water consumption by placing a brick in 
their toilet tank or washing clothes once a week.

WAter proFessioNALs
If the Looky-loos decided to implement any type of water conservation technologies, 
they would purchase them at big box or local hardware stores and install them 
themselves.

hoW theY beNeFit
Future generations of Looky-loos will eventually benefi t from the water conservation 
of others, but not directly through any action of their own.

sphere oF iNFLueNCe
This group has no infl uential power at all. 

teChNoLoGies iMpLeMeNteD
The technologies most likely to be implemented by the Wannabe’s would be low-
fl ow toilets, faucets and shower heads.

WAter proFessioNALs
This group will fi nd inspiration in magazines and TV shows and are defi nitely the 
DIY type. They purchase low-fl ow fi xtures from big box or local hardware stores 
and install them themselves.

hoW theY beNeFit
The wanna be’s benefi t from water conservation technologies by knowing their 
e� orts of goodwill  are serving the community and future populations.

sphere oF iNFLueNCe
This group infl uences others in the same social circle as well as the Looky-loos. 
Their good deeds are more slowly adopted than those of the Tastemakers and 
Aspirers.
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We developed the progression of the poster series so we could exhaust all of the vari-
ables that were constructed over the course of the semester, being sure to include 
all aspects of the network to show the feasibility of its implementation.  Although 
we approached this system under the hypothetical parameters of designing and 
building a completely new environment, there are several characteristics that can 
be retrofitted to existing malls or community forums.  By expanding on each piece 
of the network, we allow the audience to choose which pieces might best fit into an 
already existing model, or to select groups of pieces in order to create other scales of 
a similar network.

The semester presented many challenges through research, organization, project 
planning, and design.  Each challenge was well met with intensive research and dia-
logue that guided our thinking in developing our solution to overcome water conser-
vation barriers.  Because of the interdisciplinary nature of our design research team, 
a solution was created and presented in a unique way that has substantial capabilities 
to reach all consumer categories to alter their water wasting behaviors.  

Conclusion
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the state of water and attitudes towards water conservation

Brown, Rome G.. “The Conservation of Water-Powers.” Harvard Law Review 
Association 3 (1913): 601-630.

The term “conservation” has a negative connotation.  If water conservation is to 
be accepted by the masses, science should reconsider the words and expres-
sions used to describe it.

Theodori, Gene. L. “Attitudes and Behaviors on Water Conservation in Texas.” A 
Research Report prepared for the Texas Water Development Board; by the Center for 
Rural Studies: Research and Outreach Department of Sociology. Sam Houston State 
University, 2009.

In Texas, 65% of respondents are engaged in more than one water saving 
technology or activity. Interestingly, almost 90% of respondents were unsure if 
their water saving efforts at home were making a difference, yet still only 4% of 
respondents felt that they had the right to use as much water as they wanted.  
A primary belief that interferes with households participating in water saving 
technologies is that nearly 70% of homes without these technologies do not 
think that they are wasting water, even with 87% of those not using technologies 
admitting to not knowing if their conservation efforts are effective. Common 
demographics among the respondents that did not believe to be wasting water 
are older respondents over younger, males over females, less educated over 
more educated, and those that have their own private wells versus those that 
rely on municipal utilities.  One belief as to why water conservation awareness 
and educational efforts are not being received is because 2/3 of the population 
does not believe they are wasting water.  Only 53.6% of respondents answered 
that they would be more likely to conserve with substantial increases in their 
water bills, leaving 46.4% inferring that cost of water is not a concern.  71.1% of 
respondents said that free low flow devices would not motivate them to con-
serve more water either.  

Vergano, Dan. “USATODAY.com - Water shortages will leave world in dire straits.” 
USA TODAY: Latest World and US News - USATODAY.com. http://usatoday30.usatoday.
com/news/nation/2003-01-26-water-usat_x.htm (accessed December 11, 2012).

A United Nations report estimates that half of the world will experience water 
shortages within the next 50 years.  The state of water is threatened by waste 
and overuse, as well as mismanagement of resources.  

Annotated Bibliography
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Water Resources Engineering, Inc. “Water Conservation Market Penetration Study.” A 
Report prepared for the East Bay Municipal Utility District; San Francisco California. 
2002

58% of Americans guessed that the average single-family household water 
usage is less than 50 gallons a day. Another 10% guessed that the average was 
between 50-199 gallons.  The actual average used by single-family household is 
289 gallons a day.  71% of single-family households reported that water conser-
vation was important, however their actions indicated otherwise.  55-74% had 
not engaged in cost efficient water saving technologies such as low flow show-
erheads or toilets, however 56% did claim to have engaged in other, non-specific 
water saving activities.  Overall the attitudes of single-family households show 
that there is a willingness to conserve water in an effort to prevent future short-
ages, however the statistics show that 52-62% say that they would not take 
measures to reduce the size of their lawn or alter their landscaping, even when 
incentivized by government rebates or incentives, despite claiming to know 
what activities waste the most water (landscaping, especially with non-native 
plants and vegetation), with 75% of respondents stating that they do not need to 
know anything more about how to save water.  

Where does palm springs get its water? how much do they use? 

“Bureau of Reclamation: Lower Colorado Region - Parker Dam Brochure.” Bureau of 
Reclamation Homepage. http://www.usbr.gov/lc/region/pao/brochures/parker.html 
(accessed December 11, 2012).

The Metropolitan Water District of Southern California sources 1 billion gal-
lons of water a day from Lake Havasu, on the California and Arizona border, at 
Parker Dam.

California Natural Resources Agency. “2009 California Climate Adaptation Strategy.” 
A Report to the Governor of the State of California in Response to Executive Order 
S-13-2008.

80% of the demand for water in California comes from Southern California, 
while 75% of the water supplied in California is from the northern third of the 
state.
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“Desert Water Agency | Palm Springs Local Water System.” Desert Water Agency. 
http://www.dwa.org/index.php?option=com_content&view=article&id=52&Itemid=107 
(accessed December 11, 2012).

Desert Water Agency services the northern area of the Coachella Valley, and 
receives up to 5% of their water from snow melt and mountain streams, the 
other 95% is pumped from deep wells sourcing the Colorado River Aqueduct. 

Fleck, John. “ 736 gallons per person per day : jfleck at inkstain.” Inkstain. http://
www.inkstain.net/fleck/2012/06/736-gallons-per-person-per-day/ (accessed 
December 11, 2012).

Palm Springs average resident uses 736 gallons of water per day, compared to 
Albuquerque at 150 and Sydney Australia at 83 gallons per day.

France-Presse, Agence. “ Palm Springs homes consuming twice as much water as 
the average home | The Raw Story.” The Raw Story | America’s #1 completely inde-
pendent news and politics source. http://www.rawstory.com/rs/2012/06/19/palm-
springs-homes-consuming-twice-as-much-water-as-the-average-home/ (accessed 
December 11, 2012).

Palm Springs residents use approximately double the water used in the average 
US home.  The area of California where Palm Springs is located sits on top of an 
aquifer that contains approximately 50 billion cubic feet of water, and has given 
the residents a false sense of water wealth.  This region of Southern California 
also supplements its water from pumping from the Colorado River Aqueduct 
and from capturing snowmelt. Golf courses, swimming pools, and lush land-
scaping are responsible for a huge amount of water use, and water waste.  16% 
of the water supply is dedicated exclusively to the 100 golf courses in the area.  

the role of the mall in Western culture/American society and shopper behavior

Telci, Emine Eser. “Mall Shopping Behavior: An Examination of Differences in 
Utilitarian versus Hedonic Shoppers’ Mall Shopping Experiences,” Report prepared 
for the Department of International Business and Logistics, Istanbul Turkey by 
Yeditepe University. Presented at Annual Conference on Innovations in Business & 
Management London, UK. 2011 
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Shopping malls have been identified as the primary habitat for consumers, in 
which individual, social, and cultural aspects of shopping can be simultaneously 
studied.  According the mall shopping behavior model developed by Emine 
Eser Telci, the atmospheric elements and the potential to provide an excellent 
experience and entertainment influence consumers’ mall shopping behaviors.  
Shoppers seek an emotional experience, in which their needs for social affilia-
tion and recognition, brand-orientation, and price-insensitive decision-making 
styles can be met.  “Consumers’ perceptions of shopping mall attributes are 
found to have greatest influence on their level of mall satisfaction and re-
patronage likelihood, while personal characteristics are shown to have greater 
impacts on mall visit frequencies and the amount of time and money spent in 
malls… cognitive responses to the mall environment is reported to increase the 
total amount of mall spending and future mall visits significantly and activity 
patterns in a mall is found to be positively associated with the time spent in the 
mall.” 

Wesley, Scarlett, Melody LeHew, and Arch G. Woodside. “Consumer Decision-Making 
Styles and Mall Shopping Behavior: Building Theory Using Exploratory Data Analysis 
and the Comparative Method.” Journal of Business Research 59 (2006): 535-548.

A study conducted within 2 different types of malls, 2 of each type, shows that 
patterns of consumer behavior in American culture are nearly identical across 
mall types and geographical locations.  The study suggested evidence mall 
environments that offer multiple activities have an increase in their share of 
shoppers that will spend more than $250 per each visit.  Shoppers that browse 
without buying report similar levels of satisfaction with their shopping experi-
ence, and the quality of these experiences are positively associated with satis-
fied shoppers intending to “come back to the city specifically to visit the mall.”  
The study also revealed perfectionist style consumer decision makers planned 
to spend 409% more than to shoppers with very low perfectionist style con-
sumer decision-making.  (Perfectionist style refers to shoppers that are willing 
to pay higher amounts to gain the brands and products that they perceive to be 
the best, which is most commonly associated with higher cost).

the power and status associated with branding and imaging

Han, Young Jee, Nunes, Joseph C., Dreze, Xavier. “Signaling Status with Luxury Goods: 
The Role of Brand Prominence.” Journal of Marketing July 2010
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Abstract: We propose a taxonomy that assigns consumers to one of four groups 
based on wealth and need for status, and demonstrate how each group’s 
preference for conspicuously or inconspicuously branded luxury goods corre-
sponds predictably with their desire to associate or dissociate with members of 
their own and other groups. Wealthy consumers low in need for status wish to 
associate with their own kind and pay a premium for quiet goods only they can 
recognize. Wealthy consumers high in need for status use loud luxury goods to 
signal to the less affluent that they are not one of them. Those who are high in 
need for status but cannot afford true luxury use loud counterfeits to emulate 
those they recognize to be wealthy.

Ramesh, Murali, “Luxury Retail’s Evolving Landscape,” 2012. Available from Cognizant 
Information and Technology Consulting.

Luxury products need to exhibit uniqueness coupled with product superiority 
and originality, providing value for money in today’s frugality-minded reset 
economy.  The idea of luxury arose from product attributes such as rarity, 
craftsmanship and exclusivity to the individual. The purchase of a luxury prod-
uct provides the consumer with greater joy and satisfaction than the economic 
value of the product itself. This utility could be derived either through the selec-
tion process, the purchase experience, use of the product or the pride derived 
from owning the product.

Raska, David, “Exploring the Effect of a Brand’s Pro-Environemental Behavior 
on Conumer’s Attitudes toward Similar Behaviors.” Presented to ASBBS Annual 
Conference, 2011. Northern Kentucky University

As many as 90% of Fortune 500 companies have integrated explicit corporate 
societal marketing (CSM) strategies into their marketing actions, taking vis-
ible steps to communicate their socially responsible actions to consumers 
(Lichtenstein, Drumwright, and Braig 2004). One of the most dominant recent 
CSM platforms is adopting environmentally friendly practices or “going green.”  
One of the most dominating processes of social influence is conformity – that 
is, changing one’s own attitudes or behaviors to match it with those deemed 
important.  This primarily occurs through the identification with expectations 
of others, particularly in ambiguous situations.  Recent research indicates that 
consumers may be skeptical of a “socially responsible” firm’s true intentions. 
The research shows that heightened awareness of consequences encourages 
consumers to act in environmentally responsible ways.
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Sexton, Steven E., Sexton, Allison L. “Conspicuous Conservation: The Prius Effect and 
Willingness to Pay for Environmental Bona Fides.” June 30, 2011

Introduction: Veblen explained in 1899 that “in order to gain and hold the esteem 
of man it is not sufficient merely to possess wealth or power. The wealth or 
power must be put in evidence, for esteem is awarded only on evidence” (?). 
Since then, a considerable literature has explored the concept of conspicuous 
consumption and its implications in various settings, with particular focus on 
purchases that signal prestige, luxury and exclusivity.1 While consumption 
of luxurious automobiles, jewelry and apparel surely still afford a certain 
social status in the 21st Century, evolving social norms suggest esteem can 
be attained through the demonstration of certain kinds of austerity–specifi-
cally austerity that minimizes the environmental impact of consumption. Amid 
heightened concern about environmental damage and global climate change, 
costly private contributions to environmental protection increasingly confer 
status once afforded only through ostentatious displays of wastefulness. 
Consumers may, therefore, undertake costly actions in order to signal their type 
as environmentally friendly or “green.” The status conferred upon demonstra-
tion of environmental friendliness is sufficiently prized that homeowners are 
known to install solar panels on the shaded sides of houses so that their costly 
investments are visible from the street.

examples of industry trends towards “green” practices; Water savings in 
Community/Network systems; other examples of large scale water savings in 
commercial properties

Ehrlich, David. “Malls Get Smart With Water Management — Cleantech News and 
Analysis .” GigaOM . http://gigaom.com/cleantech/malls-get-smart-with-water-
management/ (accessed December 11, 2012).

The California based company HydroPoint Data Systems partnered with 
Regency Centers, the corporate owners of 443 retail properties throughout 
the U.S., to initiate a pilot project in 30 malls in southern California utilizing 
WeatherTRAK smart water management systems.  These systems automati-
cally adjust irrigation based on weather and climate changes, using 59% less 
water as well as reducing runoff by 71%.  The total reduction of water use 
through the use of this technology in California, Arizona, Washington, Florida, 
Colorado and Oregon is predicted to be 42 million gallons of water annually.  
Regency Centers has reported high satisfaction with the pilot project, and 
expects to incrementally implement the technology within their entire retail 
portfolio.
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Fleck, John. “ABQJournal Online » Winning The Water Wars.” ABQJournal Online. 
http://www.abqjournal.com/main/2012/03/21/news/winning-the-water-wars.html 
(accessed December 11, 2012).

Albuquerque used a community-based approach towards reducing the overall 
water consumption of the residents.  The success of this city as well as others 
has been attributed to the notion that the residents realized that water is a 
limited resource, and so they stepped up to do their part. 

Jacobson, D. “Cleaning up at Maplewood Mall, a New Storm-Water System at 
Maplewood Mall Helps Clean the Environment and also Educates.” 2012 Retrieved 
from http://www.startribune.com/local/east/170557956.html?refer=y.

A Minnesota mall has been retrofitted with a holistic system of technologies 
in order to address the issue of sedimentation and pollution in lakes caused 
by storm water runoff. The innovative concept of this solution is the blending 
of many different technologies, some of which have been “imported” from 
Sweden.  This mall has become an exclusive model, and includes public art, 
educational signage, and a unique water sculpture cistern at the entrance.  The 
goal is to create the public perception that protecting the environment can be 
beautiful, as well as educating the public of the importance of clean water. 

Van Hampton, T. “Chicago Developer’s Eco-Mall Attracts ‘Green’ Capital.” 2007. ENR: 
Engineering New-Record, 258(10): 21-21.

The Green Exchange project of Baum Development LLC, aims to turn an old 
lamp factory building in Chicago, Illinois to a commercial showroom for envi-
ronmentally friendly products and services. Housing between 75-100 vendors, 
this space will offer an opportunity for designers to talk to manufacturers of 
solar roof panels, sample swatches of low-odor paints, sip organic coffee or 
even shop for a bicycle.  The project was inspired by an effort to study and 
capitalize on the growing movement to become more green conscientious, and 
to offer experiences with the Leadership in Energy and Environmental Design 
standards. 
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Walton, Brett. “The Price of Water: A Comparison of Water Rates, Usage in 30 U.S. 
Cities | Circle of Blue WaterNews .” Circle of Blue WaterNews | Where Water Meets . 
http://www.circleofblue.org/waternews/2010/world/the-price-of-water-a-compari-
son-of-water-rates-usage-in-30-u-s-cities/ (accessed December 11, 2012). 

“Las Vegas has significantly cut outdoor water use by prohibiting front lawns for 
new houses since 2003. As a result, water deliveries from the Southern Nevada 
Water Authority, which supplies Las Vegas, dropped by 20 billion gallons from 
2002 to 2003–enough water to cover the annual residential needs of a city of 
150,000.”
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Water.

By creating a shopping “destination” where the entertainment and spectacle of the building is based around water and water conservation 

technologies, the retailers in the building commit to water conservation, events are held to promote water conservations and products where 

Tastemakers can display their affluence while Aspirers get to mingle with them and the Wannabes and Looky-loos can see and experience water 

conservation in a way that makes it desirable, affordable, and mainstream. By creating an environment around water conservation the perception of 

water conservation can be fun, desirable, and attainable — overcoming the barriers to water conservation.

Goodwill = Profit
Brands like Levis, Nike, Ben & Jerry’s and movements like (Red) 
are examples of the power of social capital, when business and 
social responsibility blend together in the minds of consumers  and 
promote spending habits and brand loyalty. Luxury brands  and 
water conservation are no different.

A Partnership for Profit
As both an initial act and an ongoing relationship, the mall  relies on 

incentive programs from governmental agencies,  store location planning 

from retailers and a capital investment in the form of a mall from the 

developer. This partnership  results in sustainable benefits for all parties.

Taking Technologies Home
The main goal for our water shopping model is to promote water conservation by 

overcoming barriers. As a direct application of this strategy, the interactions in 

this grouping of actors results in the direct implementation of water conserving 

technologies and in turn, water savings.

RETAIL CORPORATE
By adopting water conservation as a rudder for brand ethos, 
retailers can help shift shoppers’ buying decisions based on 
whether or not a brand is perceived as socially conscious. While 
adopting a cause like water can result in conservation, increased 
profits are often not far behind.

RETAIL BRANDS
In consumer cultures, shoppers align to and become like the 
brands they buy. By being closely connected to an established 
brand, water conservation becomes desirable and in turn, results 
in shoppers perceiving a brand as socially-conscious while also 
rewarding consumers with good feelings for their participation in 
the effort.

SHOPPERS
Faced with countless decisions when choosing brands to 
purchase, differentiation of brand product offering is paramount. 
Luxury brands have opportunities to entice new customers and 
to reinforce existing customers’ perceptions of their socially-
conscious status by aligning themselves with causes.

RETAIL CORPORATE
As participants in a conservation-minded mall alongside other 
upscale brands, retailers benefit from the increased profit 
margins that luxury items demand while garnering the goodwill 
that comes from being socially conscious.

DEVELOPER
As the principal capital investor in the mall development, the 
developer enjoys a return on their investment via income from 
retailers from store leases while establishing themselves as a 
leader in innovative, upscale shopping experiences.

GOVERNMENT
Municipalities benefit from the mall by receiving continuing 
sales tax revenue from shoppers via retailers while building a 
reputation as a host to upscale shopping, creating a reputation 
ripe for continued luxury retail growth.

SHOPPERS
While interacting with the mall environment itself, shoppers have 
opportunities to connect with water professionals to learn more about 
how they can make water conservation a reality in their homes.

WATER PROFESSIONALS
This wide range of water conservation experts includes design and 
implementation experts like architects, interior designers, service 
providers and technology developers who assist shoppers with their 
water conservation needs.

WATER TECHNOLOGIES
Not all water technologies are right for every consumer nor are they 
easy to find, but options continue to expand as new methods for water 
saving are developed.

LOCAL COMMUNITY
Shoppers become neighbors when they go home and implement 
water conservation measures by the house, by the block and by the 
neighborhood, and significant water savings follow.

Social Status »   
Social Capital/Image

Savings »   
Money Retained

Exclusivity »   
Feeling Special or Elite

Goodwill »   
Reputation

Income »   
Money Received

Overcoming barriers 
 that prevent people 
from conserving water.
The sinister nature of a wicked problem isn’t because 
its evil but rather because it’s unsolvable. While solving 
a problem like tying your shoes or building a skyscraper 
has an actual solution that can be perfected, wicked 
problems are often social problems like the formation 
of  governmental systems or in our case, overcoming 
the barriers that keep people from actively participating 
in water conservation. Wicked problems themselves are 
fuzzy and have to be clearly defined, they often affect 
vast numbers of people, carrying with them shifting 
challenges and consequences and in the end, have no 
“right” answer, only the most “ideal” solution for all 
involved. Indeed, wicked problems are shifty problems 
but they are problems that need solving.

The term “wicked problem” was named in the late 
1960s by design theorist Horst Rittel.

This saves  
as much as  

6 GALLONS 
 of water per  

minute!

Benefits and barriers to water 
technologies.

A networked solution to water scarcity.

THE TASTEMAKER
The top of the consumer chain. Tastemakers can and will spend the most money on what 
they want to have. What they want to have influences the other groups and establishes 
the status quo for image. If they can be influenced to think water conservation is 
desirable, the other groups will be increasingly more likely to think so as well.

THE CONSCIOUS ASPIRER
While not as wealthy as a Tastemaker, from the outside no one would know. While they 
will be able to spend less money on products and services, they will attend events and 
promote the image to other consumers in order to promote their image as a Tastemaker. 
If the image is about water conservation, they will be very interested in what they need 
to do to own its technologies and promote them.

THE WANNABE
A Wannabe buys the cheap version of a designer product. The desire to promote the 
image is still there but the money to spend on the top of the line product just isn’t there. 
As individuals, they influence behavior much less but as a large group they show the 
trend in public opinion stronger. The more Wannabes that want a water product, the 
more mainstream it becomes. This overall change makes the population as a whole see 
water conservation in a more positive light.

THE LOOKY-LOO
These are the people who do not follow trends until they become mainstream and don’t 
spend unless they feel like they need to. Their influence is spread out as the general 
public and are interested in the spectacle of the mall as an experience only. If they 
spend money on water technologies, they will do it elsewhere and only once it becomes 
mainstream.

Shopping malls have been identified as the primary habitat for 
consumers, in which individual, social, and cultural aspects of 
shopping can be simultaneously studied. According the mall shopping 
behavior model developed by Emine Eser Telci, the atmospheric 
elements and the potential to provide an excellent experience and 
entertainment influence consumers’ mall shopping behaviors. 

Next Steps
Water consumption in the United States, California, and Palm Springs has been on the 

rise for a significant number of years and shows no indication that it will slow. For this 

reason, we pose that a catalyst is necessary to affect change and in turn, to alter water 

use behaviors and reduce water consumption.

We’re running 
out, and here’s 
how to fix it.

71%  
of Americans don’t think 
they are wasting water in 
their own home.

68%  
of Americans underestimated 
the amount of water used in the 
average home by more than 100 
gallons of water a day.

Up to 

74%  
of Americans have not engaged 
in cost efficient water saving 
technologies such as low-flow 
features.

Americans want to save water. Americans know that water shortage 

is a growing problem. Americans watch the news and read reports 

on droughts all over the country. Encouraging Americans to want to 

save water is not the problem facing ecologically minded groups and 

organizations today. The problem is that average Americans do not 

want to be inconvenienced nor do they want to sacrifice the comforts 

their hard-earned income grants them. When asked if they want to save 

water, if they know water shortage is an issue relevant to them and 

if they would implement water-conserving measures — the majority 

of Americans heartily agree on all counts. But their actions speak so 

loudly it is increasingly difficult to believe what they say.

What can be done to encourage Americans to act with their hearts?  

Why not make saving water fashionable, “cool” and a desired public image?

In the 
 summer, 
 outdoor 

water use  can 
account for  

50% MORE 
 of water use.

Tastemakers 
planned to spend  

309% 
MORE   

than shoppers with 
lower style.

ARTIFICIAL TURF 
BENEFIT: A synthetic substitute for natural grass, which requires no irrigation. 
BARRIER: Artificial turf provides an aesthetic that may be undesirable to homeowners.

LOW-FLOW SHOWER HEADS
BENEFIT: Reduces water consumption by 50–70 percent compared  to  
standard shower heads. BARRIER: By conserving water, low-flow   
shower heads produce lower water pressure.

RAIN WATER COLLECTION SYSTEM
BENEFIT: Collecting rain water reduces the consumption of  
natural resources used for irrigation, washing cars, etc. 
BARRIER: These systems often require costly or unsightly water collection devices. 

XERISCAPING
BENEFIT: Landscapes that reduce or eliminate the need for water from irrigation.
BARRIER: The minimalist natural features of the landscape can be unappealing to many. 

HIGH-EFFICIENCY WASHING MACHINES
BENEFIT: These machines wash clothes with less water than standard washers.
BARRIER: High-efficiency washers can only be used with high-efficiency detergent.

Water conservation technologies have existed for many years, yet there are barriers keeping 

people from implementing them. Overall, these barriers tend to be attitudinal—inconvenience, 

sacrifice of comfort, and the cost of implementation keep most technologies from being 

adopted by consumers on a large scale—but specific technologies also come with other 

unique barriers that must be identified and overcome.
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Word of mouth is a powerful form 
of advertising. Shoppers are 
connected to water professionals 
who can help implement water 
conservation technologies found
in the mall. Further,  word of 
mouth generates a buzz within 
the community regarding the 
water conservation experience 
within the mall.

Water professionals within the 
community implement the 
technologies seen in the mall
in the homes of shoppers within 
the community. 

Interactive communication conduits direct 
shoppers to water professionals who can 
assist in implementing water conservation 
technologies within the community.

Invisible water technologies are 
made visible to shoppers via 
interactive kiosks that are 
placed at strategic locations 
within the mall.

The Mall.
A public forum, geared for 
trends and mass influence.
In the United States, the mall serves as a beacon to consumers for fashion, trends, 

and social values. Malls across America display observable consumer categories 

defined by fiscal means and the need for status within their communities. Malls 

are unique gathering places for all types of cultures, values, and ideas because 

consumer activities are not exclusively dependent on income. Low-spending 

shoppers report just as significant satisfaction ratings as high-spending shoppers 

based on the experiences with which they engage.

We live in a country in awe of the very successful and make sincere efforts to 

seek comparable celebrity status by modifying our lives to display the products 

and behaviors that perpetuate this image. Based on proximity and the special 

allowances made by this public forum, consumer groups can mix and therefore 

behaviors and attitudes are easily spread. Lower tier consumer groups see first 

hand the behaviors and styles of the upper categories, enabling them to mimic 

and adopt the same behaviors whenever possible. 

Visible Technologies
The spectacle of the recycled water sculptures may 

seem to serve as just a showy, conservation minded 

attraction, but technologies on display throughout 

the mall are the first steps in a pipeline that converts 

shoppers into water savers.

Influence of Good Will
The brands and stores represented in this mall all have a 

singular message, either explicitly in their marketing and 

branding, or through  the way they run their business or 

how they create their products: the environment matters.  

The larger retail spaces will host unique brand specific 

water features, smaller retail will offer discounts or 

shopping incentives to the VIP mall patrons, while others 

can  promote exclusive water conscientious merchandise 

that will not be available through any other channel.

Water Professionals
Choosing the right water conservation technology can 

be difficult. Not all people have the same needs and not 

all technlogies’ benefits are easy to compare. That’s 

why a network of water conservation professionals will 

be established to assist mall shoppers as they make 

decisions on what technologies to choose. 

Invisible Technologies
Not all technologies can be displayed for all to see. 

In fact, systems throughout the mall that help keep it 

sustainable both fiscally and ecologically are embedded 

in ways where the public may never find them. But that 

doesn’t mean that out of sight is out of mind.

LOW-FLOW TOILETS
Saving water doesn’t mean you have to 
sacrifice. Shoppers who use restroom 
facilities in the mall will experience ef-
ficiency and water savings first-hand. 

RECYCLED-WATER SCULPTURES
Water can be made to dance, splash and 
explode, creating a memorable spectacle 
for shoppers to behold. With smart water 
management, the art won’t come at the 
expense of precious resources. 

RECYCLED-WATER LAZY RIVER
Smooth rivers bring with them idyllic 
thoughts of connecting with the flow of 
nature. This indoor river will provide both 
beauty and awareness for the effective-
ness of water conservation technology. 

WATER AS FASHION
Fresh fashion, beautiful baubles and geeky  
gadgets are always changing, and quite often 
their name brands are more important to 
consumers than the actual items. Regardless of 
what shoppers buy, they love to show it off and 
talk about it — that’s where water comes in.

BRAND EXCLUSIVITY
Each brand in this mall touts luxury but also 
generates goodwill and earns social capital at 
the same time by the ways they flex their brand 
muscles to hold water conservation up as an ideal. 
It may mean that Coach releases an exclusive blue 
key fob, Wolfgang Puck serves the rarest mineral 
water or Apple makes an aqua iPad flipcase 
available only at this location, but the result is the 
same, people want what’s rare and when they buy 
it they show it off and tell their friends. 

WIN-WIN
Brands win because they have something everybody 
wants while they earn a conservation minded 
reputation while shoppers buy and tell their friends, 
raising awareness for water conservation.

DESIGN
Design specialists like architects and interior 
designers can help those who need to build  
(or rebuild) their homes to be water conscious. 

SUPPLY
Home improvement stores serve as places 
where individuals can purchase and then 
install their own solutions in an effort to 
conserve. 

SERVICE
Service experts including plumbers and 
contractors who focus on installation and 
implementation can help those who have 
installation needs. 

LOW-FLOW PLUMBING
Plumbing isn’t sexy, but inefficient design 
can cause savings to go down the drain. By 
revealing how the mall implements low flow 
plumbing technologies, shoppers will learn 
how the little things can make a big differ-
ence. 

CONDENSATION CAPTURE SYSTEM
Gardens can create serene environments but 
those gardens require water. Even minute 
condensation levels in the desert are enough 
to sustain indigenous flora and revealing 
those technologies to shoppers can help 
them to explore how they can create their 
own gardens at home.

HIGH EFFICIENCY  
COMMERCIAL DISHWASHERS
Washing dishes is a chore that finds its way 
onto to-do lists for residents and businesses 
alike. By learning about how the mall saves 
resources through the use of efficient tech-
nologies, shoppers can check off one weekly 
chore and actually feel good about it.

Why Palm 
Springs?

We have selected Palm Springs 
California to be the host of this 
network model site based on the 
social power and the celebrity 
status that these types of affluent 
communities have in American 
society.  The residents have the 
fiscal means to engage with the 
vendors and implement the water 
saving technologies in their homes, 
and Palm Springs is a  shopping 
destination to many consumer 
groups throughout the United States. 

By choosing a city to host our model 
network that has such high water 
use, the change will be visible more 
easily than if we were to choose 
a city that is already trending 
towards water conservation and 
environmentalist ideas.

Citizens of Palm Springs use an average of   
736 GALLONS OF WATER PER PERSON PER DAY 

 compared to the average American household which  

uses  289 GALLONS PER DAY, compared to 
environmentally trending cities such as Albuquerque NM, 

which uses an   AVERAGE OF 150 GALLONS A DAY.   

The Mall is an exhibit.

System of   
Communications

Experience the mall 
network as catalyst.

Research shows that consumers’ perceptions of shopping mall attributes are found to have greatest 

influence on their level of mall satisfaction and re-patronage likelihood. Cognitive responses to the 

mall environment are reported to increase the total amount of mall spending and future mall visits 

significantly and activity patterns in a mall are found to be positively associated with the time spent in 

the mall. The rarity and exclusivity of the designer stores, the unique anchor stores, and the impression 

of luxury and the spectacle of the mall and its technologies satisfy the emotional and cognitive needs to 

build positive relationships between the attitudes of the consumer and the efforts of the mall. The mall is a space where shoppers 

can experience a variety of 

water features. The mechanical 

details that allow these features 

to be classified as water saving 

technologies are illustrated through 

various communication conduits 

within the mall, such as touch-

screen kiosks, smart phone tours 

and permanent exhibit signage. 

These conduits explain the types of 

professionals and vendors needed 

to implement specific technologies 

and direct shoppers to those that 

operate within their community.

TOUCH SCREEN KIOSK
At kiosks people will experience 3D, 
interactive tours of the mall, which will 
expose the invisible water conservation 
systems that exist within the mall. 
 
SMARTPHONE TOURS
Connecting to an internet site with a 
smartphone will allow people to learn about 
visible and invisible features of the mall 
through audio, video, image, and text.
 
PERMANENT SIGNAGE
Placards placed near visible water features 
to promote their specific water-conservation 
methods direct people to kiosks and to 
support smartphone tours. 
 
NAVIGATION SYSTEM
Maps and signs that direct people to multiple 
water features from various locations within 
the mall.
 
WORD OF MOUTH
Shoppers experience water features within 
the mall and then spread the word within 
the community about what they have seen 
and learned about water conservation 
technologies. 

SPECTACLE
Our mall is a physical attraction, 
the innovative and elaborate 
architecture combined with 
the eco-conscientious interior 
design create the essence of 
luxury and a rare experience.  
Some of the features are huge 
amounts of natural lighting, a 
sustainable indoor green space, 
a 5-star hotel and event center, 
and lush hanging gardens.

TECHNOLOGIES
Our mall becomes an 
interactive museum, for 
both visible and invisible 
technologies. From the 
public facilities to the private 
quarters in the hotel, this 
amazing space will serve as 
a living example for users 
to engage in, and realize the 
capacity for luxury while 
using water conscientious 
products and services.

RETAIL
Boutique designers as well as 
national and internationally 
famed companies each 
contribute their own styles 
of eco-driven products 
and services to this model 
environment. The modular 
spaces and designer gallery 
circuit keep shoppers coming 
back again and again, while 
the anchor stores offer 
permanent attractions within 
their grander spaces.

Next Steps
Very few environments in modern culture bring people together like shopping 

malls. Water conservation discoveries that take place inside the mall are converted 

into actions when shoppers leave, thanks to this series of interactions.

Within our network, the shopping mall is a central catalyst that connects shoppers with different 

types of professionals who deal with various technologies and services regarding water 

conservation. Inside the mall, our system of communications plays a role as a “perceptual 

guidance”, which will lead those who have experienced the water spectacles to the information-

Shopper Experiences »
Upon experiencing the visible water 
conservation spectacles within the 
mall, shoppers learn more about the 
technologies via interactive kiosks 
and smart phone tours.

Visible Water Technologies »
Whether strolling from one store to another, 
enjoying a cappuccino at a café or taking in an 
outdoor screening of the newest art film, water 
conservation technologies are made visible 
throughout the mall so guests can engage with 
innovative and experience the benefits.

Wayfinding System »   
The mall’s wayfinding system directs 
shoppers to water conservation 
spectacles and interactive 
communications within the mall.

Retail Brands »   
Retail brands influence shoppers’ 
decisions to conserve water through 
their own conservation efforts.

release devices, like kiosks and smartphones, to receive the information of “water professionals” 

outside the mall. The retailed brands simultaneously operate “core value advertising campaigns” 

that promote water saving, which can influence residential communities to adopt technologies of 

water conservation by the impact of word of mouth from the influencers, mall shoppers.
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Community change.
How a mall interactions translate 
 to change in the local community.
We set the mall as a central catalyst within our network, which can not only connect different types of 

stakeholders under the concept of water conservation but also and more importantly, stimulate the 

behavior change within the local communities to overcome the negative attitude against water saving.

 

In terms of our selected case of Palm Springs, citizens use more than twice as many gallons of water 

per person per day as the average American household. They don’t want to sacrifice their comforts or be 

inconvenienced. The network model proposed surrounding water conservation is designed as a solution 

that overcomes these barriers. Our mall is the junction between shoppers and water conservation 

professionals. Different types of consumer groups, such as Tastemakers, Conscious Aspirers, Wannabes 

and Looky-loos, will have varying perceptions and experiences with water saving while visiting the 

shopping mall. In a similar vein, by receiving customized information from our system of communication, 

each of these consumers can choose different professionals who offer a variety of water saving 

technologies and services, catalyzing the water conservation from in mall into community — where the 

possibility for real and impactful change takes place. Within our network, citizens in local communities 

get rewarded for water saving.

Tastemakers
Our Tastemakers are the trend-setters that others aspire to be. They are the financially dominant 

members of the community and driven by social status. This group is the first who will implement 

water conservation technologies just for the exclusivity that comes with it.

Aspirerers
The aspirers reside just below the Tastemakers on the social ladder. While their sphere of influence 

is not as great as the tastemakers, they still hold quite a bit of clout within the community.

Looky-loos
The Looky-loos are the least likely to adopt water conservation technologies because of financial or 

attitudinal barriers that exist in their social class.

Wannabes
The wanna-be’s are the more fiscally conscious members of society, but are also known to splurge 

on items from time to time. They are driven by a moral decision to conserve water rather than 

achieving social status by doing so.

Boosting pride and prosperity 
through conservation

The mall is a catalyst for change. By exposing people to common-
ly dismissed, water-saving technologies in a unique and tasteful 
fashion within a culturally-driven public space, the mall creates 
a network of information exchange and subsequently, a network 
that supplies and demands water-conservation technologies and 
implementation services.

The “supply and demand” relationships that develop between 
various community players indicate that the mall-centered net-
work serves as much more than a simple promoter of water con-
servation methods. This network succeeds in boosting the local 
economy and generating a sense of community pride. The mall 
introduces shoppers to water-saving technologies in interesting 
ways and then introduces them to design, supply and service pro-
fessionals within the community to implement similar technolo-
gies in their homes, perpetuating the economic success of their 
city. Furthermore, establishing relationships between shoppers 
and local water professionals promotes a thriving, collaborative 
and environmentally conscious community which all players can 
feel proud of. 

Financial benefits to investors — 
the “Bottom Line”.

Conserve water to satisfy your psyche.

Engaging the consumer groups.

The benefits of participating in this plan and implementing these strategies aren’t just 

future intangibles. In the development phase there are federal tax incentives, in the 

initial year of operations there are regional energy incentives which can continue for 

many years – and in the long term there are local tax incentives. While not all of the 

business incentives are listed here, these are some of the more influential and more 

inspiring ones that can entice stakeholders to invest. 

The conscious, or often subconscious, desire to obtain psychological benefits is a strong motivator 

for taking action. Supporting water-conservation efforts and implementing water-saving 

technologies at a personal level can result in various levels of psychological satisfaction. Among 

other things, taking part in a network that promotes water conservation can satisfy the human 

desire to gain social status, to contribute to a cause, or to be a role model.

TAX BREAKS
When an individual or company, such as this mall, purchases and implements 
these water saving technologies, the State of California will credit the sales taxes 
or use taxes paid for those technologies and for the taxes paid for the purchase 
of land that will use these technologies up to TWENTY MILLION DOLLARS for the 
taxable year they were bought and implemented. This tax credit alone can make 
these technologies worth implementing.

GOVERNMENT INCENTIVES 
Add in the cost savings and benefits offered by federal energy efficiency 
incentives for certain technologies in the mall of up to $1.60 per square foot of 
land and building, and the tax savings start building as they continue to accrue. 

LOWER COST OF OPERATIONS
By using technologies that are even just 50% efficient, individuals and businesses 
can save approximately 20% of their water bills a year. This savings potentially 
adds up in our mall to tens of thousands of dollars the first year alone.

DISPLAY OF STATUS:  
The primary psychological benefit that 
plays a role in this model is the need 
for consumers that have different 
levels of desire to display status within 
their community.  Through the incen-
tive network, consumers that engage 
with the vendors through the mall’s 
communication technology will re-
ceive rewards and VIP shopping perks.  
These rewards vary from one con-
sumer category to the other based on 
a combination of the expected degree 
of engagement with the vendors as 
well as the expected degree of need to 
publicly display status.  

DISPLAY OF GOODWILL: 
Not all shoppers are driven by status 
and image through the display of their 
rewards, perks, or buying power.  To 
coincide with the seemingly altruistic 
nature of the image and branding of the 
eco-driven retailers, there are many 
consumer groups that find great satisfac-
tion in knowing that they are able to shop 
and acquire luxurious things, as well as 
contribute to the environment in a mean-
ingful way.  The satisfaction of contribut-
ing to the environment can be met by both 
the use of the water technologies, as well 
as through setting an example to others to 
engage in the same behaviors.

RESPONSIBILITY OF  
CIVIL SOCIETY: 
The top tiers of consumer categories serve 
the model as the trendsetters of water 
technology. In addition to their fulfilled 
needs for status, vanity, and goodwill, these 
consumer groups become social leaders.  As 
social leaders, these members of the com-
munity model fashion, technological trends, 
purchasing patterns, and behaviors.  This 
responsibility to exemplify model behavior 
extends into the community as an example 
as to how “civil society” should exist, and 
they are rewarded through exclusivity, 
creating opportunity for them to be looked 
towards and admired.

Tastemakers, Aspirers, Wannabes and Looky-loos can all conserve water in different ways, and 

the benefits they receive are just as varied. Regardless of their engagement level, they feel good 

about the result, water use is reduced and other people notice. With our four persona groups in 

mind, here are the technologies they may implement and the benefits that can follow.

Next Steps
A mall isn’t just a mall — it’s a place where ideas, aspirations and 

tastes collide. But it’s not enough for these exchanges to stay inside the 

confines of commerce, rather our model of capitalist-driven conscience 

is designed to go places and to pop up in new neighborhoods and to 

serve communities beyond Palm Springs. While each city and town  

has different needs based on their unique cultures, our model has b 

een designed as a modular system that can serve those needs while 

saving water along the way. City by city, the spread of a water-friendly 

mall can mean big change for all involved.

TECHNOLOGIES IMPLEMENTED
Tastemakers will go all out to implement technologies like underground water 
reclamation systems, recycled water features  and artificial turf outside the home, 
and low-flow showers, toilets and plumbing.

WATER PROFESSIONALS
Tastemakers who wish to implement technologies seen in the mall will hire 
architects, landscape and interior designers. As affluent members of society, they 
are not the do-it-yourself type.

HOW THEY BENEFIT
Implementing these technologies will not only provide financial benefits in the 
form of tax incentives, but also the perception of alltruism by other, less affluent 
members of the community.

SPHERE OF INFLUENCE
The actions of the Tastemakers do not go unnoticed in the community. Their homes 
are featured in AIA home tours and further elevated through word of mouth by 
others, which, in turn, influences the decisions of others in the community to 
implement similar technologies.

TECHNOLOGIES IMPLEMENTED
Aspirers strive for the same social status as the tastemakers but are limited by 
how they can implement water conservation technologies. As a result, they imple-
ment above-ground water reclamation systems (rain barrels) and low-flow toilets, 
shower heads and faucets in their home.

WATER PROFESSIONALS
In their quest for social status, Aspirers will most likely consult with a landscape de-
signer to install a rain barrel and a home improvement contractor to install low-flow 
technologies inside the home.

HOW THEY BENEFIT
Like the Tastemakers, aspirers will also benefit from tax incentives by implement-
ing these technologies. Further, their efforts will make implementation seem more 
obtainable to others in the community.

SPHERE OF INFLUENCE
Adoption of water conservation technologies will confirm the actions of the  
Tastemakers, while Wannabe’s and Looky-loos will be influenced by the Aspirers 
and inspired to follow their lead in adopting similar technologies in their homes.

TECHNOLOGIES IMPLEMENTED
This group will be the slowest to adopt water conservation technologies in their 
home. They are more likely to lower their water consumption by placing a brick in 
their toilet tank or washing clothes once a week.

WATER PROFESSIONALS
If the Looky-loos decided to implement any type of water conservation technologies, 
they would purchase them at big box or local hardware stores and install them 
themselves.

HOW THEY BENEFIT
Future generations of Looky-loos will eventually benefit from the water conservation 
of others, but not directly through any action of their own.

SPHERE OF INFLUENCE
This group has no influential power at all. 

TECHNOLOGIES IMPLEMENTED
The technologies most likely to be implemented by the Wannabe’s would be low-
flow toilets, faucets and shower heads.

WATER PROFESSIONALS
This group will find inspiration in magazines and TV shows and are definitely the 
DIY type. They purchase low-flow fixtures from big box or local hardware stores 
and install them themselves.

HOW THEY BENEFIT
The wanna be’s benefit from water conservation technologies by knowing their 
efforts of goodwill  are serving the community and future populations.

SPHERE OF INFLUENCE
This group influences others in the same social circle as well as the Looky-loos. 
Their good deeds are more slowly adopted than those of the Tastemakers and 
Aspirers.


