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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.


