“If you don’t believe in your
product, or if you’re not
consistent and regular in the
way you promote it, the odds of
succeeding go way down.” —

Jay Conrad Levinson, author
‘Guerilla Marketing’
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BEHIND THE RED CURTAIN - MELBOURNE MOSQUES SAVING WATER
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Green Publicity has been helping spread the word about Yarra
Valley Water’s work in supporting local mosques keen to use water

more efficiently.

The water utility is supporting the Zamzam Water Conservation Project,
part of the Environment Sustainability Program set up by the Islamic
organisation, Mercy Mission, which aims to reduce water use across all

Melbourne mosques.

People of a Muslim faith consider the Earth’s resources to be a trust
from Allah and are committed to protecting the environment and using

natural resources wisely.

Water audits conducted by Yarra Valley Water at the
Heidelberg and Preston mosques revealed that each
could save up to 143,000 litres of water per year by
installing rainwater tanks, attaching flow control vales

Nt e - to all taps and installing WELS (Water Efficient labelling
s ! 8 4 and Standard) rated toilet suites. The retrofits are now
e ' complete and fantastic water savings are underway.

¢ won't be short of

Up to 300 people visit the Heidelberg Mosque every
week and up to 500 attend the Preston Mosque; a
person of Muslim faith cleans their face, hands and feet
before praying, up to five times each day, so the water

savings can be significant.
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The water saving actions of Heidelberg and Preston
mosques caught the attention of local newspapers
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SURVEY HIGHLIGHTS TRUST IN EDITORIAL

B&T Today reported on a twice-yearly Nielsen Consumer Survey that found Australian consumers trust personal
recommendations, newspaper editorial and opinions posted on websites more than any form of advertising.

The survey found that 93 per cent of people trust brand recommendations from people they know. A further 67 per
cent trust the editorial content they read in newspapers and 64 per cent are happy to draw upon the online opinions

of Internet users.

The survey also found that newer forms of advertising, such as video ads online or advertisements sent via SMS,
are less familiar and therefore causing skepticism among consumers.



Have you exchanged your

showerhead for one that’s

water efficient? Or are you
suffering ‘green fatigue’

Copywriting wisdom

“l don’t know the rules of grammar...

If you're trying to persuade people to do

something, or buy something, it seems

to me you should use their language,

the language they use every day, the

language in which they think.” - GREEN FATIGUE -
David Ogilvy, founder Ogilvy & Mather

Red Publicity is helping to promote

the launch of Koko Black’s new
chocolate salon in a heritage-listed
space in the Dairy Produce Hall at the
historic Queen Victoria Market — one

of the states most prolific ‘foodie’
destinations. Look out for the new Koko
Black at the end of summer 2010

PUMPKIN WINS

Red Publicity’s last day for 2009 will be
Wednesday 23 December. We will reopen
bright and early in the new year on
Monday 4 January 2010.

A note from 7Paige’s book...

| wish you all the best for a wonderful festive season and successful
New Year. Congratulations to all of our clients who have used the testing
times over the past year to continue raising their profiles and instilling brand

trust with customers and clients.

Please pass this newsletter onto those who may enjoy it.

Paige-Elise Reade, Director T: 03 9645 0298 E: '
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