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AGENDA
COMPETITION 

RULES
2021 Overview

2022 Marketing 
Focus

Website

Channels to 
Market Material

Messaging Consumer views
Reflecting 

technical changes 
in graphics

DATE OF NEXT 
MEETING



❑APPROVAL OF THE AGENDA

❑ANY OTHER BUSINESS TO BE INCLUDED?



❑COMPETITION RULES
❑All delegates to ensure that discussion is kept within the 

boundaries of legal compliance

❑Notify MD and/or Chairman if you believe discussion points are 
entering none compliance area, discussion will immediately stop 
and be referenced in the minutes

❑Attendance list for the virtual meeting will be downloaded and 
included in the minutes



❑2021 ACTIVITY

❑ MARKETING ACTIVITY
❑Improved awareness of the scheme

❑Increased visibility

❑Developed a easily downloadable portfolio of material

❑Ongoing web development

❑Retailer pack, developing merchant and installer packs

❑Questionnaire issued to understand challenges using label

❑Press Activity

❑Increased social media presence



www.uwla.eu

Press Activity

29 articles written and 
circulated to UK and 

European media titles

Link to 
International/Environmental 

days

Link to International events 
such as Cop26 promoting 

the activity of Industry and 
the UWL

17 features written upon 
request

Regular blogs and features 
for stakeholders

All material used
Growing social media 

platforms

http://www.uwla.eu/


SOCIAL MEDIA ACTIVITY

Recent focus and 
improving daily
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2022 FOCUS

Focus agreed in 2021 – visibility/raising awareness leading to 
greater registrations and market representation

UWLA Board supports continuing same message with stronger 
activity



❑Website and Opportunities
❑ Final stages of relocating database and calculators

❑Amends to documents

❑Updated forms and costings

❑Audit amends

❑ Bulk upload refreshed to include additional criteria such 
as Anqip/Swiss/Swedish/Technical Icons

❑Automatically generate label, with Icons and energy

❑ Missing Data

❑ Images missing – call for information to go out to 
brands requesting urgent action

❑Contact information requires updating

❑ Brands will have access to company listing

WEBSITE

www.uwla.eu



www.uwla.eu

Screen grab of database

Search facility by 
flow/volume/flush

In the process of adding automatic 
energy icon

Direct link to ‘Best of All’ 
databases

WEBSITE



www.uwla.eu
WEBSITE

Public facing website

All documents 
available 

How to use the label 
section will also 
include 
‘How to Guides’ 



www.uwla.eu
WEBSITE

Registered

Log in details - notified

How to… guide to aid use 
will be issued



www.uwla.eu
WEBSITE

Company dashboard

Access to all company 
information



www.uwla.eu

Visitors and 
Opportunities

 2021 Stats

 375 average visitors per day

 65,000 unique visits

 202,757 page views of the database and calculator 

 7,900 returning visitors

 Over 10,000 architects using the two sites

 150,000 projects - UWL has played a part 

 Commercial opportunities to advertise on the 
database and water calculator – low cost

 Key pages visited

 Find a product

 Water Calculator

http://www.uwla.eu/


www.uwla.eu

Input from 
delegates

Request to define 
the energy 
sections to 
promote greater 
efficiency

http://www.uwla.eu/


www.uwla.eu

Input from 
delegates

Request to define 
the energy 
sections to 
promote greater 
efficiency

Discussion:
Fixed points
• Temperature Showers - 38°C
• Fixed 10%  reduction for cold start – member calculates 

when registering
• Temperature Taps

• Kitchen 45°C
• Basin 38°C

• Scenario based on JRC Study
• Taps 1 minute event x 7 event
• Shower 7 minute event x 1 per day

• 7 points on energy dial is questioned?

• OPEN DISCUSSION

http://www.uwla.eu/


www.uwla.eu

Input from delegates

Request to define a 
label to reflect the 
recirculating shower 
criteria for water and 
associated energy 
savings when using 
the recirculating 
aspect

RECIRCULATING SHOWER LABEL
SHOPPING LIST:
• Same framework as existing label
• To display

• Water flow
• Conventional mode
• Recirculating flow/energy energy mode
• Combined new water
• European market – minimum words
• Keep it simple

http://www.uwla.eu/


www.uwla.eu

Input from delegates

Request to define a 
label to reflect the 
recirculating shower 
criteria for water and 
associated energy 
savings when using 
the recirculating 
aspect

RECIRCULATING SHOWER LABEL

SHOPPING LIST:

• Examples of dual information labels

http://www.uwla.eu/


www.uwla.eu

Input from delegates

Request to define a 
label to reflect the 
recirculating shower 
criteria for water and 
associated energy 
savings when using 
the recirculating 
aspect

RECIRCULATING SHOWER LABEL

SHOPPING LIST:

http://www.uwla.eu/


www.uwla.eu

Input from 
delegates required

Grey Scale label?

http://www.uwla.eu/


▪ PR PLAN 2022

News releases
Trade
Consumer

World Days/Water/Plumbing
Blogs
Events/Exhibitions
Social Media/Gifs/Training video
Information Packs
Website
Newsletter
Consumer POS



Information Packs

 Developed to help retailers and partners to promote the benefits of water 
efficiency and the UWL

 A series of GIFs is available
 https://www.youtube.com/watch?v=zDe7hfCDyn4&t=6s
 The series can be easily used via social media
 Irish Green Building Council is using the material in their retailer campaign 

and reported good uptake

Merchant, Installer packs – ready early March

Can be translated!

https://www.youtube.com/watch?v=zDe7hfCDyn4&t=6s


Questionnaire
QUESTIONNAIRE ON THE USE OF THE WATER LABEL

Headline overview of findings

❑ 1/3RD of respondents have a sustainability policy that includes water efficiency
❑ Those that don’t, plan to have one within the next 12 months
❑ 75% of respondents share water efficiency information with their trade 

customers using a mix of websites, packaging, POS and factsheets
❑ Half share energy efficiency information
❑ 42% said water efficiency was very important
❑ 83% share water efficiency with consumers
❑ 50% share energy efficiency with consumers
❑ 50% use the UWL to illustrate efficiency measures
❑ 50% display the UWL

❑ Those that don’t display said it was because:
❑ Consumers are not interested
❑ Doesn’t fit with corporate branding
❑ Don’t know who is responsible, where to get information and what is 

available 



Questionnaire
QUESTIONNAIRE ON THE USE OF THE WATER LABEL

❑ Ideas on how to overcome challenges
❑ Those that don’t display said it was because:

❑ Consumers are not interested
❑ Doesn’t fit with corporate branding
❑ Don’t know who is responsible, where to get information and what is 

available 

❑ OPEN DISCUSSION



CAPTURING 
RETAILER AND 
CONSUMER 
VIEWS

Capturing retailer views

❑ IKEA and Globus given permission to use their material produced for 2021 event
❑ Need to capture across other European countries – how?
❑ Expand to include consumer views 

❑ Consumers are not interested – research indicates differently
❑ Doesn’t fit with corporate branding – a mandatory label may not
❑ Don’t know who is responsible, where to get information and what is 

available – improve internal communications

❑ OPEN DISCUSSION



Visible Presence at 
Events

KBB BIRMINGHAM

ISH 2023?

EVENT – KBB BIRMINGHAM – RAISING PROFILE TO LOBBY UK GOV
& INCREASE AWARENESS AND REGISTRATIONS 



ACTIONS

❑ Update 
❑ Website
❑ How to Guides….
❑ Labels
❑ Scheme criteria where labels are shown
❑ Other necessary documents

❑ Other action coming from todays meeting



Date of Next 
Meeting

❑ Date and venue of next meeting


