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I AM WATER 

POLO 
OBJECTIVES: 

 Create greater awareness of the 

sport of water polo outside of the 

water polo community 

 Create energy and excitement within 

the water polo community 

 

HOW? 

 Make the Cap “Cool” 

 



I AM WATER 

POLO 
ACTIONS: 

 AWARENESS - Iconic images 

 Website (www.iamwaterpolo.org) 

 Press Release and Media Outreach 

 Print Ads 

 Online Banner Ads 

 EXCITEMENT – Join the Campaign! 

 Facebook App 

(www.facebook.com/usawp) 

 Printable Posters 

 Winners – Cross Platform 
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I AM WATER 

POLO 
RESULTS: 

 AWARENESS 

In the “queue” at People, Fitness, 

ESPN the Magazine, Sports 

Illustrated, etc. 
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RESULTS: 

 EXCITEMENT 



I AM WATER 

POLO RESULTS: 

 10% increase in facebook “likes” 

 Increased facebook “active users” by 

18% to 74% 

 Generating 60% of “referral links” to 

facebook page from iamwaterpolo.org 

 I AM WATER POLO tab is generating 

92% as many views on facebook as the 

Wall itself 

 100’s of comments on each image 

posting 

 100’s of votes for uploaded images 

 And, the Campaign continues…through 



I AM WATER 

POLO RESULTS: 

 Water Polo Community Comments: 

 “Congrats on the I Am Water Polo 

campaign.  Best thing I've seen ever 

from 

USAWP to promote our sport. Great 

work on this.  It’s an amazing vision 

executed to perfection.” – John 

Tanner, Women’s Water Polo Coach, 

Stanford University 

 Industry Comments: 



I AM WATER 

POLO 
“How cool is this!!!! We will work 

to help you with PSA support at 

teamusa.org” – Lisa Baird, CMO, 

USOC 

“The campaign is fantastic.  I love 

the concept and the use of the cap 

as an iconic connection across a 

great cast of notable players – I 

had no idea! Congratulations on the 

launch – it really is great” – Matt 

Brown, President, Ignite Health 

(advertising agency) 

“The campaign looks AMAZING” 

– Lucy Danziger, Editor-In-Chief, 

SELF Magazine 

“Pretty remarkable. Nice job…The 

quality of the photos and 

messaging is solid. Reminds me of 

the got milk photos - this is just way 

better though.” - Alexander 

Sienkiewicz, CMO, Swimoutlet.com 

“Creative looks really great. You did 

an amazing job on such a limited 

budget.” – Javier San Miguel, 

Creative Director, Sensis 

(advertising agency) 



I AM WATER 

POLO 
How do you think we did it? 

“Looks like it cost about $150,000 to $200,000 

soup to nuts” - Stacey Terrien, Director, Global 

Consumer Marketing Windows Phone at Microsoft 

Corporation 
“Looks like it cost well north of $100,000 to 

produce the integrated campaign” - Cathy 

Weaver, Group Account Director at Saatchi & 

Saatchi LA 

How much did we spend doing it? 

$5,000 
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