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Austinites are’ ready and wﬂlmg to become even more . -
_efficient with water use, but are Iookmg for Ieadershnp and f
_solutions. - .- SR

L
+

The door is 6pen for Austin Water"to step up and Iead the i
| way, through enhanced education and commumty -
| engagement, . - oL
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¥ AUSTIN WATER UTILITY MARKETING PLAN

N Key Findings

1. One out of 5 Austinites are unaware of-Austin Water Utlity.
« 2. Among those who know Austin Water, perceptions about its core |
" service and conservation programs are positive; though they are not o
' typacally assomated with Austin Water -

Cb

S8 There is extremely low publlc knowledge of the natural source of our B
- drinking water. - ' . ‘ L
i . 4. Thereis strong pubhc support for strateglc year-round water R "

° . conservation educat:on _— . o
5. Austin Water must work with communlty Ieaders and conservatlon ‘ ;
. 5" advocates tofostef-a “cuiture of conservatlon” to secure Austin's | "

- iong term water‘suppiyjh,,j I W ek S

2 AUSTIN WATER UTILITY MARKETING PLAN

Research

e Audit of Austun Water Commumcattons Matenals :
: e Audit of Austm Water Media Coverage {Feb 2009 Feb 201 0 '
- e. In- ~Depth Interwews Wit Austin Water Gommunications Staff (T) , L
e n- -Depth Interviews with Teachers (3) A I P
f . AnaIyS|s of Peer City Conservation Pfograms (3) ' S
* . |n-Depth interwews with Commurnty Stakeholders (20) e ‘.'
[ ]

Quantitative Surv_ey of Austin Readents ©18 smenhf:c_ sample)..
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Stakeholders . ' I " o e

USTIN WATER UTILITY MARKETING PLAN

Key Findings

> Support for-conservation |

Customers - = . N
LA :1 percent think Austin Water shoutd do more to promote water
' conservatlon . ‘ T B
Their solutrons t' ’
1. Broader public educatton campalgn .

. 2. Toilet retrofits

4

3. Additional watering restrictions
1
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MARKETING PLAN

~Key Findings

> Support for conservataon'

-Many stakehoiders indicated Austrn Water does not seem to have one

clear message, vision or a consistent presence when it comes to
conservation. K :

Theéir solutions: -

1. Higher, wsrbie reduction goals
2. Community, business outreach, consumer educatlon
3. Programs with bast RO :
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Key Findings

> Suppori for conservation e > oty
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“Do I believe Austin Water-is a natrona!!y recognrzed Ieader in conservatron’?
, | would believe it, but | wouldn't have thoughtit.” = -~ L
Lo —Communlty Stakeholder : T e s
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; "There has to be areal commrtment to garnerrng a conservat:on cuiture in
b Austin through educatron Austm Watér heeds to educate people; and it's -

not jUSf shavrng peak water use but overail consumption reduction. Make -

" people think differently, change their mindset. Everyone should know where |
_ their water comes: from rn thrs town Everyone needs to feef the i i
connection.” - e : '
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# AUSTIN WATER UTILITY MARKETING PLAN

Overall Recommendations
> Top Tasks

Austanaterneedsto S ST ;
* Create abold; progressrve consumer frlendly V|S|on statement (based
-~ on 140 gcpd), which the. pubhc can understand and rally behlnd .

" e Takea comprehenswe approach with tactics, and. shiow- Austin how
| current conservatlon programs support the vision and goals.

.. Cornmunrcate via one brand that is embraced by the commumty o

t . Develop a consistent, comprehensive water conservatlon public . :
[ educatron campargn that builds.a sustalned presence wrth the public. .

L e Enhance communlty engagement about Conservat|on efforts through
- outreach to medra busrnesses,,schooIs cnvrc Ieaders

WL,oee Determtne ways to measure and report conservat:on successes
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i AUSTIN WATER UTHITY MARKETING PLAN

Overall Recommendations
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HAUSTIN WATER UTILITY MARKETING PLAN

Research

5 :_ ‘Telephone&Onhne Survey ofAustm'Adults o “.* R u

L. Samples|ze 618 o RN -
- ' oPhone 317 . o SN h
" o.lnternet; 301 . . - L

. e - Conducted March 7-10, 2010~ - o, e
 Random-digit dialing of Austin Water ZIP codes ~ ~"* T . -

‘ * Regional distribution of interviews, weaghted by somo demographlcs .

L. Margm of° error +/ 41 percent R S '
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' Research :
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Key Findings | AR R
> Positive Image Tl v

. The :ovet-*all impression of Austin Water is generally positiv'e: _,."

.- More than half (58 percent) of the general pubhc glve Austtn Water a

- . positive overall rating. B - Lo
: *  Sixty-cne percent of Austinites think Austin Water is domg an ' L
‘ : exceilent or gaod ]Ob managing the city’s water. . e .

R . How would you rate the job Austin Water is Lo T
B doing managing the city’'s water? :

Coe

U Excellent .
L Good

Fair_ )
v. . HWPoor P




.‘ IR AUSTIM WATER UTILITY MARKETING PLAN

Key Findings
> Branding

AUstir Water has- lower brand ‘avvareness' than oeer utilitiés in thé re;gi'oni )

. .o 19 percent of Austrnites had never heard of Austin Water (or AWU)
\. - versus 2 percent for Austln Energy or 6 percent for LCRA

4

L Aithough 92 percent of Austlnltes surveyed had recently seen, read -
.or heard 6f a conservation program, only 45 percent aSSOCIated these s

' programs with Austin. Water: - _
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Key Findings
Confusion about Water Source .

_ Research for the Texas Water Devetoprnent Board revealed when people know
the natural source of their water, they re twice as likely to conserve it. :

; _ Q: "In yOur own ,wor,ds; what. is'the natural source of your.dnnktng,wat_er?" L e
I. j cem o w T - [ E— N BS [ O - & -— " . - —— VE [ . - - N

= . 4af Aquifer/ o hone v

! .- . ; Edwards Aquifer 53% 8% gt
‘ | hed r >

! The city / county / )

2 municipat district . D 3}0% 59% o

1 ot - ! .

. | Colerado River 4% 7% Ir ’

L | Lakes/rivers/streams & 4% 8% | 100% of the Internet o

. reud R 4. |respondents.setected.the. __ "ff".' <
o e 2t 19, 2% “Edwards Aquifer” e
. s
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ro.

Key Flndmgs

= United-call for more outreach

Stakeholders from all backgrounds suggest Austin Water would benefit

from external'communications to develop relatronshfps thh the .
-community, mctudmg S

med;a SO
busnnesses
' civic organizations
neighborhoods
“the general public

: 1}

Key Flndmgs
> Plannang for the Future

We needed to know |f the negatlve news attention about WTP4

represented a liability to Austin Water's opportunity to, authenttcaliy

-communicate its vision for. planning for the future.

Almost half (48 percent) of Austinites think the City-heeds’a' new water
treatment ‘plant. One- third (33 percent) of those surveyed are unsure.

i X Do you think the City of Austin needs a
new water treatment plant?
N 7 ~ i Yes
i 33% 43%\ CONg -
= / ] ’ -Depends
RRRE ‘12%/‘/ -+ SUnsure I -
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38 AUSTIN WATER UTILITY MARKETING FLAN

Key Findings .
> Planning for the Future RS o TR s e .'

Among stakeholders surveyed - ’ : : o
*  Business and civic leaders were in favor of WTP4, as were many of,.the
.cther stakeholders interviewed, crtlng a need for both conservatron ano‘
. improved facilities in order to meet future demands. .- . - =
*  Even the harshest cntrcs can put asrde their. drsapproval of WTP4 and
appréciate at least Some of Austln Waters plannlng or oonservatron ‘
‘_programs v ¥ CL R
. 'Mlsmformatlon about WTP4 'has Ied many to belleve the plant would g
o |mmed|ately begrn drawing 300 million gallons of water. from Lake Travis — ‘

even if the demand were much lower. - , C . . B
1 - . ' e i
“Aus trn Water should have promoted all therr conservatron ,orograms more so - :
.. people.would know they are focused on conservation, and. ther they wouldn't -- . -+
. have recerveo’ S0 much backiash on WTP4 " «Communrty Stakeholder Ao }
. , . :‘\», ';'-g';:::-._, 4 l\"! -:‘ i‘ " "- - . ‘,‘: - . 4._ . 1" . . . N . !
: "'. J..,: : I‘ﬁ.—*&'—"'. - g i * B ‘; ; .'. J

1% AUSTIN WATER UTILITY MARKETING PLAN
Overall Recommendations "
Cultivate a “C‘ulture of Conservation™. © - . -+ - Voo

-Stakeholders and cmzens agree there is a need o mobrlrze the -
oommunrty and oultlvate a conservation culture about water avallabllrty

-
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The door is open for Austrn Water to’ step up and lead the way. |




. Looking Forward
> Next Steps

Shape campaign (brand strategy, messaglng, ,rnatenals) based on+ .
recomrnendatlons from research and marketmg plan

. message map' : :

~Develop permanent community engagement process mcludlng

ATER UTILITY MARKETING PLAN

i A - m——

+

Determine campaign’s measurable goals and reselting'strategies
and tactics. Develop vision statement pos&tlonlng statement and

Identify marketing tactics by key audlences by geography ‘and

- sector {business, stakeholders, mediia, general publlc) SRR

t
;
Develop campaign tactics (media relations, adverttsmg/pald medua, - |
outreach, social media, partnershrps research)
stakeholder matrix'and asagn relatronshlps managers within
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