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What do we mean by flexing?

Getting on ratepayers’ mental 
radar by building awareness of 
your work as a public utility 
and providing VAC



What is VAC?
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More about this later …



Why should a public utility flex?

Most ratepayers don’t usually 
understand the degree of 
product and service you’re 
providing each month.

I should know. I was one of 
those people.



This is good background, but 
we’re not a large utility? 

What do these mean for us?



Let’s discuss how to flex – cheaply 
(push vs pull)



“Push vs Pull” refers to how your 
utility gains attention/awareness

-- and the cost/effort involved



Pull: trying to “pull” ratepayers to your site

Think: pulling teeth

Pull usually involves buying ads 
and sponsorships to get people to 
notice you. You’re trying to pull 
them in by purchasing attention.



Push: Sending information to ratepayers 
using the channels you own.

No sponsorships or ad buys. 
Cost is usually minimal or 
free. You’re pushing out 
information rather than 
buying attention.



How do I add value to my relationship with 
ratepayers every 3-6 months?



All of your communications messages 
can fall into one or more of three categories (VAC)

Accountability
Embrace transparency    
and wear the bullseye

Value
What are your ratepayers getting 

for their money each month?

Celebration
When members of your 
workforce grow in their 
capabilities, honor that



Let’s dive into action steps for each category (VAC)

1. Value
What is water worth?



Value

First impressions matter



Welcome package to new businesses

Value



Your customer’s email address in the key to 
permission-based communication

For us, this takes 2 forms …



Welcome email to new customers

Value

Features …

• Our logo (legitimacy)

• Links to our site

• How to contact us

• Social feeds

• We track delivery



Value

Anatomy of advance notice email

• Logo

• Link to site

• Explanation - doesn’t have to be 
complex; generic is sufficient

• Contact

• Social feeds

• Track delivery



Why is an email address so important?

▪ Not as interruptive as a phone call

▪ Carries links (example of “push”)

▪ Easier for receiver to digest data

▪ Your logo (legitimacy)

▪ You can tell your audience to expect a follow-up call

▪ You can explain things in better detail

▪ Knowing your customers act on emails they receive makes 

it more likely your communications will be noticed quickly.

▪ Perfect method for providing messages related to value 

and accountability



Value

Think different.



Value



2. Accountability



Accountability Put numbers to everything



Accountability

How’s your CCR?



Accountability

CUD pitched 
itself to 
Rutherford 
County 
podcasts and 
radio.

It's free, and we placed 
that on our social feed.



Accountability
Rights and Responsibilities guide



Accountability
Service Maintenance in Real Time

• From January 2020

• Post went viral 
(thousands of views)

• Play-by-play

• Demonstrates the value 
of social media, earns 
more fans, and shows 
actions taken by your 
workforce



Accountability

Learn to Avoid Problems in Advance

• Set up Google Alerts on your email

• Use keyphrases like “water utility”, 
“water treatment”, “infrastructure”, etc.

• You’ll see issues other utilities are facing 
– which helps you think ahead



Accountability



Celebration

When you decide to build a 
branding table …
• Overall budget
• Usable multiple times
• What kind of events?
• What messaging do you want?
• Ease of setup and takedown
• Giveaways for adults, kids



Celebration
Let’s talk costs …

Bags 250/$320

Stickers 1,000/$350

Tablecloth $190

Pens/highlighters 1,000/$650

Journals 200/$690



Celebration

All good news has more than one life



Celebration

• No one’s going to your site for entertainment.

• Chances are, your website is transactional.

• Social media is for human interest and your wins.

• Don’t want comments on your social posts? Turn them off.

Avoid this mistake!



Celebration

Internal newsletter … critical to culture

• Doesn’t have to be long or elaborate

• Could be as simple as email to the workforce

• Catch people doing good

• When possible, attach data

• Spell the names right



Celebration

You know how you get your best ideas in 
the shower or on a walk? 

It's because you're off your screens and 
giving your brain space to wander – and 
imagine.



Celebration

Think of a yearly way to remind 
people of the role water plays in 
their lives. 

Could be as simple as an 
end-of-year email to ratepayers 
with stats.

Steal this concept more than the execution



Celebration



… As you flex, who are you 
talking to – and why?



Let’s consider three different groups … 
Their needs and yours as you interact with them.



Children/Students

Topics: Fun facts, conservation, water science

Interests: knowledge and the future of tech



Ratepayers

Topics: Infrastructure, policy, cost, customer service, jobs



Elected officials

Topics: Infrastructure, policy, legislation



Invite a reporter

"Advertising is saying you're good. PR is getting someone else to say you're good."



What’s the point of it all?
Some key ideas …



Chain reaction of data

Customer survey data/findings internal/external dashboards social content/
newsletter

Annual Reportlong-term benchmarksaccountability/
transparency

TRUST



• Trusted stewards of water and money

• Put a face to your water utility

• Build goodwill (you’ll draw from that account)

• Help ratepayers see infrastructure differently
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