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OVERVIEW

MEETING YOUR CUSTOMERS 
WHERE THEY ARE

FROM KNOWLEDGE TO A 
FEELING OF OWNERSHIP



VALUES AND A SHARED REALITY
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Water is essential to life

Tennessee recently passed 7 million in population. We’re popular.

We live in the richest and most powerful nation

Technology and treatment methods make our tap water desirable, safe, and inexpensive

05 Tap water is much more of a bargain than bottled



MEETING 
CUSTOMERS 

WHERE THEY ARE

CONCEPT 1
• Think about how people communicate
• Go to them – don’t make them reach out to you



• Distracted

• Disinterested
• They make 

assumptions

• Busy and bombarded
• What’s in it for me?



• Se n di ng  i n fo rm at io n v s m ak i ng  c u s tom e rs  s e ar ch

• Us e  a ll  t ou c hp oi n ts  a t  y o ur  d is p os a l 

• Te a ch  cu s to me rs  a b ou t th e wor k of  y o ur  u ti l i ty

• Pr ov i de  a  b a si c  u nd e rs ta nd in g  o f wat er

⚬ Mes s a gi ng  ( v e rb al ,  o n li n e,  p rin te d )

PUSH VS PULL



• A v ai l ab l e me ss a g in g  sp a ce  
⚬ p ho n e  c al ls
⚬ l ob b y
⚬ b il ls
⚬ e - c om mu n i ca t io n s
⚬ e ma i l  s i gn a t ur e s
⚬ we b si t e
⚬ s oc ia l  p la t f or m s

• T h es e  a r e al l  ea s y l i ft s

PUSH VS PULL



HOW MANY HATS DOES YOUR UTILITY WEAR?

To what extent do your 

customers recognize you're an 

essential workplace?



Welcome email 

to new customers

• Our logo and stats (legitimacy)

• Links to our site

• How to contact us

• Social feeds

• We track delivery



• No t a s  i n tru si v e a s a ph o ne  c a ll

• Ca rri e s l i n ks

• Ea s ie r fo r r ec e iv e r t o di g es t da ta

• Yo u r l og o  ( l eg it ima cy )

• Yo u  c an  t el l  y ou r au d ie nc e  t o ex p ec t a fo ll o w - u p ca l l

• Yo u  c an  e x pl a in  t hi ng s  i n  b ett er  d et ai l

• Pr ov i di ng  me s sa g es  r el a te d to v al u e an d 

a cc o un ta b il it y

Why is an email address 

so important?



Value of customer surveys

• Do you have your customers’ emails?

• Do you ask for their input?

• Do you act on the results?



End-of-year email blast to customers: 

dashboards and updates about projects and 

costs involved

GIVE YOUR CUSTOMERS
THE BIG PICTURE



DASHBOARDS
• For internal and external use

• Metrics based on survey information

• Credibility, accountability, transparency,                         

and achievements



DASHBOARDS BECOME
SOCIAL CONTENT

• Metrics based on survey information

• Credibility, accountability, transparency,                         

and achievements



• Us e  y ou r so c ia l  p la tf or m to  s p otl i gh t an  

e mp l oy e e of  th e  m o nth  ( o r wee k )

• Th e ir  fr ie n ds  a n d fa m il y  wi ll  a p pr ec i ate  t hi s  

( m ora l e/t ea m  s pi ri t)

FACES OF YOUR 
WORKFORCE



• Junior Achievement or Career Days at schools

• You can influence the students and impress 
the teachers

• Keep your message local

ANOTHER FORM
OF PUSH



FROM KNOWLEDGE 
TO OWNERSHIP

CONCEPT 2
Empowering customers with information 
shows inclusion and that you care



COMMUNICATE 
YOUR 
CONSUMER 
CONFIDENCE 
REPORT (CCR)
Don’t underestimate this report



PRESS RELEASE

SOCIAL POSTS

LINKS IN 

E-BILLS, 
ETC

Break out the highlights. What’s the must-
read information?

ChatGPT can help

Make it easy for customers to locate

HOW YOUR 
CCR CAN 
HAVE 
MULTIPLE
LIVES



NO TIME TO 
BUILD A 
PRESS 
RELEASE?





THE 
TURBIDITY 
EXAMPLE

• Define the term

• Why does it matter?

• This can apply to multiple criteria found in your CCR



BASICS OF 
WATER QUALITY

Do you use messaging to explain the data and 

science behind water treatment?

• chlorine (kills almost all bacteria and viruses, 

including Covid)

• number of miles of water pipe

• PFAs

• source water



• Customer may have a garden hose connected to an 

outside spigot

• Water softener or whole house filter needs servicing

• Possible lake turnover or algae bloom

• Certain medications can leave a metallic aftertaste 

(advise customer to consult with their physician)

• Again, some medications are sulphur-based

• Customer may be cross connected with a well

COMMON TASTE 
CONCERNS



• Strong chlorine smell is due to the lack of chlorine residual 

in the water

• Odor when the chlorine residual is below 0.5 ppm

• Solution: Flush main line and customer’s plumbing to 

restore chlorine residual to normal levels

• Utilities are required to maintain a 0.2 ppm chlorine residual 

per TDEC regulation

QUESTIONS 
ABOUT CHLORINE



DISCOLORATION 
IN WATER
• Black coloring: charcoal filter

• Brown coloring: Possible leak

⚬ Galvanized pipe

⚬ Tuberculation build up

⚬ Water heater temperature too low 

⚬ Anode rod deteriorating

• White coloring: air in the water

• Blue water: siphonage from a toilet with blue tablets



WATER HARDNESS

• Hard water moves through deposits of calcium and magnesium-
containing minerals

•White film on dishes
Adjust water heater temperature between 125 and 130 degrees 
and flush water heater annually. Use Lemi-Shine in dishwashers 
to eliminate the white film. White vinegar works also.

•Sand or granular substance in the water
Calcium deposits (blue, green, brown and white) form in water 
heater. Flush water heater and check temperature setting.



ABOUT WATER PRESSURE ...
• Utilities are required to deliver water at 20 psi or greater per 

AWWA & TDEC

• American National Standards Institute, the American 

Society for Testing & Materials, the International 

Residential Code, and the Uniform Plumbing Code have all 

set 80 psi as the maximum pressure for residential

• Where pressure exceeds 80 psi both a pressure reducing 

valve (PRV) and an expansion tank are required



EVERGREEN CONTENT



FOGS



TEACH A SECRET 
LANGUAGE

Offer insider knowledge



CYBERSECURITY
• October – but the need is continual

• Offer tips

• Explain terms (phishing, malware, etc)



• From January 2020

• Went viral (thousands of views, scores of shares)

• Play by play of repair

• Demonstrates your utility’s workforce and effort

PULL BACK THE 
CURTAIN
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