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Introductions
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Strategy, Leadership, 
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1M+ 25B

$1.2B

PEOPLE GALLONS
DELIVERED PER YEAR

INFRASTRUCTURE

SUPPLYING WATER TO 
RIVERSIDE COUNTY
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60% | 40%
IMPORTED

WATER
LOCAL 
WATER
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How do you make 
THE INVISIBLE VISIBLE?

When customers see the bill 
but not everything behind it.

Start with the customer's 
experience.

COMMUNICATION PRINCIPLES
BEHIND THE CAMPAIGN
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STARTING IN THE WRONG PLACE

WESTERN WATER

• Here's what we need. 

• Here's why we need it. 

• Here's what we need you to know.

OUR AUDIENCE

• Why should I care?

• Why does this matter?

• What does this mean?
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ENSURING WATER
FOR EVERY MOMENT

• We created context before 
talking about rates.

• We showed the work instead 
of just explaining it.

• And we built a story, not just a 
video.
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ONE STORY
DIFFERENT EXPRESSIONS

• VIDEO
Create connection

SOCIAL
Simplify

DIGITAL
Go deeper

PRINT 
Inform

IN PERSON
Listen + engage
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VIDEO
Create connection

DIGITAL
Go deeper

IN PERSON
Listen + engage

PRINT 
Inform

SOCIAL
Simplify



Social Media
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WHERE SOCIAL
MEDIA FITS
Social media:

• Is the first-place questions show up
• Builds transparency in real time
• Supports leadership visibility
• Helps clarify complex topics faster 
• Shows customers we are listening

Agencies stay quiet on social media 
to avoid negative comments, but it 
keeps them invisible when they 
need to be understood.



HOW WE USED SOCIAL MEDIA DIFFERENTLY
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STATIC POSTSGIFSTEXT-HEAVY 
GRAPHICS

THE OLD WAY



REELS  

THE NEW WAY
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Q & A BEHIND THE SCENES CAROUSELS
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SHOWING THE WORK BUILDS 
UNDERSTANDING
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SOCIAL MEDIA AS A LISTENING TOOL
WHAT WE HEARD SHAPED WHAT WE SHARED NEXT.

Community members shared comments 
and questions with the themes of:

Why are costs rising?Any help for
low-income customers?

How much of my bill is for 
water vs. delivery?

How much are
employees paid?

Where do our dollars go?

How are reserves 
being used?



Community 
Engagement
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COMMUNITY ENGAGEMENT
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A COMMUNICATIONS-DRIVEN, CROSS-FUNCTIONAL APPROACH



THE FEEDBACK LOOP 
BEHIND PUBLIC TRUST
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A living, responsive communication system

CUSTOMER SERVICE

Real-time customer 
questions and concerns 

CUSTOMER EXPERIENCE

Trends and 
insights collected

STRATEGIC COMMUNICATIONS

Messaging refinement and 
community engagement 

EXTERNAL RELATIONS

Stakeholder awareness 
and alignment
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ADJUSTING MESSAGING
IN REAL TIME

Treated communication as a living 
process, not a one-time release

Ability to refine, tone, and order 
when concerns arise

Maintain credibility by responding 
and not reacting RESPONSIVE

COMMUNICATION
THAT FEELS HUMAN

ADJUSTING
MESSAGING IN

REAL TIME



REFRAMING THE COMMUNICATIONS ROLE
STRATEGIC COMMUNICATIONS

From final review

From explaining later

From delivery

STRATEGIC PARTNER

DESIGNING FOR UNDERSTANDING

PART OF THE DECISION MAKING

What does this mean to 
them?Why should they 

care?

What are they likely to 
be concerned about?

How are they going to 
experience this?



MEETING THE COMMUNITY 
WHERE THEY WERE
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• Community Meetings

• Town Halls 

• Open House

• Virtual and in-person info sessions

• Community Events

COMMUNITY 
MEETINGS

TOWN HALLS OPEN HOUSE VIRTUAL &
IN-PERSON

INFO SESSIONS

COMMUNITY 
EVENTS



LESSONS LEARNED

• Build trust before you need it

• Show the work

• Listen to your frontline

• Be willing to adjust

• Prepare people, not just 
materials

• Plan for the internal lift
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• Social media requires a clear and intentional 
approach

• Designated spokesperson for social media

• Be strategic in outreach tactics 

• Employee burnout was real

• Leaning into expertise

• Prep GM/staff with likely questions before 
meetings

• Staying cool, calm, and collected

Show the work

Be willing to adjust

Start with experiences



Connect with us on LinkedIn
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MELISSA BUSTAMONTENYDIA DOOLITTLE GRACE CARDENAS



PRESENTED BY:
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Western Water
Strategic Communications Team

Thank You
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