




































































 

 
FREE RECORDING PER 
GOVERNMENT CODE 27383 
RETURN TO: 
East Orange County Water District  
185 N. McPherson Road 
Orange, California 92869 
ATTENTION:  L. Ohlund 
PR: Open Trench Sewer Repairs 

 

 
 

 
 
 
 
 
 

 
 

 

NOTICE OF COMPLETION 

AND ACCEPTANCE 

The EAST ORANGE COUNTY WATER DISTRICT, a California County Water District, 185 N. 
McPherson Rd. Orange, California 92869, Owner of the facilities described herein, does hereby give 
notice of completion and acceptance of the hereinafter described public work pursuant to Section 3093 of 
the Civil Code of the State of California and does set forth herein the information required by Section 
3093 of the Civil Code of the State of California. 

 

(1) Project:  Open Trench Sewer Repairs 

(2) Date of Completion and Acceptance:  April 19, 2018 

(3) Contractor: Beador Construction 

(4) The nature of the Owner's interest or estate is: 

[  ] Fee 

[  ] License 

[   ] Easement [  ] Encroachment Permit 

[   ] Entry Permit [X] Other: Construction 

(5) Surety on Payment Bond:  

(6) Location and Description of Project: 

Direct replacement of 190 feet of 8” and 10” VCP sewer pipe sections through the 

open trench method at five sites in the North Tustin area.  

 

Dated:  April 19, 2018 

EAST ORANGE COUNTY WATER DISTRICT (OWNER) 
 

, 

 

 

 

Lisa Ohlund 

General Manager 



 

 

STATE OF CALIFORNIA ) 
) ss 

COUNTYOFORANGE ) 

 

 
I, Lisa Ohlund, General Manager of the EAST ORANGE COUNTY WATER DISTRICT, a California 

Water District, do make this verification for and on behalf of said EAST ORANGE COUNTY WATER 

DISTRICT. I have read the foregoing Notice of Completion and Acceptance and know the contents thereof, 

and the facts therein stated are true. 

 
I declare under penalty of perjury that the foregoing is true and correct. 

Executed this  19th day of  April, 2018 at Orange, California. 

EAST ORANGE COUNTY WATER DISTRICT 

 

 

 

 
 

 

 
Lisa Ohlund 

General Manager 



MEMO 

 
 

TO:  BOARD OF DIRECTORS 

FROM: GENERAL MANAGER 

SUBJECT: APPROVAL OF EOCWD COMMUNICATIONS PLAN 
 

DATE: APRIL 19, 2018 
 

 

BACKGROUND 
 

 Community Representation and Engagement comprises the third of five goals contained within 
the 2017 EOCWD Strategic Plan.  Within this goal is Strategy 1: Build alliances to support the 
interests of EOCWD, and within this strategy is Objective 1: Develop a Communications Plan. 
 
 Attached to this memo is a draft Communications Plan that was developed collaboratively 
between staff and CommunicationsLAB.  We believe that it comprehensively addresses the 
objectives contained in the Strategic Plan and provides a three-year blueprint that will build on our 
current Plan, without a significant increase in current spending (an inflationary allowance of 2.5% is 
included for Years 2 and 3). 
 
 EOCWD Staff will provide a short summary presentation of the Plan at the meeting, followed by 
CommunicationsLAB staff recapping our accomplishments over the past year and providing a look 
at some upcoming projects.  
 
 At their April 2, 2018 Meeting, the Finance Committee recommended that the Board approve 
the Communications Plan. 

 
FINANCIAL IMPACT 

 
Funding for the Year 1 (FY 2018/19) of the Plan is included in the current 2-Year Budget; 

approval for Years 2 and 3 (FY’s 19/20 and 20/21) would be funded through approval of those 
budget’s; budget costs quoted in the Plan are not anticipated to change. 

 
RECOMMENDATION 

 
The Board approve the proposed Communications Plan and direct staff to implement its 

provisions. 



   

 

 

 

DRAFT 

Communications Plan  
A part of the 2017 Five-Year Strategic Plan 

 

April 2018 
 

  



Situation Analysis 
 

The East Orange County Water District 

(EOCWD) is a locally governed, public 

wholesale and retail water district formed 

in 1961. Since August 1, 2016, we also serve 

as the sewer provider for the former Sewer 

Area 7 (previously owned and operated 

by the Orange County Sanitation District).  

 

EOCWD serves a variety of customers; 

each customer is unique and presents 

customer service and communication 

needs that must be tailor-made for each 

audience.  

 

Water utilities are facing historic challenges. Within the context of water scarcity, 

drought and climate change, arid states such as California are being asked to 

conserve more than 30 percent, reducing water-related revenues concurrently. At the 

same time, federal regulators continue to increase requirements for water quality 

compliance. On top of that, utilities have inherited an aging infrastructure that could 

require more than $1 trillion in repairs nationwide over the next 

20 years. 

 

The challenge for water providers is that we are often invisible 

to the public until something goes wrong.  Customers expect 

clean, safe water to routinely come out of the tap and that 

wastewater will go down the drain without a moment’s 

thought, so it is easy to take the provider for granted.  With the 

situations analyzed above, our customers will need additional 

impressions of their water and sewer provider beyond a routine 

bill statement or website visit. 

 

We recognize that this outreach is further challenged by a crowded and evolving 

media market.  Our customers are bombarded with news and messages from phones, 

TVs, computers and tablets.  The various generations use different sources for their 

news, but the Millennial Generation and those that come after will be the populations 

that pays for the bulk of future infrastructure investments.  We must overcome the 

challenge of being “relatable” to our customers by communicating more often and 

more effectively using a wider array of communications channels.   

 

Historically, the district has maintained a modest public profile.  However, with the 

acquisition of the sewer system in 2016, our position as a regional water and 

wastewater agency is growing.  To inform and educate our customers about the 

conservation changes and economic issues that are coming, as well as the 

investments that will enable us to continue to provide safe and reliable water and 

The single biggest 
problem in 

communication is the 
illusion that it has 

taken place. 
 

~ George Bernard Shaw 



sewer service, the District must elevate customer awareness through targeted and 

strategic outreach and communications.  

 

As part of the District’s Five-Year Strategic Plan, this Communications Plan serves as a 

blueprint to accomplish this important goal. 

 

 

 

 

 

 

 

 

 

 

 

  



COMMUNICATION PRINCIPLES, PURPOSE, 
GOAL & OBJECTIVES 

 

The mission of the Communications Plan is to elevate public support and confidence 

in EOCWD by raising awareness and understanding of the District’s activities and 

priorities. We will facilitate and deliver clear, transparent and engaging 

communication among the District’s Board of Directors, staff, customers and all 

associated District audiences.   

 

EOCWD’s communications philosophy is to provide audiences with easy-to-

understand information using a writing tone that is friendly, approachable and at 

times conversational. It is important to communicate clearly without jargon or overly 

technical terminology. The General Manager should be the final 

arbiter and “gatekeeper” for the written word and visual look of all District 

communications. 

 

This plan is based on the following well-regarded Seven Communications Principles 

(the “Seven Cs”): 
 

1. Completeness – Messages contain all of the facts necessary to convey the 

intent of the communication. 

2. Conciseness – Messages are complete yet brief enough that they save time 

for the sender and receiver. 

3. Consideration – Messages put the recipient in mind and answer questions 

from their point of view. 

4. Concreteness – Messages are specific, definite and vivid, not vague and 

general. 

5. Clarity – Messages convey the same intent and meaning that the sender 

intended. 

6. Correctness – Messages are accurate, use appropriate tone for the situation, 

are grammatically correct and choose nondiscriminatory expressions. 

7. Courtesy – Messages are sincerely tactful, thoughtful and appreciative. 

 

“The two words ‘Information’ and ‘Communication’ are often used interchangeably but 
they signify quite different things.  ‘Information’ is getting out; ‘Communication’ is getting 
through.” 

~Sydney J. Harris, Journalist 



This Strategic Communications Plan serves as the guiding framework for all EOCWD 

communications efforts. It establishes a baseline understanding for how EOCWD will 

provide information to customers, partners and employees; enhance the District’s 

image; and market our services to customers in a manner that supports EOCWD’s 

Vision, Mission and Values as expressed in our Strategic Plan:  

 

Vision   – “Maintain our community’s high quality of life through provision of  

valued water and sewer services” 

 

Mission – “Provide our customers with reliable, high quality water and sewer     

services featuring hometown service, fiscal discipline and direct 

accountability” 

 

   Values – “EOCWD will consistently adhere to high moral and ethical principles 

and will cooperatively work together with stakeholders to further the 

mission and goals of the organization” 

 

For the purposes of this Plan, the word “communications” is defined broadly to include 

information, advocacy, marketing, engagement, government affairs and marketing 

research. 

 

The overarching goal of this Strategic Communications Plan is to communicate the 

value of EOCWD’s services, and the value of water more broadly, to all District 

audiences.   

 

The plan’s main objectives are to:  

 

• Inform and educate our customers/stakeholders with consistent, credible and 

coordinated messages.  

• Support the development of key messages that are grounded in EOCWD’s 

vision, mission, values, operational goals and strategic direction.  

• Enhance the image of EOCWD.  

• Effectively promote our services that provide value to the customer 

experience.  

• Identify the key themes, initiatives or projects that are likely to be the focus of 

most communications and marketing efforts through the current and next 

biennium (2018 – 2020).  

 

  



 

EOCWD’s Audiences 

 
 

For the purposes of targeting messaging and communications, District audiences 

can be divided into six distinct segments (in addition to the general public). 

Communications may be directed to one or several audiences according to the 

purpose and desired outcomes of the messaging. 

 

Our Customers –EOCWD’s customers are at the heart of most of our 

communications efforts. However, it is important to keep in mind that 

“Customers” isn’t a singular block, but a diverse array of interests. 

 

Regional Agencies – These key agencies and their staff exercise great influence 

upon EOCWD’s short and long-term planning, and with whom EOCWD regularly 

coordinates.  

 

Regulators  - This category refers to interests with whom EOCWD regularly 

coordinates joint activities and/or operations requiring oversight, permitting or 

regulation.  

 

Local Government – Other local water and sewer, special district and cities 

comprise important partnerships that EOCWD maintains. 

 

Advocacy and Community Organizations – These are non-governmental 

organizations that comprise important partnerships and who provide 

opportunities for EOCWD to be a part of the community and support events and 

activities that are important to the local community. 
 

Key influencers – This refers to audiences which maintain a measure of influence 

over District perceptions, reputation, operations and policy.  
 
 
 
 
 
 
 
 

“Never treat your audience as customers, always as partners.” 
 

~ Jimmy Stewart, Actor 



Table 1.  Breakdown of EOCWD Audiences 
 
Customers 

Service Recipients 

Potential Service Recipients (Septic System Property Owners) 

Residents of Orange, Tustin and unincorporated areas 

Employees 

Board of Directors 

Citizens Advisory Group 

Tustin Elected Officials & Staff 

Orange Elected Officials & Staff 

Golden State Water Company Officials & Staff 

Irvine Ranch Water District Elected Officials & Staff 

County of Orange staff 

Consultants [Employees] 

Vendors 

Regional Agencies 

 MWDOC 

 OCWD 

Orange County Sanitation District (OCSD) 

3rd District Supervisor 

Board of Supervisors 

LAFCO 

Regulators 

 Santa Ana Regional Water Quality Control Board 

 State Water Resources Control Board 

 CA Department of Public Health 

      Local Government 

Local Water & Sewer Agencies 

Local Special Districts (other than water & sewer) 

Local Cities 

Advocacy and Community Organizations 

 Foothills Community Association 

 North Tustin Advisory Council 

 Orange Chamber of Commerce 

 Tustin Chamber of Commerce 

 OC Coastkeeper 

 OC Tax 

 OC Council of Governments 

 ACC-OC 

 So Cal Alliance of Publicly Owned Treatment Works 

 Association of CA Water Agencies 

 Southern California Water Committee 

 SCAG 



 California Special Districts Association 

 Independent Special Districts Association 

 Southern California Alliance of POTWs (SCAP 

            Schools 

 Parents & Teachers 

 Civic Groups (Rotary, Elks, etc.) 

 Other yet-to-be-identified Non-governmental Organizations (NGOs) 

Influencers 

 Media 

  Informed Businesses 

 Informed Community Leaders 

  Special Interest Groups 

 

  



 

CHALLENGES & OPPORTUNITIES 

Through traditional communications vehicles such as newsletters, bill inserts, consumer 

confidence reports and media releases, EOCWD has been “getting the word out” 

about its operations and programs for many years. But has the organization been 

“getting through” to its customers?  Based upon the District’s 2015 survey conducted 

during the sewer acquisition process, the answer would be yes.  In this survey, more 

than 90% of the Retail Zone customers had a positive to very positive view of the 

District.  

 

This survey was conducted two years ago, well before the lead in drinking water 

concerns were raised locally and nationally and before the depth of the drought. It is 

a safe bet that a current survey would reflect higher concerns about water reliability, 

continuing conservation and possibly, the health and safety of drinking water. This 

assumption can be tested in the 2018 customer survey to be conducted later this 

year. 

 

Challenges 

 

Little understanding of EOCWD’s water sources 

Few EOCWD customers fully understand where their water comes from – groundwater, 

supplemented by imported water – as well as the implications contained in the 

distance that imported water must travel (many opportunities for disruption – 

earthquake, flood, mudslides, terrorism), the environmental impacts that have 

reduced this source (Endangered Species Act reductions) and the effects of climate 

change. This makes messaging more complicated because of the number and 

complex issues surrounding water sources. 

 

Customer understanding about the need to raise rates 

Few people want to pay more for an existing service when there is no perceived 

change, or worse, pay more when they have been saving water. It’s also is a hard sell 

asking customers to contribute toward solving a problem that they don’t even know 

they have – as in the Retail Zone where we inherited significant system problems with 

no capital reserves. Many District customers are unaware of what the effects of water 

scarcity, conservation and an aging infrastructure will have on customer rates over the 

next several years. Communicating rate messages is further complicated by issues 

outside of EOCWD’s control (e.g., increases in surface water charges or the costs of 

treating wastewater to drinking water standards in GWRS). 

 

“Opportunity is missed by most people because it is dressed in overalls and looks like work.” 
 

~Thomas A. Edison, Inventor 



Linking customer rates with benefits 

Water and wastewater are the “invisible” utilities. Much of the infrastructure to support 

the delivery of clean, safe water is out of sight or underground. While a transportation 

improvement is typically immediately apparent and experienced by the public, 

upgraded water and wastewater infrastructure is usually not so obvious to the 

consumer. The District must continually communicate the importance of investments 

in system improvements and how they benefit the community. 

 

Getting the word out 

Traditional communications (media releases, bill inserts, newsletters) are necessary but 

typically have low impact. For example, industry focus groups and customer surveys 

have shown repeatedly that bill inserts frequently are not read by customers. 

Advertising is expensive. In‐person outreach is time consuming but is the best way to 

meaningfully connect with customers. Additionally, EOCWD has used a limited 

amount of social media in District communications in the past. To reach our 

audiences, the District must deliver messages frequently and broadly in a manner that 

is compelling and easily‐digestible. More in‐person customer outreach is also needed 

to develop and sustain customer relationships over time. 

 

Opportunities 

 

Water is vital 

Water is among the few physical requirements for human survival. It is no surprise that 

drinking water quality is the number one environmental concern for many Americans.  

Unlike other services that could be deemed optional, EOCWD is a purveyor of an 

essential requirement for life and we consistently deliver it safely and at a reasonable 

price: this should continue to be part of our messaging. 

 

EOCWD is starting from a good place 

As noted previously, the District’s survey revealed a very high level of service 

satisfaction from our customers. This provides an easier starting point for framing 

communications and having the messages heard by customers. However, it may be 

difficult to sustain such strong satisfaction levels in the face of repeated rate increases 

and other issues. The best defense is a good offense when it comes to maintaining 

customer satisfaction. 

 

Social media + visual communications = raised awareness 

Utilizing new media channels will enhance EOCWD’s community profile. Social media 

and visual communications will be explored at greater length in this document. 

Actively working social media channels will support District messaging while reaching 

new audiences. Visual communications such as online videos and infographics will 

bring to life District activities that may be otherwise invisible to our audiences. 

 

 

 

 

Enhanced customer outreach + engagement = raised awareness 



Meeting with and speaking with customers directly is the best way to establish a 

meaningful connection. Focused customer relationship building through additional 

face‐to‐face targeted customer outreach will educate customers, foster 

understanding and awareness, and help establish a base of goodwill. In‐ person 

customer engagement can happen through EOCWD‐staffed community events, 

customer meetings, community involvement in capital projects, enhanced key 

customer outreach and other in‐person meeting opportunities. 

 

Leveraging regional partnerships 

“Go it alone” is rarely the best strategy. Partnership is the reason behind the District’s 

participation in the Foothill Communities Association (FCA), the Independent Special 

Districts of Orange County (ISDOC), the Association of California Cities-Orange County 

(ACC-OC) and other local, regional and state organizations. New partnerships may 

include the emerging Sustain OC program and periodic support for the Orange 

County Council of Governments (OCCOG) through their annual General Assembly. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



EOCWD Brand 

 
EOCWD was formed in 1961 to bring imported water as a reliable, 

supplemental source of water to the East Orange/Foothill area.  The first 

visual identity, a block graphic of the initials, “EOCWD” using a two-toned 

blue ink was most likely produced in the mid-late 1960s, early 1970s.   
 

 
The District undertook the development of a new logo in late 2016 after considering 

several changes including: 

 

1. Sewer system acquisition 

2. Repositioning within the industry 

3. Desire to reach existing and new audiences 

4. Desire to reflect District modernization 

 

The sewer acquisition repositioned EOCWD within the region as a multi-purpose 

special district, elevating and repositioning the District’s role and reputation. In order 

to sustain the District as a financially and operationally viable system, the District must 

periodically raise rates, which requires developing and maintaining customer 

understanding and acceptance amongst both existing and new customers. Finally, 

the District’s brand required modernization. The old brand was developed during the 

first Nixon administration. A lot has changed.  

 

The refreshed organizational image was overdue and will be more compatible with 

the implementation of the new visual communications strategy.  The new logo carries 

forward EOCWD’s initials and our full name, but in a modern typefont/style.  The half 

orange “O” is a nod to our Orange County location, and the “wave” is suggestive of 

water – regardless of whether it is water or wastewater.  Shades of light and dark blue 

are used to create the “wave” and to emphasize the “Water District” part of our 

name.  The overall cost to the District was nominal, ~$5,000 for the graphic artwork; no 

additional printing costs were incurred as we used up stock with the old logo until it 

was consumed; the District had a “soft” roll-out of the logo in mid-2017.  

 

Additionally, drops of water – signifying “every drop counts” will be used 

as a secondary branding tool in appropriate District publications to 

enhance visual messaging.  
 

 

“A brand is no longer what we tell the consumer it is, it is what consumers tell each other it is.” 
 

~ Scott Cook, Intuit CEO 
 



Whether for a District‐wide communications campaign or a targeted outreach 

initiative, EOCWD shall take an integrated approach with the recognition that no 

single way of communicating effectively reaches all segments of the intended 

audience. Some people read bill inserts; many do not. Electronic and printed 

newsletters are dependent on having comprehensive and up‐to‐date mailing lists to 

be useful. Most customers go directly to the EOCWD website for information, which is a 

good thing, yet presents its own set of challenges for us, as it will be incumbent upon 

staff to ensure that the site is kept exceptionally current.  Very little of what the District 

currently communicates to customers is presented in a visual format. These are among 

the communications issues that must be addressed by EOCWD moving forward. 

 

The last point is important and a major change to EOCWD’s past communications 

practices. We are all visual learners; pictures remain in our minds for a lot longer than 

abstract concepts and words. Memory retention after a week goes from 10% to 65% 

when pictures are used (John Medina, Brain Rules 2009). EOCWD must seek to 

balance written material with engaging visuals that show District programs and 

activities in addition to our people and facilities. Highlighting our customers’ 

experiences with their water and sewer  

provider will further demonstrate EOCWD’s vital role in our community. 

 

As the public moves to more visual communications, successful mediums include: 

• New and updated images that reflect the District’s work, values and 

personality. 

• Infographics and other visuals that showcase water treatment and distribution 

for use in ratepayer and stakeholder communications. 

• Videos and animation on the website and District YouTube channel, 

electronic newsletters, in social media and partner communications. 

 

Communications tactics will: 

• Keep it simple, explaining the basics 

• Connect the dots between rates and programs, demonstrating value 

• Expand community and customer education, with a focus on developing 

relationships 

• Collect feedback, providing two‐way communication opportunities 

• Show, not just tell, making things visual 

 

 

  



 

 

 

 

Key Messages 
 

 

District Wide 

• We provide high quality water and sewer service. 

• We are frugal with ratepayer’s money. 

• We are accountable for what we do. 

 

 

Retail 

• Our water is safe and 

reliable. 

• We use excellent people and 

the latest technology to do our 

work. 

• We get 75% of our water from 

the ground locally and 25% is 

imported from far away. 

• The water is getting more 

expensive at a faster rate 

because it is getting scarcer. 

• Customers are going to be required to use less water by the State. 

• We have a plan to help customers save water. 

• We updated our Master Plan. 

• Our system is at the end of its useful life. 

• We have done a good job of keeping costs under control, but rates will 

continue to rise because of the cost of water and replacing the old 

system. 

 

 

The most important things are the hardest to say, 
because words diminish them. 
 

~Stephen King, Author 



 

 

Wholesale 

 

• We deliver water to two cities, 2 water districts and one private water 

company. 

• Our water is safe and reliable. 

• All of the Wholesale water is imported. 

• Imported water is becoming more expensive. 

• We updated our Master Plan. 

• We are considering rebuilding our water treatment plant and adding 

other agencies as customers. 

• We are trying to stabilize our imported water costs and safeguard water 

quality. 

 

Sewer 

 

• We recently took over the 

sewers from another agency. 

• We are updating the Master 

Plan for sewers. 

• We have identified areas that 

need repair and replacement 

and we are going to fix them. 

• We need customers to reduce 

Fats, Oils and Grease discharges 

to reduce sewer spills. 

•  

• We need customers to stop 

using “personal wipes” in order to reduce sewer spills. 

• We need to ask customers to call us when they cut roots out of their 

laterals. 

• We are working with septic system customers to help them connect to the 

sewer system. 

 



Tools & Tactics 

 

Ongoing: External 

 

The District has a variety of ongoing communications tools and outreach efforts 

which have served the organization well throughout the years. This 

Communications Plan does not propose to eliminate any of them, but it does take 

a critical look at their perceived effectiveness with an eye toward improvement. 

 

WWW.EOCWD.COM: EOCWD’s website is the primary communications outlet for the 

District. Many District messages, information items and public documents are stored 

on the site. Most businesses, organizations, agencies and groups use their websites 

as the ultimate destination for all of their communications mediums, and EOCWD is 

no exception. 

 

EOCWD’s website was originally created in the late 1990s and was maintained by 

the Administrative Department. It was re‐designed in 2011, and is currently being 

updated in stages by CommunicationsLAB, the District’s communications/outreach 

consultant. The District’s homepage is based on the Wix content management 

system (CMS) and while content can be updated by staff, the CommunicationsLAB 

graphic designer is responsible for the look and full functionality of the website. 

 

EOCWD’s new Wix website is built on a cloud‐based content management system 

that is more user‐friendly and capable of supporting modern visual and social 

media communications tools. It is also smart phone‐ and tablet‐friendly.  

 

One important focus of the website will be the creation of a Blog that will feature 

periodic “opinion” pieces authored by Board Members and the General Manager.  

These pieces will be featured in our social media outreach and will also be sent to 

email addresses of record. 

 

NEWSLETTER: A newsletter (“East Orange WATER”) has been sent to the District’s 

Retail Zone customers periodically; it was included in the water bill to reduce 

mailing costs. Past issues have tended to focus on water conservation messages 

and water rates.  

 

“There are no traffic jams along the extra mile.” 
 

~ Roger Staubach, Football Player 
 

http://www.eocwd.com/


This Communications Plan proposes re‐naming the Newsletter to “State of the 

District Report.”  The new format newsletter will be produced annually and 

delivered in print to an updated customer mailing list as well as made available 

electronically through the EOCWD website. The publication will be produced in a 

large-format postcard, visually appealing and will largely use graphics to convey 

the message being communicated (e.g., performance metrics). The newsletter will 

be tailored to each customer audience (i.e., Wholesale, Retail, Sewer). 

 

CONSUMER CONFIDENCE REPORT (CCR, WATER QUALITY REPORT): Every water 

system is required to publish a water quality report that includes a list of 

contaminants found in the water. This report has legal requirements that include 

certain text and tabular data that must be included, but which can detract from 

intuitive understanding of the message. The California Department of Drinking 

Water requires EOCWD to notify customers about the availability of the report by 

July 1 every year. 

 

The CCR used to be mailed to every customer with water bills or as a standalone 

document for those who don’t receive a water bill directly from EOCWD. However, 

beginning in 2015, EOCWD began directing those interested in the report to the 

website. EOCWD staff will internally print and mail copies to customers who request 

a hard copy.  

 

Unfortunately, timing will not allow for a substantial re-imagining of this report to 

provide a more visual formal.  After 2018, future CCR reports will offer provide an 

opportunity to incorporate an enhanced visual message along with the legally 

required text and data. 

 

BROCHURES: EOCWD places its logo on a variety of subject‐specific brochures 

(produced by MWD and/or MWDOC) to distribute depending on the situation (for 

example, yard irrigation or fixing leaks).  

 

DIRECT OUTREACH: The District occasionally conducts in‐person outreach to 

customers and stakeholders at District‐sponsored meetings and community events. 

This activity builds stronger relationships than those afforded by passive 

communications and should be prioritized. Among the direct outreach approaches 

that EOCWD can conduct include: 

 

• Inviting stakeholders and community leaders to meet at the EOCWD 

boardroom for more District sponsored meetings. 

• Continue to pursue staff and Board member speaking opportunities at 

conferences, community events and at other leadership opportunities, 

when appropriate. 

• Survey customers regarding key attitudes and concerns. 

• Conduct additional key customer outreach and engagement. 

• Continue to seek opportunities for direct outreach in community activities. 



• Continue to seek out opportunities to provide education and outreach 

about careers in the water industry. 

• Leverage these appearances by promoting them (in video, photos or event 

website links) on the EOCWD website and in social media channels, where 

appropriate. 

• Provide approach outreach materials that may include “take-aways” such 

as leak disclosure tablets, FOG reducing materials, water conservation items 

– all imprinted with the District logo. 

 

YOUTH EDUCATION: EOCWD maintains participation in MWDOC’s longstanding and 

robust youth education and outreach program that directly reaches and engages 

hundreds of area high school students annually (9-12). Classroom instruction 

modules are provided by consultant Inside the Outdoors.  District management 

staff have participated in this program at the high school level by speaking to the 

students directly regarding water issues in general, District operations in particular, 

and job opportunities in the industry and with the District.  

 

The following tables detail specific strategies and tactics that will be used to 

communicate the key messages identified above. 

 

Strategies – Wholesale Zone Tactics 

Direct Mail Outreach Postcard mailers, flyers, brochures, door-

hangers, “State of the District” mailer to 

wholesale customers 

Paid Media Outreach Foothills Sentry, School News 

Develop Website Blog Feature stories on District’s capital 

improvement, customer service, etc. efforts,  

Digital Outreach Web re-design, improved web copy, social 

media editorial calendar 

Earned Media Op-ed placements, Foothills Sentry 

Video Production PSAs on “value of water” 

Community Outreach Engage with cities, regional agencies and 

organizations to provide information on 

district activities 

Meetings and Ascertainments Quarterly meetings with wholesale customer 

representatives to discuss challenges and 

opportunities 

Strategies – Retail Zone Tactics 

Direct Mail Outreach Postcard mailers, flyers, brochures, door-

hangers, water conservation ”State of the 

District” mailer to Retail Zone customers. 

Paid Media Outreach Foothills Sentry, School News (drought 

tolerant landscaping). 



Develop Website Blog Feature stories on customer service, water 

conservation, “how your water dollar is 

spent.” 

Digital Outreach Web re-design, improved web copy, social 

media editorial calendar, value of water, 

conservation/landscaping/water use 

efficiency, rebates, news stories on water 

issues facing Southern California. 

Earned Media Op-ed placements, Foothills Sentry re local 

operations, fiscal issues 

Video Production PSAs on water conservation, “how your water 

dollar is spent” “Value of Water” 

Community Outreach Engage with cities, regional agencies and 

organizations to provide information on 

district activities, especially MWDOC Water 

Use Efficiency and Public Affairs Work Group 

 

Strategies – Sewer Zone Tactics 

Direct Mail Outreach Postcard mailers, flyers, brochures, door-

hangers, “State of the District” mailer to 

sewer customers  

Paid Media Outreach Foothills Sentry, School News (cleaning your 

lateral, what to flush, fats/oils/grease) 

Develop Website Blog Feature stories on the District’s capital and 

maintenance plans; FOG issues 

Digital Outreach Web re-design, improved web copy, social 

media editorial calendar, sewer lateral 

cleaning contest, district maintenance 

Earned Media Op-ed placements, Foothills Sentry 

Video Production PSAs on “value of sewers” 

Construction Outreach Direct outreach with affected cities, school 

districts, flyers to affected customers, web 

and social media posts 

Community Outreach Public meetings including District officials, 

county staff and financing experts 

Tools & Tactics 



 

 

 

Ongoing: Internal 

 

EOCWD’s closest, most informed stakeholders are the internal ones – District Board 

members and staff who conduct the business of the organization every day. 

EOCWD employees and Board members can be utilized as ambassadors of the 

District’s brand. Many employees serve on the front lines and are the first point of 

contact with the community. They will be provided with key messages and 

communications tools, where appropriate, to further the District’s relationship‐
building with customers. Their feedback also can be important in shaping District 

messages and tactics. Additionally, EOCWD employees and Board members can 

provide a foundation upon which to build the social media strategy since many 

personally utilize social media applications. 

 

Ideas for expanded internal strategic communications include: 

 

Strategies Tactics 

Train Employees Hold an all-hands staff meeting to 

present and train employees on their 

role in the Plan 

Solicit Employee Contributions Seek employee and Board 

contributions to the website blog and 

other publications 

Recognize Employee Achievement Website and social media recognition 

of significant employee contributions 

Board/Employee Invovlement Actively include the Board & 

employees in social media 

applications rollout and solicit their 

“following.” 

Board/Employee Training Hold Board/Employee training on 

social media and how to use. 

Develop CIP Project Content Close coordination with Engineering & 

Operations on community outreach 

“Everyone talks about building a relationship with your customer. 
I think you build one with your employees first.” 
 

~ Angela Ahrendts, Apple Vice President 
 



associated with capital improvement 

projects. 

Develop Media Content Job shadowing with field operations 

and water quality staff to capture 

video/photo imagery and for social 

media content. 

Develop Website Blog Feature stories on District’s Customer 

Service efforts, Customer conservation 

achievements, Board initiatives, 

budget impacts and priorities/letter 

from the Chairman 

Provide Board Updates Semi-annual/periodic updates at 

Board meetings. 

Community Outreach Engage with cities, regional agencies 

and organizations to provide 

information on district activities 

Engage Citizens Advisory Committee Provide education and seek feedback 

 

 



 

New/Expanded Tools 
 

 

Expanded social media and digital communications don’t eliminate anything 

previously mentioned in this Communications Plan. Rather, online engagement will 

complement the messaging and customer outreach associated with all of the 

District’s traditional communications approaches. Repurposing key messages and 

public information in new ways online is a cost‐effective way to reach EOCWD’s 

customers more strategically and more frequently. The District’s audience is 

changing with the times, so it’s a smart move that we change along with them. 

 

Social media offers enormous potential for EOCWD. In essence, it’s a new way of 

reaching and communicating with the District’s customers and stakeholders. 

 

• Reaches audiences where they already are. Seventy‐eight percent of the 

American public have at least one social media account, with Facebook 

and Twitter the most popular (Statista, 2016). Leveraging social media within 

the District’s communications strategy is simply accessing channels of 

information already favored by a large segment of the population. 

• EOCWD can communicate every day. This is a huge benefit over other 

media, as print advertising, newsletters, mailers, bill statements, etc. go out 

much less frequently, making it more difficult to get our messages out at the 

right time. 

• People who respond extend EOCWD’s reach. The added benefit is that the 

people who react to EOCWD’s social media messages share this with their 

friends and essentially start communicating and advertising for the District. 

This can be powerful because it increases the reach of our message, and 

EOCWD’s followers may become advocates of our message. Added to 

that, their friends may start reacting and thus increasing the power of 

EOCWD’s message exponentially. 

• Content sharing becomes much easier. Sharing District news, photos, videos, 

etc. becomes much easier and, in turn, offers EOCWD more reasons to 

develop such content in the first place. 

“Social media replaces nothing but complements everything.” 
 

~ Neal Schaffer, Social Media Consultant 
 



• Enhances constituent services. Publicizing seasonal conservation messages 

or lesser‐known District programs such as toilet or turf rebates becomes 

much easier with more frequent, short messaging afforded by social media. 

 

As EOCWD embarks on a social media/digital engagement strategy, we must 

develop policies to mitigate against potential risks. Some things to consider: 

 

• Issues associated with protection of privacy, quality of information and 

public perception. 

• Make sure social media programs are directed toward producing tangible 

benefits. 

• Consider how social media integrates with the District’s core mission. 

• Develop social media guidelines for staff, including for personal use. 

• Consider how social media will factor into official record keeping, open 

meetings and public records requests. 

• Use available Facebook tools such as news feed, algorithms, instant articles, 

security settings, comment policy and profanity filter.  

 

This Communications Plan recommends the following social media continue as a 

premier part of EOCWD outreach: 

 

Facebook 

 

Facebook is currently the most popular social media application. At a glance 

(Facebook, 2016): 

• 198 million monthly active users in the U.S. 

• 179 million monthly active on mobile 

• 1 out of every 5 mobile minutes are spent on Facebook 

• 100 million hours of video watched every day on Facebook 

• Most EOCWD partner, regional, regulatory, community and influencers use 

Facebook. 

EOCWD currently has a Facebook account under the name East Orange County 

Water District with 2,178 people following it and 2,186 “likes.”  To increase 

viewership, the agency has purchased “boosted” posts – for a fee, you can have 

your post appear higher up in your audience’s News Feed.  The fee depends on 

how many people you want the post to reach. 

 

Twitter 

 

Twitter is currently the second most popular social media application. At a glance 

(Twitter, 2016): 

• 65 million monthly active users in the U.S. (330 million worldwide) 

• 80% of users are mobile 

• 1 billion tweets every day 

• Video growth on Twitter has increased 220% in the past year 



 

EOCWD currently has a Twitter account with “@eocwd” as the Twitter handle. The 

account has 209 followers, and issues tweets approximately once a week.  A Twitter 

use policy will be prepared, the account will be refreshed and an increased online 

following initiated with the prior followers as well as District customers, partners, 

media and employees. 

 

Nextdoor 

 

Nextdoor is a social media application designed for neighborhood 

communications. It is a private social network but the developers maintain a 

platform specifically for free government agency use. At a glance (Nextdoor, 

2016): 

• 56% of all U.S. neighborhoods have launched Nextdoor 

• All members are verified members of your community; nothing is anonymous 

• Messages can be sent to one or many neighborhoods, service areas or the 

entire District 

• Many public agencies are using Nextdoor for community engagement, 

emergency preparedness, public health and crime prevention 

 

Nextdoor creates a trusted online environment where neighbors feel safe openly 

discussing issues of concern or interest in their community. Because joining, whether 

as a resident or public agency, requires verification, nothing can be anonymous. 

The application is designed to connect neighbors, not friends, therefore it offers 

perhaps the most grassroots outreach approach to available EOCWD beyond 

door‐to‐door canvassing. Nextdoor can create a free online account for EOCWD 

using the exact District boundaries simply from shape files provided to them. In fact, 

Nextdoor can create targeted, defined notification areas and as many as an 

agency wants. For example, EOCWD could create a separate notification area for 

the Wholesale Zone, the Retail Zone and the Sewer Zone. 

 

EOCWD presently does not have an account with Nextdoor; one was requested in 

2017 and we were advised that they were not adding government agencies at 

that time. This Plan recommends re-contacting Nextdoor in coordination with 

District IT staff to advocate for addition of our District. Upon activation, a Nextdoor 

use policy will be prepared and Nextdoor will be incorporated in the District social 

media outreach implementation. 

 

 

 

 

Online Video and YouTube 

 

Online video content is exploding. It is estimated that two‐thirds of world mobile 

data traffic will be video by 2019. The District has used video through the 



development of two “How to” conservation videos posted on our website, video of 

a recent construction project/interview with field staff and videotaping of a septic-

to-sewer outreach meeting.   

 

Video brings to life the hidden assets and untold stories of EOCWD. The videos are 

professionally produced by CommunicationsLAB, however much can also be done 

with a point and shoot camera and simple online editing applications. An iPhone 6 

with an up‐to‐date operating system contains all the tools needed to shoot, edit, 

caption and upload simple yet compelling short videos to the District website and 

YouTube channel. Staff will also purchase a digital camera that is capable of 

producing the next generation of digital 4K resolution and some inexpensive editing 

software and the District will have all the necessary tools to launch a credible visual 

communications program as an adjunct to CommunicationsLAB’s efforts. 

 

Suggestions for incorporating video into EOCWD outreach and communications 

include: 

• Creating videos about complicated subjects, capital projects and service 

upgrades 

• Telling the stories of District staff using testimonials and “day in the life of” 

employee profiles; also aids HR recruiting 

• Demonstrating useful tips, conservation/water‐saving activities and how to 

flush for lead in water 

• Shedding additional light on hard to learn topics such as the District’s 

budget process or visually demonstrating how to use the new online 

payment system 

• Promoting the District’s youth education program 

• Preparing video news releases in addition to printed media releases 

• Providing general b‐roll for use by the television media 

• Showcasing unique, interesting or fun stories associated with EOCWD 
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Measuring the Efforts 
 

 

Customer and stakeholder feedback is invaluable in informing the District’s 

messaging and shaping the overall approach to outreach and communications. 

EOCWD’s primary formal feedback mechanism will be a bi‐annual, statistically‐
valid customer survey performed by Lewis Consulting. The survey includes 

benchmarking questions on topics such as overall impressions of EOCWD, 

satisfaction with rates, concerns about water quality and billing preferences. The 

next customer survey will be conducted in Spring/Summer 2018. 

 

Informal customer feedback is routinely collected from customer comments 

submitted through the website, phone calls, public comments at Board meetings 

and general impressions of customer concerns and issues provided by the 

District’s customer service team and field operations and maintenance crews. 

 

Strategies for enhancing EOCWD’s research and customer feedback include: 

 

• Using algorithms such as Google analytics to collect data on the District’s 

website use and social media applications. 

• Institute more comprehensive internal employee surveys. 

• Promote survey findings to internal and external audiences; explain how 

the research is being incorporated into District programs. 

 

 

 

 

 

 

 

 

 

 

 

 

 

“We all need people who will give us feedback. It’s how we improve.” 
 

~ Bill Gates, Microsoft Founder 
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Timeline 
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Retail Direct Mail 

Outreach 
 x   x   x   x  

Paid Media 

Outreach 
 x   x   x   x  

Newsletter  x   x   x   x  

Digital Outreach x x x x x x x x x x x x 

Earned media   x   x   x   x 

Video Production   x   x   x   x 

Sewer Direct Mail 

Outreach 
 x   x   x   x  

Paid Media 

Outreach 
 x   x   x   x  

Newsletter  x   x   x   x  

Digital Outreach x x x x x x x x x x x x 

Earned media   x   x   x   x 

Video Production   x   x   x   x 

Wholesale Direct Mail 

Outreach 
 x   x   x   x  

Paid Media 

Outreach 
 x   x   x   x  

Newsletter  x   x   x   x  

Digital Outreach x x x x x x x x x x x x 

Earned media   x   x   x   x 

Meetings     x      x   

Internal Board 

Engagement 
x x x x x x x x x x x x 

Community 

Outreach 
x  x  x  x  x  x  

Newsletter  x   x   x   x  

Engage Citizens 

Advisory 

Committee 

   x      x   

Recognize 

Employee 

Achievement 

 x   x   x   x  
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Budget 
 

Consultant Services 

 

The District has retained CommunicationsLAB to provide general outreach and 

other related communications services; this Communications Plan anticipates 

that their work will encompass this plan within their current budget. 

 

The District will continue to have access to the all of the communications veterans 

and resources at Communications LAB including: graphic design, video 

production, social media expertise, media relations, event management, and 

more for equivalently the same cost of one entry level communications staff 

person. They are committed to the continued provisions of excellent 

communications and community outreach services, at a rate that does not 

burden the district with permanent staffing costs. 

 

Proposed Budget (2017-2019) 

 

Professional Services: 

 

Community Outreach and Public Education services ($5,000 per month) 

• Sewer Area 7   $2,500 

• Wholesale Zone  $1,250 

• Retail Zone   $1,250 

 

Annual Total:   $60,000 

 

Direct Costs: 

Examples include: Printing, Postage, Media costs and Ad placements, Website 

and Social Media costs 

 

Annual Total:   $35,000 

 

TOTAL ANNUAL COST:        $  95,000 

 

TOTAL 3-YEAR COST (including Inflation Adjustment):   $332,500 

 











mailto:lohlund@ecowd.com
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http://www.amwua.org/blog?tag=lake%20mead%20elevation
http://www.amwua.org/blog?tag=colorado%20river%20water
http://www.amwua.org/blog?tag=arizona%20conservation
http://www.amwua.org/blog


http://tucson.com/sports/arizonawildcats/basketball/pascoe/belgian-forward-omar-thielemans-commits-to-arizona-wildcats/article_181c7e04-40d3-11e8-9f58-0ff3f514417a.html#tracking-source=home-breaking
https://tucson.com/users/profile/Tony%20Davis
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http://tucson.com/news/local/snowpack-that-feeds-the-colorado-river-and-cap-ties-record/article_baca7094-28c7-5e85-bf3f-1e5bb54b3a68.html
http://tucson.com/news/local/water-fight-tied-directly-to-arizona-s-growth/article_0129bf88-95bd-5959-bd1e-7798d22f1bbc.html
http://tucson.com/news/local/feds-say-cap-district-illegally-favoring-development-over-tribes/article_0d53b51e-804f-5ad9-8fbc-0bd7142f7c64.html
http://tucson.com/news/local/who-controls-the-water-arizona-agencies-slug-it-out/article_f2d01499-48d9-58e3-a35e-9ea8c6b630cd.html
http://tucson.com/news/local/us-mexico-share-benefits-and-burdens-in-new-colorado-river/article_81552861-1701-5648-85b8-3d178fa918f4.html
http://tucson.com/news/local/interstate-water-storage-deals-violated-state-law-former-arizona-water/article_3db0b674-7e97-5aa3-bfe2-540e5b5290de.html
http://tucson.com/news/local/interstate-water-storage-deals-violated-state-law-former-arizona-water/article_3db0b674-7e97-5aa3-bfe2-540e5b5290de.html
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