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Water Research Foundation

e WRF (formerly AwwaRF)

e Member-supported, non-profit
research collaborative

 >950 subscribers U.S. and abroad

o ] 757 08 4 X ,#J@
e Mission - to advance the science @
of drinking water o
— research and collaboration o*
k:\1: ® ' Y
e Funded and managed >1,000 et A

research studies valued at >$500
million since 1966
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Forecasting the Future:

e Benefits of social media appear substantial, but g, Chare, an et
difficult to quantify

e Can introduce new challenges, unintended
consequences, and costs

e Evolving rapidly; challenging to keep up
Project Goal: identify costs, opportunities, barriers,

Steering Innovation in Water

strategies, and tools for effective engagement in social
media:
1. make the business case for digital engagement and S

2. determine how to fit digital engagement in
communication strategy

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.



Alice Fulmer
Senior Research Manager,
a.k.a “The Boss”

Laura Ganus
Project Manager
a.k.a “The Cat Herder”

Eric Eckl
Principal Investigator
a.k.a “The Scapegoat”
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Research Deliverable EEESses

#1: Customer Survey
We surveyed 400 SOCIAL MEDIA FOR WATER UTILITIES

Facebook users about

their relationship with

their water utility.

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Research Deliverable
#2. Benchmarking

We examined the SOCiaI SOCIAL MEDIA FOR WATER UTILITIES
media practices of 60

water, wastewater, and |

stormwater utilities from
all across the country.




Research Deliverable .
#3: Literature Review é

We prepared a 65-page SOCIAL M‘é'ogﬁrggrég@en TiLTiEs
literature review with

over 90 citations from % |

peer reviewed, grey, e
and popular literature

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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# 4: Case Studies

We prepared eight case
- SOCIAL MEDIA FOR WATER UTILITIES
studies to document
how utilities are
Integrating social media
Into their operations

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Research Deliverable
# 5: Executive Briefing

We synthesized and ==
Interpreted all other SOCIAL MEDIA FOR WATER UTILITIES
findings, and made
recommendations for
utilities that are just
getting started

(Publicly available)

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Project Deliverables #6 & 7

SOCIAL MEDIA FOR WATER UTILITIES
Getting Started FAQ

’-\\ Water

72 Research
« ) Foundation®

advancing the science of water

Social Media Posting Skills Checklist

The "Training Wheels® is a tool for staff at clean water organizations who want to prepare top
quality content for their organizational social media accounts. This tool is funded by the Water
Fi 1, and was ped by Water Words That Work, LLC.

The range of scores is between 0 and 60. You earn points by applying best practices to your
Facebook posts and tweets.

With lower scores, your post or tweet will not travel far from your own account. With higher scores,
Facebook and Twitter are more likely to pass your post or tweet along to your connections, and
your post or tweet is more likely to turn up in search results, as well

THIS IS A WORKING MOCKUP OF THE SERVICE FOR REVIEW BY WRF AND ITS PROJECT
ADVISORS. THIS IS NOT THE FINAL APPLICATION.

How to use the Posting Skills Checklist

Social Media Training Wheels Intro1

@ Secure https://docs.google.com/a/waterwordsthatwork.... & ¢

£ Tools 5 Sites E5 Procurement M Mail ] Leterhead B3 Proposals [I] RedTape [F] Studemts %/
1t is best practice 1o inchude links from pour social media posts 10 a landing page. And it is even
berter f that landing page provides visitors 87 oppOTturity 10 ‘corvert” - and provide ther
email adoress.
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Our Top Takeaways

1. A handful of utilities are demonstrating the potential of
social media for the industry

2. However, only a small minority of utilities are using social
media at all

3. Even water utilities that do use social media are only
connecting with a fraction of the population they serve

4. Most utilities aren’t giving customers what they want on
social media

5. With a few exceptions, utilities aren’t taking advantage of
social media to make the case for rate increases

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Our Top Recommendations

1. Utilities that are not currently using social media should take
another look

2. Utilities should think through their goals and develop some
policies and guidelines before they launch their official profiles

3. Utilities should expect to commit between 10 and 80 hours of
staff time per week, and also budget for useful tools and
related expenses

4. Utilities should make a conscious effort to share content that is
Interesting and “‘socialize” their information

5. Utilities should reconsider their objections to paid advertising,
especially during crisis situations

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.



Top Takeaway #1.:

A handful of utilities are demonstrating
the potential of social media for the industry

DC Water & Gdcwater - 20 Jan 2015
DC's water system is ummm._.okd. #S0TU #RebulidAmerica a Riverside Public Utilities o Like Page
. anvary 23 - ©

Incredible before/after pics of sinkhole from blown fire hydrant at Linden
and Chicago. Thanks to #RPU crews who worked through the night!

DC has active water pipes that
date back to the Civil War.
#rebuildomerica

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Top Takeaway #2:

However, only a small minority of utilities are using social media at all

13
Facebook 9
6
TWltter t

Linkedin

Instagram

o
0
2
1
o}
I

Pinterest + O
o]

o] 2

4 6 8 10 12 14

m Tier 1: Top 20 Metro & Tier 2: Mid Sized Utilities u Tier 3: Small Utilities
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Top Takeaway #3:

Even water utilities that do use social media are only connecting with a fraction of the population they serve

12,000
10,000
227K 512 147K 2679 9
DC Water® Tweets Tweets & replies Media oo
4,000
(Q Search for posts on this Page
2,000
10,010 peopile like this and 9,927 people
389
fOﬂOW this ? Tier I: Top 20 Metro Tier 2: Mid Sized Tier 3; Small Utilities

Utilities

mFacebocok mTwitter mLinkedin
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Top Takeaway #4-

m Public Events

m Utility announcements: awards

received, new hires, etc.

= How the UTILITY protects the
environment

mConstruction and repalr updates

= Plumbing information or help for
customers

m Water service problem or update

m How CUSTOMERS can protect the
environment

= Rates or bill information

Most utilities aren’t giving customers what they want on social media

Answer

Average Score

Updates on service disruptions and outages

Updates on water and sewer line
construction and repairs in your
neighborhood

Water conservation and pollution prevention
tips, offers, and incentives

Tips for preventing clogged pipes and

sewage backups in your home

rUpdates on your water utility’s environmental
accomplishments

Water utility public events, such as festivals
and volunteer activities

Utility announcements: awards received, new
hires, etc.
N

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.




I
Top Takeaway #5:

With a few exceptions, utilities aren’t taking advantage of social media to make the case for rate
increases

m Public Events

m Utility announcements: awards
received, new hires, etc,

m How the UTILITY protects the
environment

m Construction and repair updates
®m Plumbing information or help for
customers

m Water service problem or update

® How CUSTOMERS can protect the
i t

I m Rates or bill information

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.



Top Takeaway #5:

With a few exceptions, utilities aren’t taking advantage of social media to make the case for rate
increases

DC Water & G@dcwater - 20 Jan 2015

DC's water system is .ok, #S0TU #RebuildA jca Atlanta Department of Watershed Management shared

V-103 The People’s Station's post.
March 0 - &

Watershed Management will provide an amnesty program for customers
with outstanding balances of more than $500 during the month of March.
Thanks for the coverage V-103 The People's Station!

V-103 The People's Station ok Like Page

7 @

If you're behind on paying your Atlanta water bill, check this out.

DC has active water pipes that
date back to the Civil War.
#rebuildamerica

Bill Payment Amnesty Program For Atlanta Water &
Sewer Customers

The Atlanta Department of Watershed Management is continuing the program
through March

M | BY V-103 THE PEOPLE'S STATION

& Like ® Comment # Share ‘ ]

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Top Recommendation #1.:

Utilities that are not currently using social media should take another look

79% of online adults (68% of all

Americans) use Facebook
% of online adults who use Facebook

18-29 88
30-49 84

All online adults

79% 50-64 72

Men
Women

65+ 62

18-29
30-49
50-64
65+

£ 88 a

62

High school degree or less
Some college
College+

77 Urban 81
» Suburban 77

Less than S30K/year
$30K-849,999
$50K-§74,999
$75,000+

Rural 81

o8 %@

77

Urban
Suburban
Rural

81
77
81

PEW RESEARCH CENTER

http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-2015/

PewResearch cnter
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Top Recommendation #1.:

Utilities that are not currently using social media should take another look

n Great Schools Cleans Streams Q 4, Edc  Home ,
Page Messages Notifications Insights Publishing Tools Settings Help «
{3 General Shortcuts Page is not pinned t o Ect
N Messaging Poge Vulamy Ea
Visitor Posts Ed
Edit Page
Post Attribution Audionce Optimization for The abdity 10 select a preferred aud o and restrict the aud o for Eat
@ Notifications
Meoasages Ecn
Messenger Platform Togping Ability -
L Page Roles Others Tagging this Page Peopie and other Page: tag my Page £
People and Other Pages Page Location for Frames thar poOpiE o your Page's location for photo and vide Edt
Preferred Page Audience
Country Restrictions. Ec
@i Partner Apps and Services Age Restrict Ed
Instagram Ads Page Moderation No words are being blocked from the Page Edt
Featured Protanity Fiter Set to strong Edt
Facebook and Twitter = Cromponty i onimaalil e e et
Page Updates Page posts are automatically published when you update the Page ]
rovide tools to e ) e -
p Payments Postin Abiity 10 write post tple language turned off Ednt

manage “trolls” e —————————

Activity Log
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Top Recommendation #2:

Utilities should think through their goals and develop
some policies and guidelines before they launch their official profiles

Institution % Reporting They Have a Source
Formal Social Media Policy

240 individuals from the 66% Continuity Insights 2014
banking, insurance,

manufacturing, and consulting

industries

155 cities 19% Bennett and Manoharan 2016

https://abm-website-assets.s3.amazonaws.com/continuityinsights.com/s3fs-public/legacyimages/CIN419 CrisisCommReportFinal.pdf

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Top Recommendation #3:

Utilities should expect to commit between 10 and 80 hours of staff time per week,
and also budget for useful tools and related expenses

Hours Spent on Social Media Marketing
35%

30%

25%

20%

15%

10%

" ii

N B E gz

1toS 6to10 NMto 15 16 to 20 21to 25 26 to 30 31to 35 36t0 40 Morothu\

Source: Stelzner 2015

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.



Top Recommendation #3:

Utilities should expect to commit between 10 and 80 hours of staff time per week,
and also budget for useful tools and related expenses
e A sample social media
weekly/monthly/quarterly/ann
ual work plan can be found in
the Executive Briefing

e Examples of how other utilities
have structured, staffed, and
budgeted their social media
operations can be found in the
Case Studies Report

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Top Recommendation #4:

Utilities should make a conscious effort to share content
that is interesting and ““socialize” their information

Northeast Ohio Regional Sewer District shared American
Rivers's post

(@ WSSC Water

b January 27 - @ il

ENVIRONMENT: How and where streams flow is a critical part of our
CUSTOMERS: We are experiencing intermittent outages with online Regional Stormwater Management Program. This map takes an even
payment system. Issue should be resolved w/in the hour. Thank you for higher bird's-eye view to show the flow.
your patience.

=1 American Rivers ©@
January 20 - @

If you doubted rivers are the arteries of our country, check out this cool
image of US river basins.

The veins of America: Stunning map shows every
river basin in the US

A stunning new map from Imgur user Fejetlenfej shows the complex network
of rivers and streams in the contiguous United States, highlighting the...

Like # Comment * Share

Like Comment Share

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Top Recommendation #4-

Utilities should make a conscious effort to share content
that is interesting and ““socialize” their information

Bz '1 ," ’:_" . Puwc M. vh Like Page .-’\ Los Angeles Department of Water & & Like Page
ﬁ Power
Traveling? Follow weather alerts in up to 5 locations usmg the Gfema app. October 5, 2016 - @&

Career Fair today at UC San Diego and the Fall Career Expo at LMU on

- ‘:&M Wednesday. We have a critical need for engineers. Learn more at:
http://p.ctx.ly/r/l2gmc #BePartofSomethingBig

Learn more: https.//youtu.be/DtF18YH|G{ WyinterSate eoare
S —— Know an engineering student §t UC San Diego or Loyola Marymount
t‘ University? Let them know we

4

BePart of Somethmg Big!

VIMEO.COM | BY LA

Os m-

¥ Like ¥ Comment # Share

Like ¥ Comment % Share
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Top Recommendation #5:

Utilities should reconsider their objections to paid advertising, especially during crisis situations

Impello.r ok Like Page O ved |
March 13- @ i
SeaWorld
sesworla Blackfish is propaganda. Learn the truth about our Killer whale care at

bit.ly/1hju3Ku pic.twitter.com/nxBrxa12Cz

Sensus VP Colin Walsby explains how Xylem and Sensus technology will
help customers make smarter decisions.

i O
EE g
CEEDOOl
i OooOODooon
EENEEEE
HE B EEEEEEEEENEEEEI
EE & EEEEEEEEEEE 2N
I B EEEEEEEEEEE N o
iEE  EEEEES . W 1
IENEEEEE 11
HEDE i
EE N B

The future of the digital water utility - Impeller

New technology and huge amounts of data are changing how water utilities
operate. Find out how utiities are adapting and what opportunities lie anead.

Learn More

MPELLER XYLEMIN

Q0D 4« 1 Comment 3Shares [l ~

# Like ¥ comment ~ Share

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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Top Recommendation #5:

Utilities should reconsider their objections to paid advertising, especially during crisis situations

12.000
10,000

8.000

Utilities should consider boosting 4000

posts, or sponsoring tweets, at

least during crisis, because even o

the most successful ones only
reach very small audiences ® rtTopomere Tor i Saed T i
otherwise. ek . aEBle
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Top Recommendation #5:

Utilities should reconsider their objections to paid advertising, especially during crisis situations

Service Average Cost to Average # of Average Cost Per
Reach 1,000 Clicks to Website Click to Website

Facebook $719 27 27 cents

Twitter $9 to $11 37 25 to 30 cents

https://adespresso.com/academy/blog/facebook-ads-cost/

© 2017 Water Research Foundation. ALL RIGHTS RESERVED.
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The Posting Skills Checklist

http://bit.ly/wrf-posting-checklist

(Publicly available)

Water
Research

<) Foundation®

advancing the science of water

Social Media Posting Skills Checklist

The “Training Wheels is a tool for staff at clean water organizations who want to prepare top
quality content for their organizational social media accounts. This tool is funded by the Water
Research Foundation, and was developed by Water Words That Work, LLC.

The range of scores is between 0 and 60. You earn points by applying best practices to your
Facebook posts and tweets.

With lower scores, your post or tweet will not travel far from your own account. With higher scores,
Facebook and Twitter are more likely 1o pass your post of tweet along 10 your connections, and
your post or tweet is more likely 10 turn up in search results, as well

THIS IS A WORKING MOCKUP OF THE SERVICE FOR REVIEW BY WRF AND ITS PROJECT
ADVISORS. THIS IS NOT THE FINAL APPLICATION.

How to use the Posting Skills Checklist

Social Media Training.\

i Tools By Sites By Procurement b Mail [ Letternead By Proposals [J] RecTape [J] Students 3/
B tew ractae 3 Aciade ras b o e e et oats 8 lendeg page ARD 1 mvee
Bamer 4 et @G SOgE DrTvdes VRASIS 3" SEPOrNENTty 10 Torvert - and prowde e
e a3
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Questions & Answers

Deliverables:

e Customer Survey

e Benchmarking

e Literature Review

e Case Studies

e Executive Briefing - Publicly available

e (Getting Started FAQ

e Posting Skills Checklist - Publicly available
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