
“Smart” Marketing
Water Communications in the Era of 

‘Friends,’ ‘Likes,’ and ‘Apps.’



Where are we?

How did we get here?



“Google” circa 1985



• One-way communication

• Biggest budgets win

• Brands control the 
message



Customers begin to have choices. 

• Two-way communication

• Large budgets = success? 

• Brands still control the 
message



The era of the Empowered 
Consumer
• Customers talk to each other (Yelp, Amazon..)

• Big budgets don’t always buy influence



Relationship Marketing—
Be honest. Be authentic. Be human.
Don’t pretend to be something you’re not. 



Relationship Marketing—
People want to work with you. 



Relationship Marketing—
It’s sustainable.



Know Your Brand

RELATIONSHIP MARKETING STEPS

1 What is your purpose?

What do you value?

What are your 
interests?



Know Your Audience

RELATIONSHIP MARKETING STEPS

2 What is their purpose with you?

What do they value?

What are their interests?



Know Your Goals & 
Develop a Strategy

RELATIONSHIP MARKETING STEPS

3
How can you engage 
around shared values 
and beliefs?



Choose your tactics.

RELATIONSHIP MARKETING STEPS

4 Where does your audience 
consume information?

What messages 
will resonate?

What’s your 
budget?



“Strategy Before Execution”

 

WHAT ARE YOU TRYING TO SAY?

 



Measure.

RELATIONSHIP MARKETING STEPS

5 What worked and 
what didn’t?



A Case Study of a
Water Utility Adopting 
Relationship Marketing 



GOALS

Provide safe, healthy drinking water

Provide quality sewer & storm drain services

Uphold the “Core 4” values of integrity, 
respect, professionalism and customer 
service in all interactions

VALUES
Sustainability

Integrity

Respect

Professionalism

Excellent customer relations

Empowerment

Education



Residential and 
Commercial 
Customer Needs

Aurora Water 
Requirements

Customer Values/Interests

• Reliability
• Price

• Water Resources
• Future Planning
• Rates
• Sustainability

• Environment
• Economy 
• Recreation
• Community

Water 
Efficiency



Tactics
Classes & Events

eMail & Newsletters

“H2O Tracker” Smartphone App

Facebook

Surveys

“WaterWise” (Bill insert newsletter)

Volunteer Program 

“System Incentive Program” (SIP)









2012



Statistics
“How did you find out about a class or event?”

2010
Word-of-Mouth:  29.80%
Bill Insert:  70.20%

2011
Word-of-Mouth:  30.90%
Bill Insert:  69.10%

2012
Word-of-Mouth:  41.90%
Bill Insert:  58.20%



H2O Tracker Smartphone App

Goals 
To educate audiences about where their water 

comes from and empower them to make 

sustainable water choices. 

Strategy
Engage through a game experience and 

reward participation.



Determine 
customer needs 

and interests



Indoor Survey

Help customers understand usage
Show how usage compares in 
similar-sized households
Breakdown costs by area (kitchen, bath..)



Indoor Survey
Include tips and facts to 
reinforce benefit



Indoor Survey

Display results in both gallons 
and dollars, plus compare to 
similar-sized households

Rewards users who improve
their water conservation.



Tools & Resources
Recommended landscape 
watering times 

Report water wasters!

Contact Aurora Water directly



Connect with Aurora Water 

Direct access to staff for help

Make taking action easy & immediate



Water 101— Trivia Game

Educate residents about their water

Reward participation

Allows for ongoing communication



Alerts— Push Notifications

Keep consumers up-to-date

Keep the brand in mind: “Aurora 
Water is a part of my life.”





Advertising is not dead.
Tactics need to align with 
relationship strategies.





And being a resident of Aurora, it was so 

exciting to find out how our water came to be— 

where it comes from and how we recycle it in 

the South Platte... It was really incredible.

“

— Roberta Canipe, Program Participant

”




