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We've done it! Or have we?

GPCD is | |, but like most utilities, we’ve realized it’s about more than conservation...
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Era of “supply diversification” and “utility efficiency”



How do we message our way...
away from Conservation
and toward #WaterEfficiency?
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We listen & engage -- ditferently

Traditional Methods “Where You Are” Methods
e OQutreach at Community * Social Media
Events — Water Reliability emphasis
e PSAs — Making the rate case
— Photo contests
* Phone Surveys e Partner w/ UA to conduct
 Focus Groups consumer research
e Bill Inserts e Sports game polling
 Website usability studies
e SeeClickFix

Water Waste app SCF
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Utility /University Partnership

o Utility Need: better understand how to
increase participation in our rebate programs

e University Research: conduct a series of
studies to provide overall conservation
messaging guidance

A

o ARIZONA.




UA Messaging Study Design for
Residential Customers

 Focus Group conducted  Online Survey open
Summer 2014 Summer 2015
e Discussion of specific rebate — Prong 1 design: explores

motivation of people to learn

programs, suggestions for
about program

improvement in format & ,
— Prong 2 design: explores

MESsaging motivation of people to
e 32 participants participate in program
— Primarily female — Same recruitment pool for 2

— 9 zip codes represented survey prongs

TUCSON
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Phase One Findings

 Generally, customers know about rebates, but
not specific offerings

“Ive hearo about water rebates, wot sure what theg're
for though.”

e Concern about cost or return on investment
‘WLl the savings tn water costs justify a new fixture?”

e However, if fixtures break, customer attitudes
about rebates were very positive

“Oh no! My toilet broke! Thank goodness Tucson
water offers high-efficlency toilet rebates!”

TUCSON
WATER




Phase One Findings

Customers don’t think to look at our website for
information
“Wwater Ls important to me, but,..
* don't think about it wntil t have a problem.”
°* Saving money is more lmportant.”
* [pay wmore in fees than the cost of water,”

They also don’t pay much attention to the bill or bill
inserts

We need a stronger web presence & need to promote
the program in more formats

Each rebate program has it’s own barriers and selling
points

TUCSON
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Phase One Lessons Learned

FACE...

—
—
—

——

New Approaches:

1) Make sure rebate materials are in all the places
people would go when faced with a water-
use/efficiency decision.

2) Provide ROI talking points on promotional materials
and to retailers.

TUCSON
WATER

We can encourage/suggest/demand
Conservation, until we’re BLUE IN THE

But many people won’t act until they
have to or until they know it will pay off.

TUCSON WATER CUSTOMERS

{Save Money, Energy, and Water

Upgrade today
and save as much
as $100 per year

on utility bills

e
Energy Efficiency (CEE) Tier 2 or Tier 3' model at
the time of purchase.

CSON Chedk out all Tucson Water rebates at
WA'I'ER www.tucsonaz.gov/water/rebate or call (520) 791-4331
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Phase One Lessons Learned

We need to
respond to
this world!

TUCSON

WATER

This won’t cut

it anymore!

Exceeding Expectations - One Customer at a Time

Sign O >
Forgot PIN? Account ID:
Create PIN PIN: l—
Help
I t 1D must be entered exactly as it appears on your monthly statement
View Graph By: [ Feriod ][ View Year (col) ]
Service Description: WATER VOLUME
| Meter Number: 13544521
Period 20150 2014 2013
12m 1.00
1"m 1.00
10| 0.00
09 — 7.00 09 0.00
08— 500 02 p—— 7.00
07 I 600 07 0.00
06 p— 6.00 06| 0.00
05 —— 6.00 05 0.00
04 I 7.00 04 0.00
03 6.00 03] 0.00
02 400 02m 1.00
01 0.00 01 g 6.00
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Phase One to Phase Two

 Phase One identified barriers to participation and that
emphasizing “efficient use of water” may be more

effective than “save water.”
 The messages tested in Phase Two were a direct
result of Phase One Focus Group.
e Two-pronged study designed effective communication
strategies that encourage customers to:
— Prong 1: learn about programs (efficient use messaging)
— Prong 2: participate in programs (value-specific messaging)

TUCSON
WATER




UA Messaging Study Recruitment

The University of Arizona, in conjunction with Tucson Water, seeks 620 Tucson
Water customers

. To be eligible to
participate in this study, you must meet these guidelines:

e 18 vyears or older
e be a Tucson Water residential customer
e own your residence

e have not participated in any Tucson Water focus groups or surveys about
water conservation

* have not received any Tucson Water rebates for water conservation
devices such as high-efficiency toilets or rainwater harvesting systems

e have internet access

There is no cost to you for participating. This survey is estimated to take no
more than 20 minutes. Your participation is completely voluntary.

[



Phase Two, Prong One Test Message

Save Money and Conserve Water
with Tucson Water Rebates

Most Tucson Water customers agree that water
conservation is important and residents in this zip code
are saving as much water as they can.

But what about the water we have to use? We can
conserve even more water in and around our homes by
saving water — using less than we already do and reusing
water. Whether it’s water for the laundry, bathroom, or
yard, saving water is good for our desert —and our
wallets.

Tucson Water wants to help you save money — and water
— by picking up part of the tab for using less water. To
see how, check out our water conservation rebate
programs. Visit our website at
www.tucsonwater.gov.water/rebate, call (520) 791-4331,
or email pico@tucsonaz.gov to find out more about
rebates for high-efficiency toilets, gray water, rainwater
harvesting, and more.

Join your community in saving water!

Current Message

Save Money and Conserve Water
with Tucson Water Rebates

Most Tucson Water customers agree that water
conservation is important and residents in this zip code
are saving as much water as they can.

But what about the water we have to use? We can
conserve even more water in and around our homes by
using water more efficiently — wasting iess and making
what we already use go further. Whether it’s water for
the laundry, bathroom, or yard, getting the most out of
the water we have to use is good for our desert —and
our wallets.

Tucson Water wants to help you save money — and water
— by picking up part of the tab for using water more
efficiently. To see how, check out our water conservation
rebate programs. Visit our website at
www.tucsonwater.gov.water/rebate, call (520) 791-4331,
or email pico@tucsonaz.gov to find out more about
rebates for high-efficiency toilets, gray water, rainwater
harvesting, and more.

Join your community in using water more efficiently!

14
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Comparing Message Appeal

Question

Overall, how much do you LIKE/DISLIKE this message?

How EFFECTIVE would you say this message is for encouraging
people to learn more about Tucson Water's water conservation
rebate programs?

How STRONG do you consider this message in communicating
about the rebate programs?

How CLEAR/READABLE was this message?

How EASY was this message TO UNDERSTAND?

TUCSON
WATER

Efficient Use
of Water
(n=67-68)

Save Water
(n=71-72)

Mean
(S.D.)
Median

Scale: (worst/least) 1 = 5 (best/most)

15



Comparing Message Effects

Efficient Use of

Question Water Save Water
(n=72-75) (n=71-76)
Mean

From reading this message, would you click on the website, call the (S.D.)
phone number, or send an email to the address shown? Median

. . . . 3.91 3.72
After reading this message, would you look for more information on (.98) (1.02)
water conservation rebate programs from Tucson Water? ' 4 '4

. . . . 3.22 3.45
After reading this message, would you look for more information on (1.13) (1.00)
water conservation rebate programs in general? '3 4
After reading this message, how INTERESTED are you in water (3;3889) (35627)
conservation in/around your home? '4 '4
Compared to how interested you were in water conservation before 3.49 3.37
starting this study, how would you rate your interest in water (.78) (.75)
conservation in/around the home after reading this message? 3 3
How much would this message encourage you to increase your water (31;'(2)2) (iicl)zl)
conservation efforts in your home? '3 '3

TUCSON
WATER

Scale: (worst/least) 1 = 5 (best/most)

16



Phase Two, Prong One Findings

e Efficient Use Message was:
— liked better

— considered more effective for encouraging people to
learn more

— More clear/readable
 But, not necessarily easier to understand

Most participants indicated they were moderately
to very interested in water conservation, but only
slightly higher than before reading message.

TUCSON
WATER




Phase Two, Prong Two

 We know that the general “efficiency” rebate

message was better received, but now we
want to know...

1. Will value-specific messaging motivate
participation in programs?

2. How do customers respond to specific
programs?

TUCSON
WATER




Phase Two, Prong Two Findings

Over 300 responses in 2 days!
Wow!
r"“‘\

responses means we don’t have
statistical significance yet.

TUCSON
WATER
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HET Test Messages

Replace Your Toilet

Tucson Water offers
encourage and assis

Results:
e 1. Equally effective in generating interest
toilets with high-effic

and save money.

te program to encourage
| new, more efficient toilet
or toilets with high-efficiency

2. Value-message liked better and stronger — (iEEifiets
3. Value-message assuaged fears about costs S

ts. By taking advantage of
e Tucson Water rebate, you get some of the money back on what you would
already be buying anyway. It is an easy way to save money and water.

Tucson Water custo
maximum allowed at

Visit our website at

or email pico@tucsonaz.gov for details on how to participate in the high-
efficiency toilet rebate program!

Tucson Water customers can receive $75 per HET. There is a two toilet maximum
allowed at each property for a rebate up to $150.

Visit our website at www.tucsonwater.gov/water/rebate, call (520) 791-4331, or
email pico@tucsonaz.gov for details on how to participate in the high-efficiency
toilet rebate program!

Current Message Value-driven Message

TUCSON
WATER
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Gray Water Test Messages

Gray Water Rebate P

Res u ItS . sinks, showers, bathtubs,

omposting and landscape
2d in a typical home, 12%

Gray water is the wate
clothes washing mach

ey 1. Messages were equal in most categories,

washers, 10% is from 5 is from showers. That's
canbe re-used as gra sed as gray water for

person per day or mor both considered effective, but one didn't e

re-used every year. son can be re-used every

Tobe slgible for the G stand out more than the other

two-hour workshop the
rebate requirements, &

5. The easiestand least
rirrigation system.
sing that water in your
Tucson Water will rebz 2.

Lc:ngrﬂ?orrslsi:ann:m;ie Th iS m essage Was already Strongly value- e, too — Tucson Water
nderstand gray water
focused
aehtial gray water system

costs. This includes design materials, installation, etc.

Visit our website at
pico@tucsonaz.govfo
program!

Visit our website at www.tucsonwater.gov/water/rebate, call (520) 791-4331, or
email pico@tucsonaz.gov for details on how to participate in the gray water
rebate program!

Current Message Value-driven Message

TUCSON |
WATER N




Passive RWH Test Messages

Passive Rainwater Ha Res u Its : What is it?
Rainwater harvesting is your yard is a great way to

et 1. Messages were equal in most categories, EECSCTELIL

possible and keep it on
directing and retaining

suh s b, berm. both considered effective, but one didn’t
onlyiree, It Is salt-Tree
stand out more than the other

features of your yard like
or your landscape. No big
ur system is in place, there is
only free, it is salt-free — and

When we harvest rain
water bill.

plants. When you harvest

Tobe eligible for the Rainwater Harvesting Incentives Rebate Program, applicants rainwater, you conserve drinking water and save money on your water bill.

must attend a three-hour workshop that covers rainwater harvesting methods and ) ) ) o

best practices, rebate requirements, and how to develop a project plan. Learning about passive rainwater harvesting is easy and doable, too —Tucson
Water runs a free, 3-hour workshop where you can develop a plan that is specificto

Tucson Water will rebate 50% of qualifying passive residential rainwater harvesting your property.

systems costs up to $500.
Tucson Water will rebate 50% of qualifying passive residential rainwater harvesting

Visit our website (www.tucsonaz.goviwaterirebate), call (520) 791-4331, or email systems costs up to $500.
pico@tucsonaz.gov for details on how to participate in the passive rainwater
harvesting rebate program! Visit our website (www.tucsonaz.goviwater/rebate), call (520) 791-4331, or email

pico@tucsonaz.gov for details on how to participate in the passive rainwater
harvesting rebate program!

Current Message Value-driven Message

TUCSON
WATER

22



Active RWH Test Messages

Active Rainwater Har What is it?

Rainwater harvesting is Res u ItS :

irrigation. The primary ¢

swnsiis 1. Value-message had more interest,

tanks/cisterns to store
passive retention featu erns to store water for later use

salt-free and that make encouragEd more pa rtiCipation and Other ention features and/or rain

harvest rainwater, you ¢ 2, it is salt-free and that makesiita

;E:r?dea”%:?leeeﬁg:rewz wa te r conse rvatio N effo rtS »u harvest rainwater, you conserve
2. Value-message suggested more action L esoracs s, e erkaor

practices, rebate requi
llan for your property.

receive rebates for the I d b k
to $2000 ($0.25 per ga WO u e ta e n e a bit of a cost, Tucson \Water

800 gallon or larger rai

your yard is a great way to save
er. One way to do this is through

Tucson Water custome

h qualifying residential rainwater
ofthe system based on gallon
allon of 50-799 capacity rain
gerrain tanks).

Visit our website (www.
pico@tucsonaz.gov for
harvesting rebate prog

Concerns remain about overall costs and time
commitment

call (520) 791-4331, or email
2 in the active rainwater

Value-driven Message

Current Message

TUCSON

WATER
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Bottom Line

e Customer messaging can be tested to determine
effectiveness/attractiveness

e We have to be mobile-ready and communicate
on multiple platforms

 Promote Efficiency! Although varied, messaging
must include costs and potential savings

 We have complex programming that requires
careful messaging, education and oversight; each
needs a carefully crafted message

TUCSON
WATER
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