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Where we were…
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From reductions to recognition…
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• 117,531 reached

• 4,105 likes

• 307 comments

• 318 shares
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Targeted outreach from every angle…
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Plus…

• Flat-rate customers (postcards)

• CII customers (letters, social media)

• High-use and high-surcharge customers (letters)

• School district superintendents (letters)

• Media education (system tour)

• Monthly updates to community leaders (email)

• Lowered reductions and surcharge courtesy tier for 
metered customers (direct mail, online/social, segment 
at GRC PPHs)
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But Some Things Don’t Change

• Still taking a customer-first approach and seeking to 
educate customers on State-mandated restrictions and 
plans going forward

• Still have a (now even wider) range of conservation 
rebates, programs, tools and want to work with 
customers to reduce water use
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Moving Forward

• Analyzing data for self-certification option

• Expecting minimum standard to maintain gains and have 
consistent message for strengthened long-term 
standards

• Transitioning from short-term State mandate to long-
term sustainability

• Will communicate with customers, elected officials, 
media, employees
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