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Naviga.ng	the	Future	
The	Benefits	of	a	Strategic	Plan		

An	AdministraAve	Blueprint		
•  Integrate	management,	strategic	

planning	and	opera.ons		

•  Provide	a	process	for	documen.ng	
standards	and	compliance		

•  Establish	a	planning	framework	using	
the	u.lity's	highest	values	and	
standards		
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Naviga.ng	the	Future	
The	Benefits	of	a	Strategic	Plan		

OpAmal	UAlity	OperaAon		
•  Establish	5-year	planning	horizon		

•  Iden.fy	key	policy	issues	to	be	
addressed	within	the	planning	horizon		

•  U.lize	the	Strategic	Plan	to	determine	
capital	and	opera.ng	budgets	

•  Provide	all	employees	a	blueprint	for	
u.lity’s	goals	and	opera.on		

•  Fully	address	future	risk	opportuni.es	
and	investments		
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Naviga.ng	the	Future	
The	Benefits	of	a	Strategic	Plan		

EffecAve	Stakeholder	Engagement		
•  Provide	substan.ve	yet	accessible	

informa.on	about	Tucson	Water		

•  Clearly	communicate	Tucson	Water’s	roles,	
mo.va.ons,	standards	and	values	to	the	
community	

•  Demonstrate	that	Tucson	Water’s	mission	
and	goals	are	consistent	with	community	
wide	objec.ves		

•  Provide	a	clear	and	consistent	format	for	
describing	major	policy	issues	and	necessary	
investments		
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Key	Components	

1.   Strategic	FoundaAon:	Mission	and	“Behavioral	Values”	

2.   Business	Values:	U.lity-wide	commitments	to	
reliability,	quality,	efficiency,	sound	financial	planning,	
etc.			

3.   Standards:	Rules,	levels	of	quality	or	achievements	that	
are	considered	op.mal	or	desirable		

4.   Key	Policy	Issues:	Strategic	challenges	or	opportuni.es	
that	face	the	u.lity	within	the	planning	horizon	

Result	
Strategic	Plan	2020	
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1.   Improve	customer	service	

2.   Improve	water	infrastructure	reliability,	
maintenance,	and	efficiency		

3.   Meet	all	current	and	future	water	quality	issues	
and	requirements	

4.   Support	economic	development-related	water	
infrastructure	needs		

5.   Strengthen	both	the	water	supply	sustainability	
and	financial	stability	of	Tucson	Water		

Strategic	Plan	2020	
Tucson	Water’s	Key	Policy	Issues	Iden=fied		
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•  FY	2016	Opera.ons	and	Maintenance	Budget	

•  FY	2016	Financial	Plan		
•  Development	of	Future	CIP	Budgets		

•  Website	Usability	and	Design		

•  Conserva.on	Strategic	Work	Plan		

Strategic	Plan	2020	
Ini=al	Applica=ons	
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Greater	CincinnaA	Water	Works-	

Leveraging	MulAple	Media	Outlets	to	
Engage	Customers	

	
2016	AMWA	ExecuAve	Management	Conference		

Monday,	October	17,	2016	

	
Cathy	Bernardino	Bailey	

Director/Greater	CincinnaA	Water	Works	

Restoring	Customer	Confidence	
in	Drinking	Water	



IniAaAve:		
Establish	Enhanced	Lead	Program	

Given	the	na.onal	issue	of	lead,	reassure	our	
customers	that	we	don’t	have	the	same	lead	
problems	in	Cincinna.,	OH	
–  Be	transparent	and	let	customers	know	we	have	lead	
service	lines;	what	we	are	doing	about	them	

–  Let	customers	know	about	our	treatment	prac.ces	
–  Educate	customers;	help	them	understand	their	water	
quality		

–  Establish	a	program	to	remove	lead	service	lines	
–  Target	Stakeholders:	Customers	and	Councilmembers	



Enhanced	Lead	Program-		
2	Tier	SoluAon	

Tier	1	Communica.on	and	Educa.on	
#1	Lead.	Mygcww.org	

#2	651-LEAD	

#3	Social	Media	

#4	Leders	

#5	Speakers	Bureau	

#6	Pitcher	Kits	

#7	Faucet	Filters	

Tier	2	Complete	Removal	of	Lead	Service	Lines	
 



1.	Show	them	you	care	

Speaker’s	Bureau	 Adend	Community	
Mee.ngs	

Social	Media	 Key	messages	
posted	regularly	

Website	 Informa.on	sheets,	
Tes.ng	results	for	
schools	

Addi.onal	Ac.ons	 Free	water	tes.ng	
for	lead	

Before	you	adend	mee.ngs,	know	what	
is	important	in	each	neighborhood	

Know	informa.on	regarding	lead	service	
lines	in	neighborhoods	



2.	Constant	Updates	

Speaker’s	
Bureau	

Provide	updates	from	
last	monthly	mee.ng	

Social	Media	 Share	updates	and	
changes	
•  Twi_er	and	

Facebook-posts	
before	and	a`er	
meeAngs;	pictures	

Website	 Informa.on	sheets,	
Tes.ng	results	for	
schools	

Presenta.ons/updates	at		
City	Council	Mee.ngs	

Ar.cles	in	Newspapers;	
Newsleders	(100,000+	customer	emails)	



3.	Be	a	Good	Listener,		
Answer	QuesAons	

Speaker’s	Bureau	 Listen	at	the	mee.ngs;	
answer	ques.ons	right	
there	if	you	can	

Social	Media	 Respond	to	customer	
posts	as	soon	as	you	can	
		

2-3	employees	responding	
	

If	needed,	be	bold	

Website	 An.cipate	ques.ons,	FAQs	

Addi.onal	Ac.ons	 Council	Commidee	
mee.ng	updates;	televised	

Be	careful	when	you	post	messages;		
Be	alert;	pull	messages	down	if	needed	

Boost	messages	to	reach	more	customers	



4.	Under	Promise,	Over	Deliver	

Speaker’s	
Bureau	

An.cipate	what	they	want	to	
see	or	hear	next;	
Neighborhood	stats	
Maps	of	lead	service	lines	
School	data	
Brochures	
Newsleders	

Social	
Media	

TesAng	for	residents,		
then	tesAng/partnerships	
with	schools,	daycares	
	

Shared	school	info.	online	

Website	 FAQs,	school	results,	new	map	

Addi.onal	
Ac.ons	

Council	Commidee	mee.ngs;	
know	their	pet	projects,	city	
facili.es	data	



5.	ReporAng-Data,	data,	data	

Speaker’s	Bureau	 Newsleders	
Informa.onal	
sheets;	stats	

Social	Media	 Tweets	and	Posts	
about	reports,	
presentaAons,	
newsle_ers,	
updates	

Website	 FAQs,	school	
results,	reports,	
updates	

Addi.onal	Ac.ons	 Council	updates;	
comparisons	and	
progress,	media	
updates	



Lessons	Learned-Simple	PracAces	
Easy	to	say,	Time	consuming	to	do	

•  Know	your	audience	
– No.ce	how	your	customers	communicate	
– No.ce	what	is	important	to	Councilmembers	

•  Social	Media	posts-sharing,	adending,	recognizing?	

•  Get	to	know	some	of	your	‘frequent	flyers’	
– Always	commen.ng	on	your	page,	other	city	pages,	
ar.cles	

–  Know	the	leaders	within	neighborhoods	
•  Chairpersons,	restaurant	owners,	advocates,	who	is	running	
for	office,	etc.			

–  Know	and	engage	businesses	



Outcome:		ConAnued	Trust	and	
Confidence,	Lead	Program	Approved!	

•  Con.nued	Trust	from	Customers!	
–  Customers	answering	other	customer’s	ques.ons	

•  Lead	Program-Approved	October	12,	2016	
•  15	Year	Lead	Service	Line	Replacement	Program	

–  GCWW	will	remove	the	complete	service	line,	public	por.on	
and	private	por.on	with	water	revenue	

–  A	property	assessment	will	occur	for	the	reimbursement	of	
the	private	por.on	

–  GCWW	will	establish	a	low-income	assistance	program	to	
help	those	customers	who	qualify	with	repayment	for	their	
private	por.on	

– Mul.-year	rate	increase	to	support	this	(5	years)	
– Many	small	ini.a.ves	under	this	program	

•  Mul.-year	rates	increases	+	new	Capital	Program	



QUESTIONS? 

	

Cathy	Bernardino	Bailey	
Cathy.bailey@gcww.cincinna.-oh.gov	

	
	Social	Media/Website	 Handle/Name	

Facebook	 Greater	Cincinna.	Water	Works	

Facebook-Director	 Cathy	B.	Bailey	

Twider	 @Cincinna.Water	

Twider-Director	 @1stLadyofWater	

Lead	Website	 Lead.myGCWW.org	


