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Communications Goal

Based on shared values, communicate with one voice on 
issues of regional significance to strengthen relationships, 
elevate regional visibility, and to influence and advance the 
collective interests of the region.



Why this update?

• I realized from feedback from the workshop that some 
members did not understand the work we are doing

• To periodically report on the progress of the four goals of the 
strategic plan

• To explain why communication is important to the RWA’s 
mission

• To help members understand the value of their investment in 
communication

• For members to understand the good work we do…Do good 
work and tell people about it

• To help members understand they have a role in making us 
become successful. You are receiving good value on your 
investments!



Importance

Why is communication important?

• We will not achieve our policy 
outcomes without clearly 
communicating what we need   

• We are victims of our own 
success

• We will not be able to push back 
on problematic policies

• To communicate with our 
members



• Communications Program Guidance—our foundation

• Communication to Members

• Communication to External Audiences

oOngoing branding and story telling

oRelationship building with influencers

o Issue-specific outreach

• Foundational Work for “What’s Next”

Discussion Topics



1: RWA Strategic Plan Goals and Objectives

• Member Communication

• External Audiences

Program Guidance



2: Priority communications issues and opportunities 
(Approved by the RWA Board in November 2020):

• Climate resiliency bond (and/or drought response)

• Federal stimulus funding (and/or economic recovery/ 
infrastructure funding)

• Impacts of increased regulatory requirements on rate 
affordability, quality and quantity

• COVID-19: Impact on water provider revenues 

• Equity: Increasing attention paid to ensuring RWA outreach 
and programs are equitably communicated to all 
communities

Program Guidance



• Research into preferred communication methods and timing

• Adjusted RWA Newsletter to become RWA E-Alert

• Coffee and Conversation events

• Annual reports

• Communicating with “one voice”

Member Communication



• Ongoing brand building and story telling

• Stakeholder relationship building

• Issue-specific outreach

• Foundational work for “what’s next”

External Audiences



Brand Building



Brand Building



Stakeholder Relationships



Issue-Specific



Three focus groups—1 influencer and 2 residential

• Perceptions about climate change

• Language that would be most impactful in describing climate 
change impacts on water supplies

• Support or resistance to proposed solutions/adaptations

• Willingness to pay for proposed solutions

• Detailed feedback on the water bank and water transfers

• What would get them to support solutions (funding and/or 
advocacy with policymakers)

Foundational Work



• More media

• Digital advertising

• Progress on ensuring RWA outreach and programs are 
equitably communicated 

• Continued member communication, including RWA 20th

Anniversary

What’s Next?



QUESTIONS?



Thank you!


