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Jutline

onal Infrastructure Investment
ility Rate Setting
Principles and Power of Branding
Utility Branding Trends
The Utility Branding Process %
A Local Example

y Branding for Utilities?




» S——
= National Debate on Investment

Confused by Polarized Politics, Ideologies

» Push for Small Government — No Role for Federal Investment

Branding of “Spending, Bailouts, Earmarks”
» Concept and Value of “Investment” is Hidden, Diminished

The Case for Infrastructure Investment
* Private Sector Jobs - Assets that Pay Dividends for Decades
* Low Cost of Money!
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Jater” Rates and Inve

nated By “Politically Palatable” Rate Setting
en Before the Tough Economy
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Deferred Investment ol v

» Lower Rates Today, Higher Tomorrow heven i:um;? o
» Delaying Debt, Diminished Reserves again .F .
* Bad Economy - Current Excuse

No Industry Process for Local Funding, Setting Rates?
* GM'’s, Staff Not Trained in this Skill - Covering Policy Makers
» Do Not Have Equivalent “Political Networks”

Branding is the Tool, Process!




>ower of Bra
y Happening

Products, Organizations, Departments....

ents, Perceptions, Expectations
\bout Important “Value” Issues

gatively Branded

Management Shake-Ups, Corporate Failure

go, Look, Slogan?

and = Value = Trust = Price!




Bull

Great Brands Dominate a Cate

W\EisvuSikd  People Categorize Value ~ NORDSTROM

“l Want an Enerqy Drink, | Want Red Bull.
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Fill In the Dominant Brands

(Food Franchise Categories)

Chicken
Roast Beef
Hot Dogs
Doughnuts
Cinnamon Roles
Cookies
Ice Cream
Frozen Yogurt
Pancakes
Pizza
Submarine Sandwiches




Advertising Builds Brands?
Branding Can Be Inexpensive — Small Organizatio
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Being Extreme, and the Dark Side

Good Brands are Clearly Different q

i h

Categorical, or......... Extreme?

Negative Branding Generally More
Powerful than Positive

Political “Labeling” Doesn’t Have to
Stand the Test of Time

An Effective Political Process?




it (Debt)

nding

Congress said they would
protect Main Street.

Instead they used your money
to bailout Wall Street.

Robbing you. Drowning America in debt.
Vote, no, on incumbents who voted, yes.

How did your representatives vote? Go to constituentresponse.com to find out.

Sponsored by the Constituent Response Team

The Decline of Invest




g and Communicating Value

Value/Category - Publicity!
Google

anding for Businesses
Market Share, Price

'he Brand and Brand Asset The C4pety 63‘//904%%
What People Can Count On
A Promise and Perceptions

Brand Value = $68 Bil




ality Optics v
otection is Real

es and Frames are Shatter Resistant
ell Designed — Functional
lose Piece — Glasses Don'’t Fall Off
Dakley Will Replace Anytime

Brand = Pric

orth the Higher Price Price = Bran
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5 an Integrating Fo

ost, On-Time Airline

1iter-Linked Value Activities
» Single Aircraft Type AIRLINES
» Second Tier Airports
* No Assigned Seats
» Flight Attendants Clean Aircraft
* No-Hub Routing

The Brand/Activities Matrix
* Linking Promises to Actions




Branding Trends
ch of a Trend - Yet

e Use Large “PR” Firms
May Think This is Branding

Traditional Public Outreach
* Does Not Integrate Clarity of Value and Planning?
» Not Focused on Specific Results, Policy Decisions?
» Generates Materials and Events, Not Relationships?

A Rate-Setting Season or or Always Working Price?
» Again - Staff Not Trained on Branding, Rate Setting

he Special Case of Utility Branding!
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The Ut|||tV Brand What People Can Count On!

Organization’s Commitments Staff Character Traits
Customer Service Honesty, Openness, Integrity
Being Clear

Long-Term Planning, Investment

» Sustainability Problem Solvers

Collaborative
Specific Value Standards Innovative Leaders

* Water Reliability
* Water Quality, Public Health
* Environmental Stewardship

» Producer of Valuable Resources

Efficient, Financially Competent




ater and Energy Resources

ecycled Water

psolids/Organics
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AQUAFINA

ource of Quality Purly Guaneed

itment to Improvement and Knowledge

er Now, Better in the Future

COR Checklist for Building a Pasitive Brand

lons Communicate Motivations

sting Should Convey Being....
Careful, Diligent, Comprehensive

eatment Should Convey.....

Conservative Approach

Redundancy, Safety Factors



http://www.utilitybranding.net/pdfs/UBN CCR Flyer.pdf
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The Name!

RECYCLED WATER

ce = Quality It's Not Water!

DO NOT DRINK
A g A

For Non-Potable Uses A(HJAHNA

Pirily Gavaratees

Manufactured Product! Irrigation Water - Do Not Dr

Multiple Products - Multiple Uses
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e

nvestment!

o in the Board Room

olicy Makers Brand Staff Members

» Financial Competency?
» Efficient? Committed to Increasing Efficiency?
e Clear, Proactive, Collaborative ......or Bureaucratic?

Staff Brands Policy Makers

* Not Knowledgeable
» Motivations - Politics, Career or......"?
» Willingness to Vote for Rate Increases, Investment?

staff Blames It on Politics and Policy Makers!




and

> Can Count On, Regulations Not Strong B

ng the Brand

d is the Framework for Investment

elop Effective Communications
ore Meaningful, Brand as Context
ocus on Marquee Information

ild Community Relationships
Use Near-Term Investment Story

yver’ Policy Makers
ocus on Investment and Relationships, Meet Policy Maker Need




Matrix
d Commitments to Actions/Investment

m Investment PowerPoint
o Build Community Relationships
ndense to Single Sheet Handout

ual “Good Deal” Document
ncreased Efficiency, Return on Investment

are Stories, Case Studies
Especially with Policy Makers

ach People When Paying Attention

1ll Inserts, Customer Service, Construction



MWD Near-Term Investment Imper

e Dependence on Imported Water
om 66% to 33% by the Year 2020

_ @ Water Reliability 2020

iree Key Investments
Double Conservation, Recycled Water
Implement Ocean Desalination

est Basin as a Vehicle for Relationship Building

icy Makers Have a Story to Tell, and Sell




ity of Rifle

ed Branding Statements

oved Council Communications
Jsed the Brand as Context for Reporting Activities, Progress

e Rifle Annual Report or “Good Deal” Document

Rifle CCR - Example for the Industry
» Utility as the Source of Quality, Headlines, Context for Info.

Making the Case for the New Treatment Plant

Investing In Our Future Serving You Today

New Wastewater Facility
Improving Water Quality!

from the old facility and are well below State limits designed to protect fish
‘_?-Z,- Sust ining Public & Environmental Health




eds a Process for Local Investme
ny will Not Recover Fast
onal Politics - Impotent!

tively Simple, But Powerful
s Critical to Appreciate It's Power
Being Clear and Disciplined

ore Efficient and More Effective

nall, Medium, and Large Utilities

r Community Wants Appropriate Investment




john@resourecetrends.com
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