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Today’s Outline
 National Infrastructure Investment 

 Utility Rate Setting

 Principles and Power of Branding

 Utility Branding Trends

 The Utility Branding Process

 A Local Example

 Why Branding for Utilities?



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!



Local “Water” Rates and Investment
 Dominated By “Politically Palatable” Rate Setting

 Even Before the Tough Economy

 Deferred Investment
 Lower Rates Today, Higher Tomorrow
 Delaying Debt, Diminished Reserves
 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!



Constantly Happening
People, Products, Organizations, Departments….

Judgments, Perceptions, Expectations
About Important “Value” Issues

Negatively Branded
Management Shake-Ups, Corporate Failure

Logo, Look, Slogan?

Brand = Value = Trust = Price!



Brands and Categories of Value

Great Brands Dominate a Category

People Categorize Value

“I Want  an Energy Drink,  I Want Red Bull.



Categorize These Brands

http://www.google.com/imgres?imgurl=http://connect.creativelabs.com/marcom/Logos/Target.jpg&imgrefurl=http://connect.creativelabs.com/marcom/Logos/Forms/DispForm.aspx%3FID%3D7&usg=__ba34hDqZ8BERARnHndvXFmqH24Q=&h=200&w=200&sz=8&hl=en&start=5&zoom=1&um=1&itbs=1&tbnid=tDC7JXZ7KexRgM:&tbnh=104&tbnw=104&prev=/images%3Fq%3DTarget%2BLogos%26um%3D1%26hl%3Den%26sa%3DG%26rlz%3D1T4HPND_enUS308US242%26tbs%3Disch:1


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



A Promise and Expectation

Advertising Builds Brands?
Branding Can Be Inexpensive – Small Organizations 



Being Extreme, and the Dark Side

 Good Brands are Clearly Different 
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?



Branding of Words

Bailout
Earmarks
Stimulus
Deficit (Debt)
Spending
Investment

The Decline of Investment!



Branding Process and Objectives

 Creating and Communicating Value
 New Value/Category  - Publicity!

 Branding for Businesses
 Market Share, Price

 The Brand and Brand Asset
 What People Can Count On
 A Promise and Perceptions Brand Value = $68 Billion



Oakley Sunglasses

 High-Quality Optics

 UV Protection is Real

 Lenses and Frames are Shatter Resistant

 Well Designed – Functional

 Nose Piece – Glasses Don’t Fall Off

 Oakley Will Replace Anytime

 Worth the Higher Price

Brand = Price!

Price = Brand!



Brand as an Integrating Force

 Low Cost, On-Time Airline

 Inter-Linked Value Activities
 Single Aircraft Type
 Second Tier Airports
 No Assigned Seats
 Flight Attendants Clean Aircraft
 No-Hub Routing

 The Brand/Activities Matrix
 Linking Promises to Actions



Utility Branding Trends
 Not Much of a Trend - Yet

 Some 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

 The Special Case of Utility Branding!



The Utility Brand

Organization’s Commitments
 Customer Service

 Long-Term Planning, Investment
 Sustainability

 Specific Value  Standards
 Water Reliability
 Water Quality, Public Health
 Environmental Stewardship
 Producer of Valuable Resources

 Efficient, Financially Competent

Staff Character Traits
 Honesty, Openness, Integrity
 Being Clear
 Problem Solvers
 Collaborative
 Innovative Leaders

What People Can Count On!



The Utility’s Products

 Selling Water or Water Reliability?
 Clear Messages on Conservation and Revenues
 Is the Product a Commodity Paid for in Dollars/Gallon?

 Tap Water as Drinking Water

 Water and Energy Resources

 Recycled Water

 Biosolids/Organics



Branding of Tap Water
 Utility – The Source of Quality

 Co0mmitment to Improvement and Knowledge
 Better Now, Better in the Future

 Actions Communicate Motivations

 Testing Should Convey Being….
 Careful, Diligent, Comprehensive

 Treatment Should Convey…..
 Conservative Approach
 Redundancy, Safety Factors

http://www.utilitybranding.net/pdfs/UBN CCR Flyer.pdf
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Branding of “Recycled Water”
The Name!

Multiple Products - Multiple Uses

Irrigation Water - Do Not Drink

It’s Not Water!Source = Quality

A Manufactured Product!

For Non-Potable Uses
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Back to Investment!
Branding in the Board Room

 Policy Makers Brand Staff Members
 Financial Competency?
 Efficient? Committed to Increasing Efficiency?
 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!



Steps for Utility Branding
 Define Your Brand

 What People Can Count On, Regulations Not Strong Branding

 Plan Using the Brand
 Brand is the Framework for Investment

 Develop Effective Communications
 More Meaningful, Brand as Context
 Focus on Marquee Information

 Build Community Relationships
 Use Near-Term Investment Story

 “Cover” Policy Makers
 Focus on Investment and Relationships, Meet Policy Maker Needs



Tools and Tactics
 Brand/Activities  Matrix

 Connect Brand Commitments to Actions/Investments

 Near-Term Investment PowerPoint
 Use to Build Community Relationships
 Condense to Single Sheet Handout

 Annual “Good Deal” Document
 Increased Efficiency, Return on Investment

 Share Stories, Case Studies
 Especially with Policy Makers

 Reach People When Paying Attention
 Bill Inserts, Customer  Service, Construction



Water Reliability 20/20 Example

 West Basin MWD Near-Term Investment Imperative

 Reduce Dependence on Imported Water
 From 66% to 33% by the Year 2020

 Three Key Investments
 Double Conservation, Recycled Water
 Implement Ocean Desalination

 West Basin as a Vehicle for Relationship Building

 Policy Makers Have a Story to Tell, and Sell



City of Rifle
 Developed Branding Statements

 Improved Council Communications
 Used the Brand as Context for Reporting Activities, Progress

 The 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



Why Utility Branding?
 Industry Needs a Process for Local Investment!

 Economy will Not Recover Fast
 National Politics – Impotent!

 Relatively Simple, But Powerful
 It’s Critical to Appreciate It’s Power
 Being Clear and Disciplined

 More Efficient and More Effective

 Small, Medium, and Large Utilities

 Your Community Wants Appropriate Investment



Questions?

john@resourecetrends.com
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