
9/28/2017

1

Regional Service Through Unity… Meeting our Region’s Needs Today and Tomorrow

TACWA Meeting, Sept. 22, 2017

Regional Service Through Unity… Meeting our Region’s Needs Today and Tomorrow

NTMWD COMMUNICATIONS & PUBLIC EDUCATION

Janet Rummel, NTMWD Public Relations 

Denise Hickey, NTMWD Public Education

TACWA Meeting, Sept. 22, 2017



9/28/2017

2

CLICK TO EDIT MASTER TITLE STYLEPRESENTATION OVERVIEW

3

• Who We Are

• Key Challenge: Increase 
Understanding of Value 
of Water

• Primary Goals

• Strategies

• Communication Tools 
Examples

• Results

• What’s Next?

CLICK TO EDIT MASTER TITLE STYLEWHO WE ARE

4

Regional Provider – Water, Wastewater and Solid Waste Services
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• Serve communities 
north and east of 
Dallas

• Shared systems 
provide cost-
efficiencies for 
communities 
served

WHO WE ARE

Regional Provider – Water, Wastewater and Solid Waste Services
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• Key Factors:
– Aging infrastructure

– Increasing regulations

– Growing communities

• Customers think conservation 
means water should cost less

• Public lacks understanding 
of: 

– Revenues needed for fixed costs

– How water gets to tap

– Water rates pay for more than 
water

Water bills 
surge for many 
Texas cities

High water bills raise 
questions, concerns

In North Texas, Struggle to Conserve 
Water and Prepare for Growth

Texans Coming to Grips With Rising 
Water Costs

WATER NEWS
Price of Water 2015: Up 6 Percent in 30 Major 
Cities; 41 Percent Rise Since 2010

Water Costs Are Rising
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• Factors we must consider:
– Each city is unique in growth 

and needs

– Messaging and resources 
vary

– Political pressures 

– Conservation results in less 
revenue to cover city costs

• Conservation 
campaign/outreach 
programs are primary 
means to reach consumers

CHALLENGE: INCREASE UNDERSTANDING OF VALUE OF WATER

NTMWD Partners with Cities on Communication with Consumers

Plano population = 270,000+

Farmersville population = 3,300+
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• Tell Our Story
– Who we are, What we do, Why it’s 

important

• Educate public and city 
officials on what it takes to get 
water to their residents

• “Show and Tell” what they are 
paying for

• Explain that conservation can 
help manage bills and delay 
major investments

• Improve relationships, 
communications, strengthen 
partnerships
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• Foster greater understanding 
with key audiences

– City officials and staff

– Business leaders, community 
groups

– Consumers/general public

– Board of Directors

– Media

• Communicate more 
– Monthly/quarterly partnering 

meetings (City Managers, Public 
Works, Communicators, 
Educators)

– Social media, traditional media

– eNewsletters

– Increase outreach

• Produce communication tools 
with Value of Water messages

– Packaged for cities to use in their 
communications

– Download from new NTMWD 
website Member Portal

10

Communication Tools: Value of Water Focus

Tours and Open House for City Officials and Staff

“I wish all our citizens could 
go on this tour to see what it 
takes to get water to them.”

– NTMWD Member City Mayor
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Communication Tools: Value of Water Focus

• Virtual Tour of Water Treatment Plant – video

• Fact sheet on Journey of Water: From Lake to Tap

• Infographics

12

Communication Tools: Value of Water Focus

• Fact sheet and Infographics on Value of Water

*Combined District & cities’ estimated cost 



9/28/2017

7

13

Communication Tools: Value of Water Focus

Water Rates Pay for 
#MoreThanWater –
Social Media 
Campaigns
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Communication Tools: Value of Water Focus

Water Rates Pay for #MoreThanWater – Video
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• Positive feedback from city officials 
and staff on materials, resources

• Great participation in tours, open 
houses (over 100 last year)

• Cities using tools and messages in 
communications with their customers

• Tripled website traffic and social 
media engagement over last year

http://www.defendyourdrainsnorthtexas.com/
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Defend Your Drains North Texas (DYD) grew from the City of Dallas’s 
Cease the Grease (CTG) education and awareness campaign.

Dallas was updating their CTG to DYD and shared the resource with 
NCTCOG for regional use. 

Kudos to Dallas for development and sharing of the valuable 
resource!

Public Education Regional Partnership
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• Properly dispose items that can 
damage:

– Plumbing systems
– Wastewater pipes and facilities
– Water quality

• Wipes or other items may be labeled                      
“flushable” but don’t biodegrade 

• Can clog pipes and cause sewer                                    
overflows into area waterways

• Keep these out of your drains:
– Medications
– Paints, chemicals, pesticides
– Large amounts of cleaning products
– Fats, oils and greases 
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NTMWD held an initial DYD Workshop – SOAR Exercise 
Results

• Strengths: 

– Open Communications and Sharing of Success Stories

– Shared Resources

– Consistent Messaging

• Opportunities:

– Creating Common Goal and Clear Unified Multimedia Message

– Sharing Assets

– Increase Drop Sites for Oil and Medicines Across Service Area

• Aspirations:

– Protect the environment – reduce SSOs

– Stakeholder buy-in

– Inspire Behavior Change

• Results:

– Reduction in SSOs (tracking)

– Reduction in O&M costs

– Reduce Hot Spot Occurrences

DEFEND YOUR DRAINS WORKGROUP
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NTMWD Developed a Workgroup of Interested WW Partners

Role of Workgroup

• Determine educational/outreach efforts for increasing regional 
campaign across service area

• Identify outreach efforts

• Identify educational efforts

Role of NTMWD

• Facilitator for DYD Regional Campaign

• Repository of Resources

https://filecloud.ntmwd.com/HTCOMNET/Handlers/AnonymousDownload.
ashx?folder=0688916e
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Short Term: (completed by end of FY17)

Shared Resources for Tabling

• Pop-up banners

• Table cloth and runner

New Digital Resources

• Regional Brochure

• Door hanger

DEFEND YOUR DRAINS WORKGROUP
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Discuss and Identify Action Items

Long Term:

• Regional monthly topic calendar for consistent messaging – pending 
NCTCOG development

• Possibility of additional Fats, Oils, and Grease collections sites

• Leverage Regional CMOM reporting for benchmarking progress 
(determine reductions of SSO)
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@NTMWD@NTMWD@NTMWD @NTMWD
@TomKulaNTMWD 

Follow us at www.NTMWD.com

Sign up at bottom of 
homepage to receive 
eNewsletters

SOCIAL MEDIA CHANNELS

Comments? Questions? 
Feedback?

Tweet us @NTMWD 


