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THE CUSTOMER IS RIGHT
(SOMETIMES!)

WITH RANDI TAYLOR & MEREDITH STRANG BURGESS 



THERE ARE MANY
BENEFITS TO

MONTHLY BILLING…



DEVELOP A 
REGULAR 

AND 
RELIABLE 

CASH-FLOW



FIND 
LEAKS 

FASTER



HELP YOUR 
CUSTOMERS 

BUDGET 
MORE 

EASILY



ESTABLISH 
CONSISTENT 

BILLING, 
WITH 

RELIABLE 
DUE DATES



REDUCE THE # OF 
PAYMENT 

ARRANGEMENTS.



STANDARDIZE 
YOUR 

DISCONNECTION 
NOTICES



MAKE IT 
EASIER TO 
SHUT OFF 

FOR WATER, 
SEWER AND 

STORM



BACKFLOW



CUSTOMERS 
IN ARREARS 

GET TWO 
LETTERS



LETTER #1:

LETS 
CUSTOMER 

KNOW THAT 
THEY ARE 
BEHIND



LETTER #2:

DISCONNECTION 
NOTICE



TESTERS WHO 
WAIT UNTIL 

THEY ARE 
PAID



COVID HAS 
CAUSED SOME 
PROBLEMS…



…ESPECIALLY 
WITH 

GETTING 
INTO 

PEOPLE’S 
HOMES



“TRYING TO 
GET THE 
GREASE 

PROGRAM 
STARTED”



WHAT 
CONTRIBUTES 

TO GOOD 
CUSTOMER 
SERVICE?



REMEMBER:

SOMETIMES 
ANGRY 

CUSTOMERS 
HAVE ISSUES



OUR DOOR IS 
CLOSED, 

BUT…WE HAVE 
A DOORBELL, 
JUST IN CASE



AND WE’RE 
TRAINING 

CUSTOMERS 
TO PAY 
ONLINE.



ON TO 
COMMUNICATIONS! 



THERE ARE TWO PRIMARY 
REASONS TO COMMUNICATE 
ABOUT WHAT YOU DO:

1. Help people understand and appreciate 
your business—the business of water.

2. Lay the groundwork in case you ever need     
to respond to problems.



HERE’S WHAT TO TALK 
ABOUT.



NEW 
INFRASTRUCTURE



NEW 
PEOPLE



NEW 
PROGRAMS 
& POLICIES



PROJECTS 
TO KEEP AN 

EYE ON



BILL-
PAYING 

OPTIONS



EMERGENCIES



HELPFUL
HINTS



WHERE SHOULD YOU BE
TELLING YOUR GREAT STORY?

EVERYWHERE.



NEWSLETTERS

• Digital, print or both?
• Great opportunity to consolidate 

many small stories
• You determine frequency
• Fodder for social media, annual 

report, etc. 



Newsletter



BILL INSERTS

• Guaranteed to reach every 
ratepayer, either in print or online

• Humanizes your district
• People appreciate small, regular 

reminders 



Bill Inserts



ANNUAL REPORTS

• An opportunity to brag about your 
accomplishments

• Lay out and present goals for the 
upcoming year



Annual Report



WATER QUALITY REPORTS

• Obligatory in some form or fashion
• “Who reads them?” You’d be 

surprised…
• Show the story of your water 

quality: photos, infographics, etc.



Water Quality Report



MEETING BROADCASTS

• Open up your Board meetings
• The normalcy of Zoom calls
• Publicize your meetings on your 

website, in social media, in 
newsletters, everywhere

• The goal is transparency in your 
public interactions



WEBSITE
• The spinal column for all of your 

communications efforts
• Archiving historical material
• Develop a site that you can 

manipulate and change easily at 
your end 

• Your website is dynamic, and 
requires regular care and updating



Website



EMAIL

• Excellent for quick communications 
to your ratepayers

• Consider Constant Contact, 
Mailchimp or a similar service, 
especially for their analytics

• Set a frequency for mailings, or 
only when there is significant news



SOCIAL MEDIA

• Where everybody hangs out, these 
days

• Determine which platforms work 
best for you

• Consolidate all sorts of information: 
business, official, social

• Your social media reflects your 
culture 



Facebook Posts 



PUBLIC RELATIONS

• Your local media is and should be 
your friend

• Learn who your local reporters and 
contacts are, and nurture them

• Remember: water is always a good 
story—but any issue can become a 
BIG story



GOOD CUSTOMER 
COMMUNICATIONS =
Do some of these things.

GREAT CUSTOMER 
COMMUNICATIONS =
Do all of these things!



TRACKING AND 
ACCOUNTABILITY
• You’re accountable to management, 

your Board and your ratepayers
• Track web/digital/social media 

statistics
• Evaluate, report & improve regularly



ANY QUESTIONS?

Randi Taylor
RTaylor@GreaterAugustaUti l i tyDistr ict.org

Meredith Strang Burgess
Meredith@BurgessAdv.com


