
2021 Outreach
Year in Review

Public Outreach and Legislation Committee

December 16, 2021
REVISED



2021 OUTREACH YEAR IN REVIEW

• School Education Program
• Garden Classes
• Social Media
• Drought
• Digital Ad Overview
• Customer Care Campaigns
• Agency Planning Efforts
• PFAS
• Internal Engagement





• 7,000 Elementary Students 
attended virtual presentations

• 199 Elementary Teachers 
enrolled

• 132 Environmental Science 
Students attended our virtual  
High School Summer 
Program



• 1,200 goodie bags to SCV elementary schools 
with promo items and program brochure



GARDENING CLASSES 
Outreach Tools
• Email approx. 20,000 addresses monthly
• Monthly press release
• Social media posts

• Paid Signal partnership post
• Share schedule with community organizations
• Bill stuffer in January

The Next 60 Days
• January 22 -

Proper Pruning
• February 5 -

Sustainable 
Landscaping

Attendance Totals
2019 - 564 (24 classes)
2020 - 226 (5 classes)
2021 - 443 (12 classes)



SOCIAL MEDIA 
2021 AT-A-GLANCE

• Audience grew by 10%
Instagram (Followers: 1,369)
Twitter (Followers: 1,088)
Facebook (Followers: 851)
LinkedIn (Followers: 368)

• Established Consistency
• Post at least 6x week
• 649 posts in 2021

• Several posts translated into Spanish



SOCIAL MEDIA 
2022 Goals
• Increase engagement

• High-quality content and videos
• Feature staff and the work they do
• Humanize the agency

• Create a consistent brand across all 
platforms

• Utilize NextDoor
• Great for urgent/critical messages 

(Policy changes, important 
meetings/hearings, emergencies, 
broken water pipes, etc.)



DROUGHT - DIGITAL
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WEBSITE
• DroughtReadySCV.com

EMAIL
• Special Edition Drought (quarterly - 3)
• Water Currents (monthly – 5)

SOCIAL MEDIA
• Agency – minimum 3 posts/week per 

platform (34 as of 12/18)
• Partner posts with The Signal



MEDIA RELATIONS
STORYTELLING
• Press Releases (2)
• Op-ed/news features (3)

PAID ADVERTISING
• Signal
• KHTS
• Spectrum
• InsideSCV and Magazine of SCV



OTHER EFFORTS
MARKETING MATERIALS
• Mailer w/ digital boost
• Fact Sheet

OTHER EFFORTS
• Drought Survey
• Paseo Banners



THE NEXT 60 DAYS
• Focus on prohibited measures
• Op-ed addressing new development – est. distribution early January
• Drought mailer #2 – est. distribution mid-January
• Weekly drought videos on social media
• Preparing for WSCP Stage 2 activation



DIGITAL AD OVERVIEW
OUTLETS AD DESCRIPTION COSTS/MONTH

Signal Web ads $2,750

Daily email blast $1,750

Facebook paid partnership (4 posts/mo) $1,800

KHTS Web and daily email blast $3,000

Spectrum Display Campaign $5,000

Search Campaign $960

TOTAL MONTHLY COST OF DIGITAL ADS $15,620

TOTAL ANNUAL COST OF DIGITAL ADS $187,440

The Next 60 Days
• Continue focus on drought and conservation messaging
• Contract renewals are fiscal year



CUSTOMER CARE CAMPAIGNS
COVID-RELATED MESSAGING
• CA COVID-19 Rent Relief
• CA Water & Wastewater Arrearage 

Payment Program
• Sunset of late fees and shutoffs

(12/31)

The Next 60 Days
• Arrearage Payment Program. Letter – January
• Late fees and shutoffs. Bill insert - January



CUSTOMER CARE (cont.)
CONSOLIDATION
• Santa Clarita Customer Care move 

to Rockefeller (3/1)

The Next 60 Days
CUSTOMER BILLING UPGRADES (completion May 31, 2022)

• Santa Clarita – new billing system with new account 
numbers

• Newhall – new remittance address
• All legacy divisions – upgrade to new customer portal



WEBSITE
GOALS

• Convey message that we are a 
forward-thinking, best-in-class 
agency

• Customer-focused/people first design

• Inclusive and accessible – ADA compliant design

• Easy for staff to update

The Next 60 Days

• Developer – focus on design; provide mockups

• Staff – focus on content



PLAN-A-PALOOZA
PLUS:

• Engagement Gap 
Analysis

• Water Resilience

• AMI (Advanced 
Metering 
Infrastructure)

• Redistricting

• More!



PFAS
• Ongoing comms with 

new activity
• Lab certification
• Awards
• Industry coverage
• Construction

The Next 60 Days

• Update on Valley Center 
Well, and preview of 
projects next in line



INTERNAL ENGAGEMENT
• COVID-related

• 17 employee emails (29 sent in 
2020)

• Tailgate meeting series (14 
meetings in 3 days)

• The Pipeline Employee 
Newsletter

• Quarterly issues

• Surveys

The Spec-taco-ler Taco Truck Tour
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