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Bio



Who is
Raftelis?

The most experienced 

utility financial, 

communications, and 

management consulting 

practice in the nation.

Raftelis has provided financial/ 
organizational assistance for

1,200+
public agencies and utilities

that serve more than

25%
of the U.S. population

including the agencies serving

38/50
of the nation’s 50 largest cities

With more than…

120+
consultants across the U.S.

3



4

• Purpose and Need

• Public Relations Theories and Concepts

• Successful Water Conservation Campaigns Showcase

Today’s Discussion
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Purpose and Need
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Credit: U.S. Drought Monitor
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Credit: U.S. Drought Monitor
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Credit: TX Water Development Board

TX Trends
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Credit: TX Water Development Board

TX Future

FAILURE = 

-$153 

billion/year
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Conservation Comms: WHAT’S DIFFICULT?

Fatigue: Crisis, 

Drought, Message

Ignorance 

of problemLack of awareness that there 

is a drought/scarcity problem

Unawareness of turf 

alternatives like xeriscaping 

and how that can be beautiful

Not much of a conservation 

ethic or culture
Internal utility audiences 

wondering why we’d want to 

discourage our product’s 

usage, reduce revenue(s)

Human nature to discount 

concern about issues as they 

go into the distant future

Outright denial – my faucet 

works every time I try to use 

it, so what’s the problem?

What difference can one 

person or one household 

make?

Lack of timely data (like from 

AMI) to understand 

usage/behavior link

Lack of commitment from my 

agency/utility to 

communicating need for 

conservation

Unwillingness to sacrifice 

(i.e., my gorgeous lawn!)
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PR Theories / 
Concepts
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• Situational Theory of Publics

Influencing Humans

Dr. James E. Grunig
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Situational Theory of Publics

Non Publics Latent Publics

Aware Publics Active Publics
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Grunig in Action

Problem Recognition Problem Personalization Constraint Removal
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Situational Theory of Publics

Non Publics Latent Publics

Aware Publics Active Publics
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Situational Theory of Publics

Non Publics Latent Publics

Aware Publics Active Publics

Problem 

Recognition

Problem 

Personalization

Constraint 

Removal
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Drilling Down: PROBLEM RECOGNITION
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Drilling Down: PROBLEM RECOGNITION
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Drilling Down: PROBLEM RECOGNITION

Credit: AWWA / WEF
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Drilling Down: PROBLEM RECOGNITION

Credit: AWWA / WEF

Health Safety Economy
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Drilling Down: PROBLEM RECOGNITION

Credit: AWWA / WEF

Environment Quality of Life
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Drilling Down: PROBLEM PERSONALIZATION

Affordability

Ground 

Subsidence

Severe 

Watering 

Restrictions

Lower Quality 

of Life

Economic 

Impacts

Social Unrest

Outdoor 

Recreation
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Drilling Down: 
PROBLEM PERSONALIZATION

Credit: Water Research Foundation, Live Science
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Drilling Down: 
CONSTRAINT REMOVAL

Credit: City of Manteca, CA
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• Situational Theory of Publics

• Nudge Theory

Influencing Humans



32

Nudge Theory
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Nudge Theory
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Nudge Theory
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• Situational Theory of Publics

• Nudge Theory

• Social Conformity and Norms

Influencing Humans
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Social Conformity and Norms
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Social Conformity and Norms
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Conservation 
Campaigns
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Conservation Campaigns

• Save Water Texas Coalition

• Water is Awesome

• City of St. Helena

• Denver Water
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Conservation Campaigns

Credit: Save Water Texas Coalition
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Conservation Campaigns

Credit: Save Water Texas Coalition
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Conservation Campaigns
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Conservation Campaigns
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Fact Sheet
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City Staff Email Signature
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Utility Bill Stuffers
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Utility Bill Stuffers
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Bookmarks
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Social Media
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Social Media
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Social Media



54

Restaurant Table Tents / Posters
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Coasters
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Credit: Denver Water | Sukle Advertising
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Credit: Denver Water | Sukle Advertising
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Credit: Denver Water | Sukle Advertising

Use Only What You Need
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Use Only What You Need
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Credit: Denver Water | Sukle Advertising

Stop a Running Toilet
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Watering Times
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Waste Is Out
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Grass Is Dumb
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Credit: Denver Water | Sukle Advertising

Grass Is Dumb
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Credit: Denver Water | Sukle Advertising

Grass Is Dumb – What It Needs
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Credit: Denver Water | Sukle Advertising

Grass Is Dumb – What It Needs
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Credit: Denver Water | Sukle Advertising

Water Less
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Credit: Denver Water | Sukle Advertising

Don’t Be That Guy
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Credit: Denver Water | Sukle Advertising

You Can’t Make This Stuff
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In Summary
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Know Your Audience

Non Publics Latent Publics

Aware Publics Active Publics
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Know Their Location

Problem Recognition Problem Personalization Constraint Removal
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Meet Them With a Message

Non Publics Latent Publics

Aware Publics Active Publics

Problem 

Recognition

Problem 

Personalization

Constraint 

Removal
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Contact: Matt Wittern

303.305.1147 / mwittern@raftelis.com

83

Thank you!


