
FY2026 Rate Change
Communications Strategy



Goals

Inform the public of proposed rate changes

Increase awareness about how rate changes 
will impact community members

Educate our community about how revenue 
is used and why rate changes are needed

Presenter Notes
Presentation Notes
The rate change communications strategy has 3 overarching goals: First, to inform the public of the proposed rate changes. This is a basic level of outreach and helps us to meet our regulatory obligations. The second goal is to increase awareness for community members about how rate changes will impact them. Building on our basic outreach, we also want to help customers understand, in advance, what these rate changes could look like for them. This understanding is meant to prepare customers to plan and budget their expenses accordingly. Our final goal is to provide our community the opportunity to understand how SLCDPU’s revenues are used and why rate changes are needed at this time. We want to help customers understand the many critical projects that are currently underway and how those projects are dependent on revenues.



Background

Rate Study Engagement began about a year ago with the formation of our 
Rate Advisory Committee (RAC). The RAC consisted of representatives 
from various sectors across SLC, including local government, residents, 
businesses, developers, institutional customers, and others.

The RAC’s feedback helped us develop a rate structure that’s equitable, 
easier to understand, and more reflective of the City’s values.



Outreach Methods

Traditional 
Media

Social 
Media

OnlineTraditional 
Mailer

Presenter Notes
Presentation Notes
We are using a combination of outreach methods to achieve the goals of this communications strategy. We acknowledge that our community is large and diverse, and the ways in which they receive and interact with information is equally diverse. So we are using a number of different outreach tools to connect with as many community members as possible while also providing the information necessary to help their awareness, education, and understanding. We will be utilizing traditional media, social media, the SLCDPU website, and standard mail. In the slides following, I’ll explain our tactics specific to each of these outreach tools and the intended audience associated with each.



Traditional Media

January 7:
Rate Study 

presentation

February/March:
In-depth print 

story

March:
Media tour

April/May:
FY2026 Budget 

presentation

Presenter Notes
Presentation Notes
Traditional media provides SLCDPU the opportunity to reach the widest possible audience at minimal cost. Leveraging our existing relationships with local media outlets, we want to use the media to help us educate the broader public about the proposed rate structure. Here are some of our key media tactics:
We alerted the media to SLCDPU’s Rate Study presentation to the SLC Council on January 7.
We are coordinating with the SL Tribune to do an in-depth story about how Salt Lake City pays for water.
We are scheduling a media tour for SLCDPU’s Director, Laura Briefer, with local TV morning shows.
We will alert the media to SLCDPU’s FY2026 budget presentation.



Rate Study Presentation

Presenter Notes
Presentation Notes
In response to our alerting the media about SLCDPU’s Rate Study presentation on January 7, KUTV aired a teaser during their noon broadcast that day, inviting the public to tune in later to hear the presentation. Also, representatives from KSL.com and the SL Tribune attended the Rate Study presentation in person. Carter Williams from KSL.com interviewed SLCDPU’s Director, Laura Briefer, and Jason Mumm from FCS immediately following the presentation and published a story about it the next day. Tony Semerad from the SL Tribune contacted us to coordinate time to interview Laura and to plan a longer format story about how we pay for water, with plans to publish next month.



Social Media

March:

Facebook “Ask Me 
Anything”

March – May/June:

Invite public 
comment, 
questions, 
feedback

March – May/June:

“Reinvestment 
Campaign”

Presenter Notes
Presentation Notes
Utilizing social media allows us the opportunity for increased interaction with those community members who see our posts. We want to use social media to share information about the proposed rate changes but also to receive and address people’s questions and feedback.
We will kick off our social media campaign with an “Ask Me Anything” (AMA) session on Facebook in mid-March. Though we’re happy to address public questions anytime, hosting an AMA provides the public a forum where they can pose their questions about a specific topic. This encourages targeted feedback and allows us to address particular questions or concerns. We will be asking the Mayor’s Office and Council Office to support the AMA, which will help us to reach a broader audience.
Following the AMA, we will leave the door open for people to continue sharing comments, questions, and feedback about the proposed rate changes. We’ll be sharing news about the proposed rate changes and budget process on our social media channels and will continue to invite feedback throughout that process.
Throughout the budget season, SLCDPU will highlight several projects/programs/work that is currently underway to demonstrate how public utility revenues are reinvested in our community in the form of infrastructure, operations, and service.



Online

• Public Utilities 101 (above)
• SLCTV interview with SLCDPU 

Director Laura Briefer
• Understanding new public 

utility rates

Presenter Notes
Presentation Notes
Our webpage is the best place to share detailed information for those community members who want to engage with the proposed rates and learn more about the budget process, and SLCDPU, in general. All of our other outreach methods (traditional media, social media, and mail) are limited in how much information we can share, either by time, space, or attention spans. So, we will link all of those back to our webpage, inviting people to visit for specific information. 
The webpage is already active and includes a draft of the complete Rate Study as well as links to view the slides and recording of the Rate Study presentation to the SL Council. We will continue adding material to this page throughout the coming months.
A “survey”/comment feature where community members can go online to share their feedback about the proposed rate changes. We will also list here a phone number/voice message and email address where community members can share their feedback via their preferred communication style.
Professionally produced videos: we are working to develop three videos which will form the basis of our educational outreach. These videos, once complete, will be linked to the webpage.
“Public Utilities 101:” this video is nearly complete. Clocking in at about 2.5 minutes, this is an introduction to the basic, essential services that we provide.
“Why a new rate structure?:” this video is being produced in partnership with SLC TV and will be an interview with SLCDPU’s Director, Laura Briefer, to discuss some questions surrounding the proposed rate changes, such as: why are rate changes needed, what values were considered in the new rate structure, how funding will be used for projects and programs, etc. We will post this video on our webpage at the beginning of March.
“Understanding new public utility rates:” This professionally produced video will act as a primer to explain to our customers how utility rate changes will impact them. This video will focus on the differences in a customer’s bill and help them to prepare for rate changes. We will post this video on our webpage by mid-March.



Traditional Mailing

Presenter Notes
Presentation Notes
Traditional mailing allows us to send a printed informational piece to each of our customers. This tactic requires the largest investment but is the standard method with which our customers are familiar with receiving rate notifications. Sending a postcard is the least expensive mailing option but does have limited space we can use to share information. This year’s postcard will be simple in design with the intent of alerting customers to proposed rate changes and inviting them to visit the website for more details. We will also include information about the planned budget presentation so they can tune in. Finally we will also include an invitation to share their questions, comments, and feedback with us using their preferred communication method: phone/voice message, email, or online survey. A draft of this year’s rate card is shown on the screen, but will likely change before being mailed in April.

About a week prior to mailing these cards, SLCDPU will also provide to all community councils a prepared informational document that will alert these groups to planned changes and highlight the fact that information is being sent to customers in the mail. The hope is that community councils will share this info with their residents so people hear from a trusted source of information they should watch for and how to share their feedback.



Questions?
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