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It's how we're all connected

Trust your brand — Iit’s
the only thing you’ve got.
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It’s a Wild, wild world
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out there.

u‘:l;"c[ge\ . u Camptire” [7-Spin peta W T
mimilwi
LEEIEY reninderFeed MGdge 3bubblw roLo PRSI
o TAGS , EEER s jomendo

urn _ IOpenD
MaeNomo Pl NEEI do ba
Wl eskobo Mmmmiiis 2 ragefakes VLITED
GZimbra R e ér‘wGUJSQO\iCr

St|k|pad # co.mments [m
@A0S0= eventiul
Aty TENE X Trumba

dobap === grovee: wiD

Blogniscient T IIPRNE R shotterly’ e @puuna:er Feedsterl’ @favoor Menmecm™? ™
& o
INZIET Tailionk @mgwors MWV [ dosear dpelome (GOUPSDY  0DDPOST ISP
iNeds Tl B !a“Shf..., .. fAogr @ BTN smew Pl
theadcloud bloc. O pixigogor
ess Renkoo . o
gather Apatra OYOQI Cafopregs '..standpomt tbo ... l'{'"' lost:fm
oo [ 1T) ) I -
5 o writevoars @ SHIITWIRE J_gyp_a Nmmoome Saiset
Supr}a: PEEING Y09 WEB TRGETRER )medo ﬁ, Fmdoty W m gOFF'CE

©AIPeers dj) W rabpls “ blogbeat Bz S VSocial oo Bo*fom wink

®
MYya  Wordeast OSEY

}m‘dﬁ meas“reﬁ !'"\F"\E\[U\ e

o ot e i
Fruitcast

pp———- PODZINGER.. M Feed Tier mii \ Fuotees e

w yubnubi! SN

flickr \lm, Ookles zoominfo CASTPOST Wi
Bloglines & HEES [Jrorows

Yub.com -?gl?unner

ourmedia $OQ)

WTOERT NewsAlloy w6 Alimydataficom

ROLLYO Cli
~ ClipShack

wu__.

blnkx

Gcast operomy ppH 3jchat™

il

O Noodly

VIZi.l © m o del.icio.us

gabbeeom

= proromace

wiar diigo \) boK
TTagy 3G FEREY Simpy Gtaikr

drive AlmondRocks

TRUVEQ . k&) 'Sul'f Suimble aﬂ%m \%SQHIDOO picturnrlnud
lOpznpnra o Bosecamp F o W

e o R @E@

Things &S Technorati Piatal (s Backeac (Gpgzil

filangy & Sho =1 feedmarker

Lexxe:

Foweres by spvinced amrst ngasge ks

‘rm.

.m....-..

3% uruc Recom

mercora

MusicSearch ‘ II Meet With Approval o

Swin.

HomePORTALS
We waRiT RReAE



Get to know your audiences.
Understand the culture.
Know your why.

(Hint: Look beyond the data you have.)

Colorado Springs Utilities



We live in a Post-Truth Society
80% of consumers believe “the
System” is working against them.
And consumers don’'t know who or
what to believe.
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And we’re also looking
at you, algorithms.

Colorado Springs Utilities



“We need to get rid of the
blind faith that math is
always impartial, which is
statistically not true.
[Implementing Al is] going to
take human interpretation.”

— Mutale Nkonde, Fellow at Harvard University
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Empathy as a Trust Builder

59% of younger consumers believe brands should
convey messages of moral support and show that they
understand their struggles.
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Beyond age.
Brands are seen
as an institution.
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US/UK Consumers

Nearly every consumer
thinks brands are responsible
for creating positive change.
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US/UK Consumers

Believe it's easier to get
brands to address social
problems than to get the
government to take action.
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Our BS meter is at an all-time high.
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What this means for brands.
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What are we, really?

To our customers, there is no difference
between us, Amazon, Nike or any other
brand/company with which they interact.
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A Study in Reflection

Colorado Springs Ultilities
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It's how we're all connected

* Four service municipal Utility
« Growing residential and commercial needs
« Changing community perception

* Infrastructure overhaul

Colorado Springs Utilities
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Our Opportunities

Constant Evolution

 Aram Benyamin - New Visionary Leader
« Dedicated and evolving workforce

 Positioning for the future:
« Carbon Reduction
« Sustainable Energy and Water Plans
 Innovation Incubator

Colorado Springs Utilities
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Investing in our brand makes
us responsive not reactive.

And it focuses us on the information that is most important.
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It must be in our ethos.

Colorado Springs Utilities

Talk must align with consistent
follow-through on every level.

Society
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It starts inside of us.

Employee Videos

Jennifer

Colorado Springs Utilities

Ethan
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s about “the thing.”
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Water Taste Test
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But it’s always about the brand.

Today We Work for Tomorrow

Green Power

v Safety
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Results

* Cogent’s "Most Trusted Brand” status in the recent 2021 Cogent
Syndicated Utility Trusted Brand & Customer Engagement™

« A171% increase in post engagement and a 69% increase in
click-through rate

* A 366% increase in video plays and a 66% higher average
video view rate

Colorado Springs Utilities
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https://escalent.co/news/brand-trust-spikes-as-utilities-spend-more-on-communication/

Key Learnings
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Ethos comes from inside out.
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Always know your why.
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Reflect your customers,
not the organization.
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Create a conversation.
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