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TVWD OVERVIEW

PNWS-AWWA 20242

• TVWD is in 

Washington 

County, Oregon

• Serve ~230,000 

customers 

(directly and 

indirectly)

• 62,000 service 

connections

• New source 

(Willamette   

River) comes 

online in 2026



KEY PROJECT DRIVERS

• LCRR Service line inventory due 

October 2024

• TVWD’s vision: “Our water sustains 

thriving communities - every day for 

everyone”

• Improving TVWD brand awareness in 

advance of the switch to the Willamette 

River in 2026

• 2020 service line inspection pilot work
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COMMUNICATION CHALLENGES

• Like most PNW utilities, lead service lines 

were never used (copper is TVWD’s 

standard material)

• Using the term “Lead Service Lines" (LSLs) 

in communications implies otherwise

• Access to private side – GIS analysis 

showed ~25% of sites were outside right-of-

way
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7AM PREVIEW OF INVENTORY 

OUTCOMES

Nearly 390 service lines were 

excavated on the public and private 

side, no lead services were 

discovered

• Consistent with TVWD’s assumptions, 

all public side services were copper

• Private side services were plastic, 

copper, or galvanized
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PRESENTATION OVERVIEW
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Inventory Approach Communications Strategy 

and Toolkit

Inventory Implementation



Inventory Approach
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DEVELOPMENT TIMELINE: TVWD’S APPROACH

2021 2022 2023 2024

• Pilot effort 

informed resource 

needs (e.g., 

staffing, hydrovac, 

technology)

• Allowed inventory 

methods still 

unclear 

• Michigan statistical 

method reviewed, 

OHA engagement

• Developed TVWD 

evaluation matrix

• Communications 

plan needed; hired 

B&C 

• Inventory developed 

parallel to OHA 

statistical guidance

• Communications 

plan finalized

• RFP for contract 

inspections

• Outreach launched 

(e.g., website, 

targeted mailers) 

• Began physical 

inventory work 

with contractor

• Ongoing 

communications 

with customers

• Completed 

inventory; data 

submission 

pending 



2021-2022: FACTS, UNCERTAINTY, AND LOTS OF 

QUESTIONS… WHAT A MESS! 

Facts – what we knew

• 62,000 service connections

• No service installation cards

• Archived 70s design standards

• Lead services never used

• Translation – lots of 

“unknowns” under the 

LCRR

Uncertainty and questions

• What would Oregon allow?

• Would all 62,000 connections 

need inspection?

• How would the public react?

• Resources are limited – this 

work would impact overall 

operations
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2022-2023 – WERE WE ON THE RIGHT TRACK? 

✓ TVWD inventory matched OHA’s guidance

✓ Records research first, then random 

selection to achieve 95% statistical 

confidence

✓ If a lead service found, consult with OHA

✓ Inventory can be performed using contract 

services

✓ Single point inspection for each portion 

(i.e., public and private side)
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2023 – KEY POINTS OF THE INVENTORY 

PROCESS
Hierarchy of the process using our 

GIS data (what’s in):

1. Owned by = TVWD

2. Status = Active

3. Service diameter = less than 2-inches

4. Tax lots date + meter sales date = 1985 and 

older

5. Design standards = 1970s era documents

Data sets not used:

• Year main installed – old services can be 

attached to new mains

• Utility billing data – unreliable



METHOD OUTCOMES

26,788 services classified as 

“unknown” under OHA 

methodology

• Minimum of 378 randomly selected 

sites for inspection
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Example curve, ASDWA, 2020



LSL Inventory, Feb 1, 202313

How did the randomly selected 

inventory sites compare to 

TVWD’s most financially 

impacted communities?

• Not part of statistical method, but a 

question worth asking considering the 

proposed LCRI’s focus on 

disadvantaged communities

• Used most recent Census data

• Results largely aligned with Census 

data

 

ADDITIONAL ANALYSES 
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INITIAL SITE ASSESSMENT – DESKTOP EVAL

• Qualitative assessment to determine 

potential difficulty of inspection

• Right-of-entry (ROE) analysis also performed using GIS  
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INITIAL SITE 

ASSESSMENT 

RANKING

• Quantitative assessment of qualitative 

site characteristics to better understand 

impediments (singular and paired)   



Communications 

Strategy and 

Toolkit



APPROACH OVERVIEW

1. Determine project goals 

2. Identify and prioritize 

stakeholders

3. Refine messaging and visual 

brand

4. Create toolkit and 

implementation strategy
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COMMUNICATION GOALS 

Build upon updated 
vision and mission

Improve upon new 
TVWD brand

Engage in a different 
way with customers, 

beyond billing

Educate audiences on 
TVWD’s water system 

and work

Lead to a better 
understanding of 
Willamette Water 

Supply System (WWSS) 
in advance of 2026
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STAKEHOLDER IDENTIFICATION AND 

PRIORITIZATION

All AudiencesRegulators/ 

Industry

Inventory 

Participants

Staff

Local Partners

Identified people, 

organizations, and 

audiences impacted by, 

responsible for, and 

supportive of this project



MESSAGE FRAMEWORK

• What do we want each 

priority stakeholder group to 

understand?

• How does this relate to 

TVWD’s mission, vision, 

and values?
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Mission
Reliable, resilient, and safe water

Vision
Our water sustains thriving communities – every 

day for everyone

Values
Respect | Integrity | Service | Equity



PNWS-AWWA 202421

TVWD Message

Message Framework

Keeping water safe – every day, for everyone

Inventory Project NameService Line Inventory Project

Regulators/

Industry

Audiences

Project Message for Audiences

Staff
Local 

Partners

Inventory 

Participants
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TVWD Message

Message Framework

Keeping water safe – every day, for everyone

Inventory Project NameService Line Inventory Project

Regulators/

Industry

Audiences

Project Message for Audiences

Staff
Local 

Partners

Inventory 

Participants

This year, TVWD is 

conducting an inventory 

of its service lines to 

demonstrate that they 

meet new rules for lead 

and copper materials…

TVWD is working to 

confirm that there are 

no lead service lines in 

our system...

TVWD remains 

compliant with lead 

and copper 

regulations …

TVWD is 

demonstrating its 

leadership among 

drinking water 

providers…
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VISUAL BRAND VISION AND STYLE

Realistic
Accessible
Informative
Clear 
Modern 
Dynamic 
Proactive 
Progressive
Professional

Distinct visual style 

that centers on 

TVWD’s expertise and 

commitment to service



OUTREACH TOOLKIT

Inventory participants and 

general customers

Information on the service line 

inventory project

TVWD staff

Materials for interacting 

meaningfully with curious 

customers 
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DEVELOPED GRAPHICS TO CONVEY COMPLEX TOPICS
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Service line educationInventory random sampling
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CONNECTING INVENTORY EFFORT TO PRIMARY 

TVWD SERVICES
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UNDERSTANDING INVENTORY PURPOSE AND 

PROCESS

Fact sheets about the 

Service Line Inventory 

project

Customized for inventory 

participants as well as 

general customers

Available in English and 

Spanish
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INVENTORY EDUCATION EXTENDED BEYOND 

PRINT MATERIALS

New “microsite” allowed new 

branding, imagery, footage, and 

graphics to be brought to life



COMMUNICATIONS PLAN

Reference for Service Line 

Inventory outreach strategy

Goals, target audiences, tools, 

and implementation strategies
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Inventory 

Implementation



WHY CONTRACT SERVICES?
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Pros

1. Allowed TVWD to maintain 

current CIP efforts

2. Service levels maintained 

(e.g., leak responses, 

customer service) 

3. Ongoing Willamette Supply 

work and planning could be 

maintained

• UDF, construction support, etc. 

Cons

1. More effort up front (e.g., 

RFP)

2. Increased daily project 

management needs

3. Greater risk for disconnected 

customer communications

• Contractor ≠ TVWD level of 

customer service
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RFP PROCESS 

Creating a biddable package was 

a unique challenge

• Front loaded with as much detail as 

possible

• Used our matrix to define the scope

• Time and materials vs. unit cost – landed 

on unit cost

• Requirement to have plumbing services 

(on staff or on call)

• Outreach to woman and minority 

owned contractors



LEVERAGING TECHNOLOGY 

2020-2021 Pilot effort helped to 

establish data collection in the 

field

• Used mobile based field application 

called Survey123

• Aligned terminology to LCRR/OHA 

language  

• Provided iPads to contractor

• Security, minimize technology “hiccups,” 

etc. 
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INVENTORY DEPLOYMENT

Collaboration with contractor led to 

dividing project into 27 “zones”

• Workload leveling for TVWD and 

contractor

• Expedited review of data/photos

• Better ability to perform advanced 

outreach as work progressed

• Customer follow-up more effective 

(e.g., “what was my material?”)
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PROGRESS 

TRACKING

• Able to track 

progress in 

real time

• Initial project 

duration was 

two months

• Final project 

duration was 

four weeks

Time-lapse of project duration, January 29 – February 19, 2024  
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INVENTORY: COMMUNICATIONS 

TOOLKIT DEPLOYMENT

Nov 2023 Dec 2023 Jan 2024 Feb-Mar 2024

• Digital media 

already deployed

• Initial outreach to 

all 378 sites

• Specific 

messaging for 

ROE sites

• Provided print 

materials to 

contractor

• Began follow-up 

with ROE sites

• Contractor began 

(delayed due to 

freeze event)

• “Zone” tracking 

used for advance 

outreach

• Final email and 

phone calls to 

ROE sites

• Completed 

inventory (378 + 

12 extra sites)



INVENTORY RESULTS

390 total inspections – No 

lead, public or private side

• Added sites to align with 

proposed LCRI statistical 

method bins

• Majority were plastic based 

(e.g., PVC, PEX)

• 49 classified as “Galvanized 

Requiring Replacement” under 

OHA required inventory template 
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98 (25%)

49 (13%)

243 (62%)
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INVENTORY PROCESS SUMMARY

Challenges

• ROE sites – 35% non-respondent

• Remaining sites replaced with 

randomly selected non-ROE sites (34 

sites)

• Initial contracting slowed progress

• More training and coordination with 

contractor vs. internal staff 

• Some initial site inspections weren’t 

adequate (e.g., not enough material 

exposure, poor photos)

Successes

• ROE sites – 65% were responsive

• Little to no customer complaints

• Feedback loop w/ contractor – use 

of real time data collection (i.e., 

Survey123)

• Inspection timeline halved

• Under budget

• Data collection process minimized 

errors
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Key Takeaways



WHAT LESSONS DID WE 

LEARN
• Well prepared communications meant 

minimal customer issues, higher approval 

rate for ROE

• Input from a large cross section of TVWD 

led to higher quality and buy-in for the 

outreach toolkit

• Early technology vetting led to a near 

seamless use of contract services

• Contractor efficiency led to being under 

budget

• Early regulatory planning is beneficial
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THANK YOU! Q&A TIME

Joel Cary

joel.cary@tvwd.org

Emily Palmer

epalmer@brwncald.com
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