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Item 6b
Summary

Subject
Public Confidence in Tap Water: Focus 

Group Insights

Purpose
To share key focus group findings and 

discuss opportunities to strengthen public 

confidence in tap water.



Test messaging and identify 
opportunities to strengthen 

public confidence

Regional public awareness 
campaign with toolkit for 

member agencies

Increased understanding, 
confidence, and interest in 

tap water

Validate findings and guide 
future communications and 

outreach

Comprehensive 
Strategy 
for Building 
Public Trust

Public Tour at 
Weymouth

“Can’t Beat the 
Tap” Campaign

Focus Group 
Research

Region Wide 
Survey (next steps)



Research 
Objectives

• Assess public confidence in tap water

• Evaluate messaging for “Can’t Beat the 
Tap” campaign

• Understand awareness of Southern 
California’s water system

• Inform future communications, education, 
research



Project 
Highlights

Conducted by Probolsky Research

• Five qualitative focus groups

• Diverse audience representing the service 
area

• Member agencies were invited to view
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The Focus Groups

GENERAL POPULATION
12 participants from service area-wide  -  Online via Zoom

ORANGE COUNTY SKEPTICS
14 participants from Orange County  -  In-person (Irvine)

RIVERSIDE TAP WATER DRINKERS
16 participants from Riverside County  -  In-person (Riverside)

SPANISH-LANGUAGE LOS ANGELES
16 participants from Los Angeles  -  In-person (Culver City)

VENTURA

16 participants from Ventura County  -  In-person (Westlake Village)

A look at how they see tap water, water infrastructure and the value of water
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Key Findings
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1 Tap water confidence 
through experience

“When I see the brown and the milky 
water, I don't even want to drink any 
of the tap water. I'm like, 'I don't 
know what's in it.' I'm afraid of it.”   
— Amanda, OC Skeptics

2 There are wide knowledge 
gaps

“88 minutes ago, I had no idea 
where our water came from.”          
— Angel, Riverside Tap Water 
Drinker

3 Transparency matters

“To me, it would tell me exactly 
dollar for dollar where our money is 
going.” 

— Eve, Ventura Bottled Water 
Drinkers

4 There is no single trusted 
message or messenger

“But if it were more from the water, 
from the water company, as they 
say, not only the city, maybe, I do 
not know, it would make me feel 
better.” 

— Irma, Spanish LA



What Surprised Us

1 Everyone worries about pipes, 
no matter how they drink 
water

“Well, my trust in the agency does 
not mean I am trustful of the water in 
my house. I'm distrustful where the 
delivery system after the treatment 
plant is. So, it's like, can my pipes 
be trusted?” 

— Rob, OC Skeptics

2 Few understand the water 
system

“I think there’s a process, but I don't 
think it's as complicated as you might 
think, because we have to buy all these 
filters for our house.” 

— Ilene, Riverside Tap Water 
Drinkers

3 Residents want to verify water quality for themselves

“The home test, I would love to have one of those. I would definitely start 
drinking tap water.” 

— Jennifer, General Population
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What’s Less Persuasive Than We Think

1 Big, Round Numbers

Large, rounded numbers can backfire. 

Claims of “hundreds of thousands of 

tests” seem exaggerated and difficult 

to verify, raising suspicion. Clear, 

specific figures that people can confirm 

are more effective.

"Because it's saying that they 

conduct hundreds of thousands of 

tests to ensure the water quality. I 

don't know if that's true.” 

— Becky, OC Skeptics

2 Technical Jargon

Using water industry terms loses 

people. Many say the water quality 

report is too technical to understand, 

and a confusing report does not build 

trust.

“But you have the report, and you 

do not know what it means, I think 

then there is the discrepancy, then 

you do not understand. By not 

understanding, you do not trust.” 

— Mariel, Spanish LA
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What People Want From Their Water Agency
1 Help me understand: 

What am I paying for?

Show people the parts of the system 
they can relate to. When residents see 
exactly where money goes—testing 
and infrastructure—the need for major 
investment becomes clearer.

2 Show me: 
Who runs the system?

Put operators and scientists out front. 
People relate more to skilled 
neighbors doing the work than to a 
faceless agency, and they trust the 
individuals running the system more 
than the institution.

3 Let me see for myself: 
How can I check?

Create a sense of radical 
transparency: open the doors, bring in 
skeptics, and show them everything. 

The districtwide poll will examine 

these and additional concerns 

and attempt to provide broad-

based recommendations.
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Where We Have Momentum

1 Tap water is already valued

Residents call tap water a daily 
essential, not a luxury — especially 
those who have lived without reliable 
water.

“Necessity. Critical. Yeah. Take it for 
granted sometimes, I think.” 

— Josh, Riverside Tap Water 
Drinkers

2 Understanding builds 
appreciation for tap water and 
the people behind it

Residents are surprised how much 
work delivers safe water: scientists, 
operators, electricians and crews on 
call around the clock. Naming them 
humanizes the system.

3 Residents are open to learning more

Residents are willing to learn. A conversation with a friend sparked curiosity 
about where her water comes from, and plant tours drew strong support as a 
chance to see the process firsthand.
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Next Steps • Region-wide quantitative survey

• Refine communications and outreach 
based on findings and incorporate into 
“Can’t Beat the Tap” campaign

• Public Tour of Robert B. Diemer Water 
Treatment Plant




	Slide 1: Public Confidence in Tap Water:  Focus Group Insights
	Slide 2
	Slide 3: Comprehensive Strategy  for Building Public Trust
	Slide 4: Research Objectives
	Slide 5: Project Highlights
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13: Next Steps
	Slide 14

