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Executive Summary 

Metropolitan conducts research to better understand public perceptions, attitudes, and behaviors related to issues 
that are critical to its mission. These insights help inform communication, public education, and outreach 
strategies that strengthen understanding of Southern California’s water system. 

This presentation provides an overview of recent focus group research evaluating public confidence in tap water 
among Southern California residents. The research was designed to better understand public perceptions of tap 
water, evaluate messaging concepts for Metropolitan’s “Can’t Beat the Tap” campaign, and assess awareness of 
regional water infrastructure and its role in supporting health, quality of life, and everyday activities.  

Fiscal Impact 

Funding for research is included in the External Affairs Operations and Maintenance budget. 

Applicable Policy 

None 

Related Board Action(s)/Future Action(s)  

None 

Details 

Metropolitan recently conducted five qualitative focus groups to better understand public confidence in tap water 
among Southern California residents and to evaluate messaging concepts for its “Can’t Beat the Tap” campaign. 
In the initial sessions, participants expressed a strong interest in learning more about where Southern California’s 
water comes from, how it reaches their communities, and the people, infrastructure, and expertise required to 
deliver safe, reliable drinking water. As these themes consistently emerged, the focus groups evolved to place 
greater emphasis on understanding the public’s broader relationship with tap water and the factors that shape 
public confidence. In addition, the research explored whether participants recognize both the economic value of 
public drinking water systems as one of the region’s most affordable public services and the essential role of these 
systems in supporting public health, quality of life, economic vitality, and everyday activities. 

The participant groups were intentionally selected to represent a range of perspectives—including language, 
geography, water consumption habits, and varying levels of institutional trust—to better understand how different 
audiences perceive tap water and identify opportunities to strengthen public confidence. Key findings from the 
focus groups include the following: 

 Confidence in tap water is linked to an individual’s experience. 

 There are wide knowledge gaps about sources of water and water systems. 
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 Transparency helps to build trust. 

 There is no single trusted message or messenger. 

The discussions provided insight into ways to improve messaging and communications, and areas where there is 
momentum that can be leveraged. 

The focus groups represent the first phase of research. The next phase will include a region-wide survey designed 
to validate and quantify key themes across a broader cross-section of Southern California residents. Together, the 
focus groups and survey findings will provide a stronger understanding of public perceptions, identify 
opportunities to strengthen confidence in public drinking water systems, and inform Metropolitan’s future 
communications, public education, outreach initiatives, and the continued development of the “Can’t Beat the 
Tap” campaign. 
 
 
 
 8/12/2026 

Carolyn Schaffer 
Group Manager, External Affairs 

Date 

 

 8/12/2026 
Shivaji Deshmukh 
General Manager 

Date 

Ref# ea12710706 


