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Project Overview

The Arizona Department of Environmental Quality (ADEQ) is working to develop rules, regulations, and
guidelines for implementing Advanced Water Purification (AWP) in Arizona. To support this effort,
ADEQ has partnered with HMA Public Relations and BrandOutlook to conduct consumer research on
perceptions of Arizona's water situation and AWP.

The insights from this research will help ADEQ provide tools and resources for municipalities, water
and wastewater professionals, local leaders, and potential customers, promoting AWP as a viable

SRS ‘. + J % O . water resource. A crucial aspect of this initiative is to assess public perceptions of AWP and to inform

, @ ) = | @ 1 \- o proposed rulemaking, ensuring clarity and understanding among constituents across the state.
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e ° = ® Understand public perceptions regarding the urgency of Arizona's water situation.
2| (o). S
- + @ ® Identify the top concerns and efforts being made to address these issues.

Assess opinions on Advanced Water Purification (AWP), including perceived benefits and
drawbacks.

Identify the primary barriers to adopting AWP.

Determine the most effective ways to communicate with different public groups about AWP.
The 2024 survey serves as a follow-up to a similar survey conducted in May 2023.
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Methodology

A total of 1,000 surveys were completed between April 26 and May 8, 2024.

® It was a blind survey, meaning that ADEQ was not disclosed as the sponsor.

® The source of respondents was a consumer panel of Arizona residents. A few
respondents were seasonal residents of the state.

® Quotas were set to ensure we had a representative sample of adult Arizona residents.

® Anintentional effort was made to recruit approximately 30% who identify as
Hispanic/Latino, reflecting US Census data.

= The increase in Hispanics when compared to the previous year (up from 18% to
30%) also impacted the home ownership rate (down to 58% from 67%); this shift
may have impacted overall results in some areas.

= The % of female respondents was also higher in 2024 than in 2023.

® Respondents had the option to take the survey in English or Spanish.

BrandOutlook ADEQ

Arizona Department
of Environmental Quality

Brand Strategy + Market Research




Quota: County of Residence

Quotas were used to ensure the mix of respondents by home county was approximately representative of the US Census data.

County of Residence County of Residence

Maricopa County 600
Pima County 198
Maricopa County Pinal County 63
60% . Mohave County 34
Pima C:)unty Yuma County 30
20% Yavapai County 28
Cochise County 17
Navajo County 8
Coconino County 7
Santa Cruz County 7
Other Counties Apache County 4
20% Gila County 4
Total 1,000

BrandOutlook ADEQ

Arizona Department
of Environmental Quality

Brand Strategy + Market Research




Quota: Housing Situation

Nearly six out of ten respondents owned their home and the remaining 42% were renters.

Housing Situation
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Quota: Hispanic vs. Non-Hispanic

Thirty percent of the survey respondents identified as Hispanic/Latino, which closely mirrors the US Census data. All respondents had the

option of taking the survey in Spanish.

Hispanic vs. Non-Hispanic

Hispanic/Latino
30%

Non-Hispanic

70% About 1% of
respondents took the

survey in Spanish.
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Methodology — Survey Flow

Information
Current Water Perceptions of Barriers to AWP Sources,

Perceptions of
Arizona Water

Situation Consumption AWP Adoption Naming &

Opportunities

® Biggest challenges ® Types of water ® Initial reaction to ® Overall objections ® Preferred sources of
® Severity consumed educational video ® Concerns about AWP information about AWP
® Urgency ® Reasons for aversion ® Favorability / likelihood safety ® Preferred name for AWP
@ Top concerns to tap water of drinking AWP water ® Reasons for aversion to ® Bestinfluencers/

® Safety of AWP drinking AWP water spokespeople to share
@ Sources of AWP benefits

® AWP as a source to

information - )
address water situation
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Executive Summary
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AWP Perceptions & Potential Adoption in Summary
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Widespread Household water AWP received
concern about the consumption is positive feedback
current and future primarily from and is considered

water supply. filtered or bottled a viable part of
sources. the solution.
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The main barriers to
adopting AWP are
concerns about safety,
the "yuck factor," and
the cost.
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Educational
outreach
programs can help
overcome barriers
to AWP adoption.
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Key Findings
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Perceptions about the
Arizona Water Situation
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Section Summary — Perceptions of Arizona Water Situation

® Regarding the water supply situation in Arizona:

o Arizona’s water supply is a top concern, although it did
lose some prominence in 2024 vs. the previous year.

o About half of respondents view the current water supply
issue as very serious.

o Very few (9%) perceive recycled water as the primary
source for their own use.

o More than half (53%) feel a water supply crisis will happen
within 5 years, down from 64% last year.

o Climate change and threats to the water supply are seen
as the most concerning issues for Arizona’s water.

o Local TV news is the most trusted source of information
about Arizona’s water, well ahead of other channels.
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Affordable Housing and Immigration are biggest concerns

Decreasing water supply, which was the biggest concern in 2023, dropped to #3 in the 2024 survey results, 10 percentage points
lower in the most recent survey.

What do you think are the biggest challenges facing the state of Arizona?*

Affordable housing | oy 0%
Imimigration | 5%
Decreasing water supply | e |
Over development _7;)9%
None of the above llloﬁz
0% 10% 20% 30% 40% 50% 60% 70%

m2023 w2024

*Respondents were allowed to select multiple responses; therefore, the total exceeds 100%
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Most respondents rate Arizona’s water supply situation as serious

About half (49%) provided a “Top 3 Box” score (8-10 on the 10-point rating scale), down from 52% in 2023, suggesting about
half see the state’s water supply situation as very serious.

Please rate your thoughts on the current water supply situation in Arizona.*
30%

25%
22%

21%

20%

20%

20% 18%

17%

15%
15%

12%

119
10% 10% .

10%

5% 4% 4%
19 1% 1% 2% 1%

0%
0% —- | | _

1 2 3 4 5 6 7 8 9 10

m 2023 m 2024

Not at all serious Extremely serious

*Respondents rated on a scale of 1-10 where 1 was not at all serious and 10 was extremely serious
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Surface water was the most identified source for AZ

About one in four felt surface water was the primary source of drinking water, followed closely by groundwater. Close to one in three did not
feel they knew enough to select a response.

Where does your drinking water come from?*

35%

32%

30%

25%

25%

20%

20%

15%

10% 9%

8%

6%

5%

0%

Surface water (rivers, Groundwater Recycled water Well water Other (please specify) | am not sure/don’t
reservoirs, streams, know
etc.)

*This question was asked for the first time in 2024
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Most foresee a major water shortage in Arizona within 5 years

Most respondents feel a major water shortage in Arizona either already exists or will happen within five years, but the proportion who felt
this way dropped from 64% in 2023 to 53% in 2024.

When do you think Arizona may experience a major water shortage?

20%
Currently | — 53% feel a major
11% will occur within
) 30% 5 years
18%
610 years | 21%
7%
11-20 years 11%
5%
20+ years 7%
. 6%
0% 5% 10% 15% 20% 25% 30% 35%

m 2023 m 2024
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Top 2024 water concerns were climate change and lack of supply

Climate change was a considerably bigger concern in 2024 than in the 2023 survey; this year’s respondents were also less likely to identify
lack of water conservation efforts or distrust of government.

Which of the following are the most personally concerning to you about the water situation in Arizona?*

Climate change

Adequate water supply

Quality of water

Lack of water conservation efforts
Increasing cost of water

Safety of water

Distrust of government

Water pollution

Too much water going to agriculture
Lack of trust in water utilities

Other, please specify:

0%

24%
24%

14%

21%
23%

18%

=
o

17%
10%

I
X

~
X

6%
—%2
2%

5% 10% 15% 20% 25%

m 2023 m 2024

26%
36%

41%
35%

30%

31%
27%

30% 35% 40% 45%

*Respondents were allowed to select up to three responses; therefore, the total exceeds 100%
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Local TV news & the Internet are primary sources of AZ water info

A majority of respondents identified local TV news, placing it far ahead of any other option; responses in 2024 were closely aligned with
those from 2023, although some categories (Internet and newspapers in particular) were lower this year.

Where have you traditionally gotten information about the water situation in Arizona?*

Local TV news | ——, >

Internet

Word of mouth

Social media

Utility company (inserts in water bill)

Network/Cable news
0,
Newspaper |E—goe 237%
Local government officials [H——— 1%
Radio [N, 5%

Associations/social organizations [ 6%
. oy 50
Universities/schools [ 2%
0% 10% 20% 30% 40% 50% 60% 70%

w2023 m2024

*Respondents were allowed to select up to three responses; therefore, the total exceeds 100%. Only categories
selected by 5% or more of the respondent base are shown.
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Current Water
Consumption
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Section Summary — Current Water Consumption

® Current water consumption:

o Close to 85% of drinking water is bottled or filtered; relatively little comes directly from the tap.

o Concerns about taste and safety are the key barriers to drinking tap water.
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Bottled water was the most used source in 2024

Nearly half of the survey respondents’ drinking water on average was bottled; relatively little was drawn directly from the tap.

What percentage of the water you drink at home is...*
60%

50% 46%

43%

40%

30%

20% 16% 16%

10%

0%
Unfiltered tap water Bottled water Filtered water from reverse osmosis
unit, Brita filter, or refrigerator with

a water filter
m2023 m2024

*Respondents were asked to assign a percentage to each drinking water source for their home; the total was
checked to ensure it was exactly 100% for each person.
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Avoiding tap water was largely driven by taste and safety concerns

Virtually mirroring the results from a year earlier, about 70% indicated they avoid tap water due to taste, while another 68%
cited health and safety concerns.

What are the main reasons for not drinking the majority of your
water at home directly from the tap?*

80%

71%  70% 68%
70% 64%
60%
50%
40%
30% 23% 229%
20%

9% 9%
[

0%

Taste Safety / health Smell Convenience Other

concerns

W 2023 (n=1163) m 2024 (n=890)

*0Only respondents who consumed 50% or less of unfiltered tap water were asked this question
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Perceptions about

ADVANGED
WATER

PURIFICATION
(AWP)

B BrandOutlook hmd |public relations



Section Summary — Perceptions about AWP water

® Close to 70% reacted favorably to the video explaining AWP water.
o They appreciated learning new information, keying in on sustainability and safety.

® Among those unfavorable toward the video, there was hesitation to fully believe in the
safety of the process and to overcome an instinctual distaste for re-using waste water.

® Nearly universally, respondents believed AWP would help the water situation in AZ.
® About three-quarters expressed willingness to drink AWP water.

o This was driven by a sense of trust in the reported process described in the video by
which the water could be renewed.

® Among the approximately 25% who were unlikely to drink it:

o There was skepticism about the effectiveness and reliability of AWP.

o Some felt they needed more information, or could not resolve their instinctual “yuck
factor” when considering the waste water’s origins.
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Video Embedded in Survey

To ensure that all respondents were equally informed about Advanced Water Purification (AWP), ADVAN CED
an educational video was embedded into the survey. The content of the video described the

process by which household wastewater was converted into drinkable water through various

scientific processes. w ATER

® The video was one minute and 13 seconds long (1:13). PU RI FI CATI 0 N

® The video was narrated in English.

® Spanish subtitles were available through the YouTube settings, and instructions were
provided for those wishing to access them.

ﬂ] YEARS

w0 a5 % = U &
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Initial reaction to AWP information was largely favorable

69% selected one of the two most favorable responses in 2024, down slightly from 2023 (with a slightly different video about DPR). Very few
provided a negative impression.

What is your initial reaction to the information you just heard
on the video?

50%

40% 38% 38%
34%

30%

24%

20%

10%

5% 6%
m A 7
0% I e—
Very favorable Favorable Somewhat Not very favorable Not at all favorable

favorable

The video was changed in 2024 to discuss AWP rather than DPR
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UNAIDED: Reasons for favorable reaction to the AWP video and information

Respondents appreciated learning new information and relayed surprise that these processes are already in place. Those reacting favorably
like that AWP represents a sustainable solution, and that the process makes the water safe to drink.

UNAIDED: Why was your initial reaction ‘favorable’ or ‘very

favorable’? (n=690)*

There is nothing wrong

Didn't know/new information 34% with reverse osmosis
and purification. It's
only people's mental

thought processes based

Safe to drink 21%

on the way they were
Positive 8% taught that "waste
water" is bad to drink,
29% but it's not.

Familiar with

*Only comments that were made by 2% or more of the respondents are shown in the table.
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UNAIDED: Reasons for unfavorable reaction to AWP video & information

The most common source of hesitation or unfavorable views of AWP water is skepticism that the process truly makes waste water safe and
healthy. Other respondents brought up the yuck factor (especially hearing about the water’s origins) as a reason for concern.

UNAIDED: Why was your initial reaction ‘somewhat favorable,’

‘not very favorable’ or ‘not at all favorable’? (n=310)*
Skeptical about safety 24%

Waste water being
Didn't know/new information 13% recycled seems

scary, especially if a
Sustainable water source 9% step is missed.

Negative 6%

Familiar with 4%

Other uses 3%

0 *0Only comments that were made by 3% or more of the
U ntrustworthy 3% respondents are shown in the table.
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Nearly all feel that AWP will help address the Arizona water situation

94% feel AWP will either help a great deal or will help somewhat, in addressing concerns around the water supply in Arizona. This was
slightly higher than the 92% selecting those responses in 2023 for DPR.

To what extent do you believe that [AWP/DPR] water will
address the water situation in Arizona?

60%

49% 49%

50%
43% 45%

40%

30%

20%

10% 6% )
0% I —
Will help a great deal ~ Will help somewhat Will not help much Won'’t help at all

W 2023 W 2024
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About one-third expressed high likelihood to drink AWP water

In total, about 75% were either ‘somewhat’ or ‘very’ likely to drink AWP water, up slightly from the 70% who selected those options for DPR
water in 2023.

How likely would you be to drink Advanced Water Purification
(AWP) water?*

50%

40%  42%

40%

33%

30%

20% 17% 15% .
°10%
) -
0%
Very likely Somewhat likely Somewhat unlikely Not at all likely

m 2023 W 2024

*This question was asked about DPR water in 2023.
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UNAIDED: Reasons for being likely to drink AWP water

While respondents who were positive about drinking AWP water largely expressed confidence about it being safe to drink, there was a
contingent with lingering concerns in that area, and some hesitation about taste and the overall process.

UNAIDED: Why are you likely to drink AWP water? (n=745)*

Safe to drink 38%

Depends on taste 8%

My understanding of the
treatment process makes
me very comfortable that

Positive 6%

the water is 100% safe.
Sustainable water source 5%

Yuck factor 3%

Saves money 3%

*Only comments that were made by 3% or more of the
respondents are shown in the table.
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UNAIDED: Reasons for being unlikely to drink AWP water

Those unlikely to drink AWP water predominantly cited concerns about safety, and that the process is thorough and reliable enough to trust.
Nearly one in five conveyed some level of distaste over the idea of using water that had previously been unsanitary.

UNAIDED: Why are you unlikely to drink AWP water? (n=255)*

Skeptical about safety 38%
| need reassurances

Only drink bottled water 10% that toilet and used
water is 100% safe.

Untrustworthy 7%

Use personal filtration system 5%

Depends on taste 3%

*Only comments that were made by 3% or more of the respondents are shown in the table.
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AWP Adoption
Barriers & Influencers
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Section Summary — AWP Adoption Barriers & Influencers

® Community barriers to broad adoption of AWP

o The most prevalent factors overall are skepticism about safety and, again, the “yuck factor.”

o There was concern about the cost of using this process, both individually and to
municipalities/the state.

® Influencers to support adoption of AWP

o Statements about the rigorousness/thoroughness of water testing held the most sway in
convincing respondents to use AWP.

o Respondents also felt influenced by statements conveying the urgency of adopting AWP in
the face of significant shortage and drought.
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Barriers to AWP adoption

More than a quarter of respondents identified “cost to me” as their #1 barrier; when viewed in total, skepticism about safety and the yuck
factor were the most commonly identified overall (most often included in respondents’ top three).

What do you think are the biggest barriers to adoption of AWP into your community?*

% Including in
Top Three

Barriers to AWP Adoption Barrier #1 Barrier #2 Barrier #3

Skepticism of water safety 27% 17%

Cost to me

Concerns about the taste of the water 16% 19% 43%

*Respondents were asked to rank their top three barriers in order.
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Skepticism about safety was the biggest perceived barrier

Nearly half included uneasiness about the source of the water in their top three.

What do you think are the biggest barriers to adoption of AWP in your
community? (% including in top three)*

58%

Skepticism of water safety 57%

50%

Uneasiness about the source of the water (yuck factor) 48%

42%

Cost to me 26%

44%

Lack of understanding the AWP process 45%

41%

Concerns about the taste of the water 43%

39%

Government trust issues 39%

15%

Concerns about the water smelling bad 159

9%

Cultural barriers 7%

0% 10% 20% 30% 40% 50% 60% 70%
w2023 m2024

*Percentages reflect the proportion of respondents who included each item in their top three barriers; as each person selected three items, percentages do not sum to 100%.
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Statements about rigorous testing hold the most sway

Approximately two-thirds of respondents identified each of the statements as influential, with the exception of the statement about the
AWP process being used since the moon landing. The results were remarkably consistent with those from last year.

Please rate how influential each statement is in convincing you that AWP
water is safe for your consumption.*

AWP water is tested on a 24/7 basis to ensure the highest level of 71%
safety. 72%
AWP water has passed more than 150,000 scientific tests including 6%
those required by the World Health Organization guidelines. 68%
AWP water meets or exceeds the standards for water that is 66%
currently provided to your home. 66%
The AWP process produces water that is as pure or even purer than 68%
most bottled waters. %
The AWP process has been done since the first man walked on the 42%
moon. 42%
0% 10% 20% 30% 40% 50% 60% 70% 80%

m2023 w2024

*Percentages in the chart are “Top 2 Box” scores, reflecting the proportion selecting either 4 or 5 on a rating scale where 1 was ‘not at all influential’ and 5
was ‘very influential.” 2023 data is based on statements about DPR water with some slight wording changes.
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The most effective statements referenced shortage and drought

Upwards of 70% identified the statements with the greatest urgency (referencing shortage and drought) as influential. Referencing similar
programs in other states had a notably lower level of influence.

Please rate how influential each statement is in convincing you that AWP
water will address Arizona’s water supply issues.*

69%

Adopting AWP could significantly offset water shortages. 1%
(o]

69%
70%

Purified water provides a community with a drought-proof, constant
source of water.

AWP water allows local communities to have control over their own 4%

water supply. 66%
The AWP purification process is more cost effective than 64%
desalination. 63%
Some cities in California, Colorado and Texas are currently, or soon 54%
will be, implementing AWP. 52%
0% 10% 20% 30% 40% 50% 60% 70% 80%

m2023 w2024

*Percentages in the chart are “Top 2 Box” scores, reflecting the proportion selecting either 4 or 5 on a rating scale where 1 was ‘not at all influential’ and 5
was ‘very influential.” 2023 data is based on statements about DPR water with some slight wording changes.
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Outreach Strategies
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Section Summary — Outreach Strategies

® The most credible sources of information about AWP:

o Local news, utility bill inserts and non-government websites

o Social media and national/cable TV were also relatively highly ranked sources
@ Most trustworthy influencers or spokespeople to discuss AWP:

o Scientists and water department officials were predominant

o To alesser degree, local government, academic and educational leaders were also identified
® Naming preferences for AWP water were varied and lacked consensus

o The most often selected names were Advanced Treated Water and Purified Water

BrandOutlook
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Utilities and local news were most credible sources for AWP

Non-government websites and social media rounded out the top four most credible sources of information.

What sources of information would be credible to share the benefits of
AWP drinking water with you?*

50%
50%

51%
49%

Information in water bill

Local newscast TV

46%

Non-government websites 20%

Social media 33%

37%
National or cable TV 340036%

S 37%
Organizations 31% o

28%

Government website 9%

Newspape: E— o7
recio E—0
podcsts .
0% 10% 20% 30% 40% 50% 60%

m2023 m2024

*Respondents were allowed to select multiple responses; therefore, the total exceeds 100%.
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Scientists and water officials were most trusted

About two-thirds identified scientists as a trusted source of AWP information, with water department officials following closely behind; all
remaining categories were significantly less trusted.

Which influencers or spokespeople would you trust to
share the benefits of AWP drinking water?*

Scientists | —
Water department officials _ 555g/02
Local government officials _ gg‘;//t;
Academic leaders ‘%33%
Educational system _ 25%
Business leaders -3%6%
Sports figures -8%%
Celebrities -7%/‘?
None of the above -11{/3:’%

0% 10% 20% 30% 40% 50% 60% 70% 80%
N 2023 m 2024

*Respondents were allowed to select multiple responses; therefore, the total exceeds 100%.
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Advanced Treated Water or Purified Water were most popular names

Recycled Drinking Water and Renewed Water were also identified by a similar percentage of Arizonans, leaving no clear overall choice.

Which of the following names do you think would be the
best in describing AWP water?

Advanced Treated Water 21%

puriied water [ o
Recycled Drinking Water _ 18%
Renewed Water I -
Certified Water _ 7%
Pure Water _ 7%
Refreshed Water _ 6%
Supplemented Natural Water - 3%
New Water - 3%
0% 5% 10% 15% 20% 25%
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Analysis by
Sub-Populations
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Likely adopters tended to be younger

37% of those likely to drink AWP water were under the age of 40 (25% under 40 among unlikely drinkers). Those unlikely to drink AWP were
significantly more likely to identify concerns about safety and smell.

Likely to drink AWP  Unlikely to drink
water (N=745) AWP water (N=255)

Age

1820yearsold | [ 3% ] [ 1% |

30-39 years old

50-59 years old
70 and above
Reasons for not drinking directly from tap

Safety / health concerns 6% | | 71%] |
Smell | 19% | [30%] |

GREEN BOX: Significantly higher at a 95% confidence interval.
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Likelihood of drinking AWP water impacted preferred names

Those unlikely to drink AWP water preferred Recycled Drinking Water at a much higher rate than those likely to drink. Likely drinkers
chose Purified Water and Certified Water to a significantly greater degree.

Likely to drink AWP Unlikely to drink AWP
water (N=745) water (N=255)

AWP Water Names
Purified Water

Renewed Water 16% 14%

Certified Water

Refreshed Water 6% 5%

New Water 2% 4%

GREEN BOX: Significantly higher at a 95% confidence interval.
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Water supply concerns are greater among Non-Hispanics

Hispanic respondents were significantly more likely to rent when compared to Non-Hispanics.

Hispanics were also significantly more concerned about affordable housing, and relatively less concerned about immigration, the water
supply, and political divide.

Hispanic Non-Hispanic
(N=295) (N=705)

Housing Situation

Rent | leow] [ 34 |

Biggest Challenges Facing AZ

Immigration

Political divide

Over development 15% 18%

GREEN BOX: Significantly higher at a 95% confidence interval.
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Hispanics were less likely to sense an urgency around AZ water supply

Hispanic respondents were also more optimistic about the degree to which AWP will help address Arizona’s water issues, and were a bit
more likely to drink AWP water.

Hispanic Non-Hispanic
(N=295) (N=705)

Expected AZ Water Shortage Timing

Within2years | 23% | (3%]

More than 10 years/unlikely P 7

Degree to Which AWP Will Help Shortage

Will help a great deal - lsaw) | a% |
Will not help much

Likelihood to Drink AWP Water

Unlikely 23% 27%

GREEN BOX: Significantly higher at a 95% confidence interval.
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Hispanics were relatively more likely to rely on info from social media

Non-government websites were more often viewed as credible by Non-Hispanics.

Hispanic survey participants were more prone to view water department officials, local government officials and educational spokespeople
as credible when learning about AWP.

Hispanic Non-Hispanic
(N=295) (N=705)

Credible Sources of AWP Information

Local newscast TV
Non-government websites - o31% | [aa%] |

Socialmedia | [a7%] | 33% |

 Governmentwebsite | [3a%] [ 27% |

Credible Spokespeople for AWP Information
Academic leaders
Educational system I 17 R R

GREEN BOX: Significantly higher at a 95% confidence interval.
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Younger respondents more concerned about drinking water safety

Younger respondents were also much more likely to focus on affordable housing as a major issue facing the state, and were significantly less
likely to identify the water supply as a pressing concern.

Older respondents were most focused on immigration and water supply.

Under 40 40-59 60+
(N=337) (N=330) (N=333)
Reasons for Aversion to Tap Water

oty freathconcerns | (7] | (o8] | s
comenence | 1% | o | [iw]

Biggest Challenges Facing AZ

Immigration

Quality of education

Over development 18% 16% 17%

GREEN BOX: Significantly higher than one or more other segments at a 95% confidence interval.
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Younger respondents are most likely to drink AWP water

Likelihood to drink AWP water was lowest among the 40-59 age group (other age segments were both significantly higher).

Purified Water was especially popular among older respondents, while younger age groups were more positive on Renewed Water.

Under 40 40-59 60+
(N=337) (N=330) (N=333)

Preferred Name for AWP Water

Advanced Treated Water

Recycled Drinking Water

Certified Water 4% | 7% | %]
Refreshed Water

Likelihood to Drink AWP Water

Unlikely 19% 32% 26%

GREEN BOX: Significantly higher than one or more other segments at a 95% confidence interval.
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Social media is prominent for those under 40

Older respondents had greater trust in local news, non-government websites, and organizations. They were also particularly prone to rely on
information about AWP coming from scientists.

Younger respondents were also a bit more likely to trust local government and academic spokespeople.

Under 40 40-59 60+
(N=337) (N=330) (N=333)

Credible Sources of AWP Information

Information in water bills --

 Non-governmentwebsites | _36% | _35% | | 48% | |
National or cable TV . 30% | 33% | | 38% |

Credible Spokespeople for AWP Information
 Scientists | 60% | 6a% | | 72% ] |
Local government officials 3% | | 2% | 30%

Educationalsystem | | 30% | | |27% | |  18% |

GREEN BOX: Significantly higher than one or more other segments at a 95% confidence interval.
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Recommendations

B BrandQutlook hmd | public relations




Recommendations

® Develop educational initiatives to show how AWP can help with Arizona
water supply issues.

o Use messaging that is authoritative and conveys:
o The urgency of the situation

o The effectiveness and thoroughness of the AWP Process

BrandOutlook ADEQ ,
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Recommendations

® Share additional information about the specifics of the AWP process, focusing on the degree to which the process
purifies the water.

o Reinforce continuous and rigorous testing of the end-product water
o If possible, demonstrate that the water has been proven to be safe, both in the near- and long term

o Reassure that the taste and smell of the water is on par with current bottled and filtered options

BrandOutlook AQEQ
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Demographics
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Gender

Gender

Female
58%

Male
42%

1%
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Age Categories

Age Categories
25%

20%

20%
17% 17%
16% 16%
15%
11%

10%

5%

2%
o I

18-20yearsold  21-29yearsold  30-39 yearsold 40-49yearsold 50-59 yearsold 60-69 years old 70 and above
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Household Income

Household Income
30%

26%

20%

16%
o)
15% 3%
10% 8% 9%

%
5%

0%
Less than $25,000 to $50,000to  $75,000to  $100,000 to $125,000 to $150,000 or
$25,000 $49,999 $74,999 $99,999 $124,999 $149,999 more
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Education Level

Education Level

Graduate or Professional degree 12%

25%

Bachelor’s degree

Associate degree 15%

Trade school/vocational certification 13%

High school graduate/GED 32%

Less than high school degree - 3%

0% 5% 10% 15% 20% 25% 30% 35%
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Race/Ethnicity

Race/Ethnicity

White/ Caucasian [ s5%
Hispanic/Latino [ 30%
Black/African-American/Caribbean-American [ 5%
Multi-racial [ 4%
Asian B 3%
Native American/Indian [ 2%
Prefer not to answer | 1%

Other | 1%

0% 10% 20% 30% 40% 50% 60%
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Marital Status

Marital Status

Married

46%

Single 27%

Divorced

12%

Domestic partnership/committed relationship 10%

Widowed 5%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
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Employment Status

Employment Status

Employed fulltime | a2%
Employed part time [ 10%
Business owner [ 4%
Homemaker/stay-at-home parent _ 7%

Student B 2%

retire [
Unemployed [N 8%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Arizona Department
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Political Affiliation

Political Affiliation

Strong Democrat [ 13%
Moderate Democrat [ 19%
Strong Republican [ 14%
Moderate Republican e 18%
Independent e 31

Libertarian B 1%

Green Party | 0%

Other, please specify: [N 4%

0% 5% 10% 15% 20% 25% 30% 35%
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Voting Plans

Voting Plans

| am not planning
on voting
7%

| plan on voting
82%

I’m not sure if | will vote
11%

BrandOutlook ADEQ%
Brand Strategy + Market Research Arizona Department

of Environmental Quality




For Reference

@ AWP Video Link

2024 AWP Survey Ctrl+click to play

and Strategy + Market Res Arizona Department
of Environmental Qualis
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https://www.youtube.com/embed/ogpP4UBta9g?si=rwXz9Q0B19k022Ro
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