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Who is Denver Water?



Denver Water Overview

• Established in 1918.

• Serving 1.5 million people (25% of state’s population) using less than 2% of water used in the 

state.

• Water supply comes from snowmelt in the Rocky Mountains feeding the South Platte 

and Colorado Rivers.

• Total watershed area: 4,000 square miles.        

• 3,000 miles of pipe.

• Approximately 1,100 employees working all over the state.

• 20 dams, 12 reservoirs, 4 treatment plants and 18 pump stations.

• Approximately 320,000 customer taps



Lead Reduction Program

A road map for incorporating equity
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Lead Reduction Program Elements
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Corrosion Control Treatment

Lead Service Line Inventory

Lead Service Line Replacement

Filter Program

Communications, outreach and education

Full replacement of lead service lines (paid for by Denver Water)

Provide pitcher filter (and cartridges) to all enrolled in program.

Building, maintaining, a searchable database of service line compositions.

Managing water chemistry (pH)

Promote program understanding and filter adoption.



LRP - Health Equity & Environmental Justice



Working towards equity

• Focus on underserved 
neighborhoods to increase access.

• Equity woven throughout program 
elements
• ALSLR

• Filter distribution

• COE

• Learn by Doing

• Entire program is bilingual 
(English/Spanish)



Prioritization Model & Where to Work 
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•Critical Customers

•Potential for Health Impacts
• Age (Children & Expecting Families)

• Filter Adoption Rate

• Statistics from CDPHE Blood Lead Level Study

•Socioeconomic & Demographic
• Income
• Minority

• Women, Infant, Children (WIC) Participation



Filter Program
Initial filter distribution

• Based on prioritization model 
• Use the model  to support distribution 

logistics (number that can fit in truck 
per week)

• Accompanied with an outreach 
strategy to educate on the importance 
of use.

Customized outreach based on filter 
adoption surveys
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Communication, Outreach & Education - Strategies  

• Traditional communications

• Outreach tailored to our diverse population

• Targeted outreach to specific audiences
• Community engagement

• Ambassador Program
• Learn by Doing



Ambassador Program

What: Partnerships with trusted 
community organizations in communities 
where residents face higher risk of lead 
exposure.

Why: Reach more people in more places 
in multiple languages to remove barriers 
from the Lead Reduction Program.

How: Activate community ambassadors 
to conduct virtual engagement 
opportunities and “future” in-person 
grassroots activities.







Communications & Outreach – Progress to date & upcoming

• Public online accessible LSL inventory March 2020.
• More than 95% of all customers enrolled reached in first year.
• Over 115,000 page views of denverwater.org/Lead.
• Over 800,000 people reached through social media activity.
• Over 3 million impressions from digital paid media strategy.
• 13 virtual bilingual community events with 8,000+ attendees & 

over 17,000 reached via outbound call and messaging.
• Outreach to 250+ community organizations in service area.
• Stakeholder advisory committee up and running.
• Up next – Spanish Lead Reduction Program website.



Lessons learned & next steps

• Follow state and local programs focused 
on equity to strengthen your program.

• Cultural practice for the program and its 
workforce.

• Commit to progress not perfection.
• Get on the same page about 

terminology.
• Partner where possible.
• Watch out for tunnel vision.
• Evaluate often to course correct.
• Talk and share with others frequently.



Thank you (and resources) 

Program info:

• denverwater.org/Lead

• Sign up for updates

• denverwaterTAP.org

Follow-up questions for me?

• Alexis.Woodrow@denverwater.org


