
  

M E M O R A N D U M 
Finance Department 
 
To: Chair Chua and Water Rates Task Force Members 

Through: Nina Hawk, Public Works Director / Acting Assistant City Manager 

From: Will Fuentes, Director of Financial Services 

Subject: Direct Personnel Charges to Water Fund (400) 

Date: August 8, 2017 
 
At prior Water Rates Task Force meetings, Member Manassau requested a listing of direct 
personnel charges to the Water Fund (400) and an explanation of those charges.  Please 
see Exhibit 1 below which summaries budgeted direct personnel costs for Fiscal Year (FY) 
2017-18.  These charges are very similar to FY 2016-17 except for the addition of Assistant 
City Manager and Deputy Public Works Director in FY 2017-18. 
 
 Exhibit 1 – Direct Personnel Charges (Budgeted FY 2017-18) 

Division FTE $ Cost 
TOTALS   20.75 $3,385,870
City Manager’s Office 0.40 152,568

Assistant City Manager 0.25 91,770
City Manager 0.15 60,678

Finance Operations 5.45 708,836
Water Meter Reader II 0.40 46,756
Water Meter Reader II 0.80 94,584
Fiscal Assistant II 0.80 99,766
Fiscal Assistant II 0.80 99,766
Fiscal Assistant II 0.25 31,204
Water Meter Reader II 0.80 94,230
Senior Accountant 0.80 142,764
Fiscal Assistant II 0.80 99,766

Public Works Administration 1.95 429,266
Deputy Public Works Director 0.50 144,122
Public Works Manager 0.50 113,770
Office Assistant II 0.50 55,696
Public Works Director 0.25 82,676
Administrative Analyst II 0.20 33,002

Utility Engineering 3.70 711,968
Associate Civil Engineer 0.50 100,180
Associate Civil Engineer 0.60 120,170
Associate Civil Engineer 0.60 120,170
Principal Civil Engineer 0.60 143,168
Assistant Civil Engineer 0.60 106,252
Engineering Aide 0.60 89,026
Administrative Analyst II 0.20 33,002
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Division FTE $ Cost 
Utility Maintenance 8.80 1,269,666

Equipment Maint Worker III 0.07 11,482
Water System Operator 0.93 170,014
Maintenance Worker II-37.5 0.50 62,074
Maintenance Worker II-37.5 0.10 12,408
Maintenance Worker II-37.5 0.93 112,066
Assistant Water Operator 0.93 133,446
Equipment Maint Worker II 0.10 14,786
Maintenance Worker II-37.5 0.50 62,086
Equipment Maint Worker III 0.50 81,988
Maintenance Worker III 0.50 70,254
Equipment Maint Worker II 0.50 74,580
Maintenance Worker III 0.50 70,498
Maintenance Worker III 0.50 68,434
Maintenance Worker II-37.5 0.20 25,458
Senior Public Works Lead 0.90 161,868
Maintenance Worker II-37.5 0.50 60,726
Maintenance Worker II-37.5 0.50 59,094
Maintenance Worker III 0.07 9,870
Maintenance Worker II-37.5 0.07 8,534

Engineering Administration 0.25 80,554
City Engineer 0.25 80,554

Land Development 0.20 33,012
Administrative Analyst II 0.10 16,506
Public Information Specialist 0.10 16,506

 
Direct personnel charges shown are those most closely related to the production, 
management, maintenance, development and billing of water for the residents and 
businesses of Milpitas.  The Water Fund, as discussed in previous Task Force meetings, is 
also charged indirect costs for those overhead items such as general administration, 
financial services (accounting, payroll, accounts payable, purchasing, etc.), general liability 
insurance, technology, utilities, and facilities maintenance that are not directly tied to the to 
the production, management, maintenance, development and billing of water, but are 
nonetheless crucial to supporting those tasks.   
 
As Exhibit 1 shows, Utility Maintenance has the largest number of FTEs and personnel 
costs directly charged to the Water Fund since these are the positions that actually 
maintain, operate, test, and repair the infrastructure which provides water to the citizens 
and businesses of Milpitas.  It is closely followed by Utility Engineering, which ensures that 
the structural integrity of the water system is maintained and that future capacity needs are 
planned.  Finance Operations is the next largest category and it includes the personnel that 
read water meters, invoices customers for water usage, and provide customer service to 
water customers in regards to billing issues. Utility Maintenance responds to customer 
services issues as it relates to system failures and need for repair.  Public Works 
Administration and the City Manager’s Office provide the two areas of most direct 
supervision and guidance for the Water Fund. Engineering Administration and Land 
Development provide ancillary support services to the Water Fund to ensure successful 
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production of water and are the least cost areas.  In the future, it may be best to allocate 
Engineering Administration and Land Development as indirect costs, but they do play a role 
in the Water Fund and it is necessary that their costs be captured in some manner.  Staff 
will continue to analyze direct and indirect costs and adjust as appropriate to meet the 
current operating environment and future anticipated needs.  
 
As a final note, the City Manager’s Office is also charged as an indirect cost to the Water 
Fund, but an adjustment to indirect charges is not made to account for the direct charges.  
This should be corrected in future versions of the Cost Allocation Plan (CAP).  Doing so will 
save the Water Fund approximately $15,000 per fiscal year. 
 
 
   



Communication strategy in informing residents of the City Council’s actions 
on water rates based on recommendations submitted by the Citizens Task 
Force:    A Proposal by Task Force member Elpidio R. Estioko 

 

Introductory Notes: Once the Task Force has submitted its recommendations to 
the City Council, the Citizens Task Force will cease to function as a duly 
constituted group. The City Council will then act on the recommendations 
submitted and has the obligation to communicate to the citizens of Milpitas 
whatever recommendations will be adopted by the City Council in relation to water 
rates. Here’s a communication strategy proposal for the City Council in reaching 
out to residents.  

The communication strategy will utilize internal and external means to relay the 
information to the residents. They will also use traditional and non-traditional 
techniques in the communication process which include the electronic media/social 
media/new media.  

A. Internal Communications: Council and city staff  

1. City Council will deliberate on the Task Force recommendations and agree 
on which ones to approve. On the approved recommendations, the council 
will formulate the new water rates and other related actions to be 
implemented. All members of the council should have a clear knowledge of 
the new rates and rules and should be ready to relay and explain them to city 
staff and city commissioners.  

2. City commission/ city council report – Council representative in every 
commission will discuss the task force recommendations duly approved by 
the council. They will relay the water rates decision arrived at by the council 
and explain to them the actions taken. Every commissioner should be 
knowledgeable of the action so they can explain to residents they may be in 
contact with.  

3. Communication with city staff – The city council will do two things: 

a. City Council or the City Administrator will issue a memo to all staff 
about the decision arrived at on the  new water rates based on the Task 
Force recommendations. This will supplement the staff assembly to be 
held. 



b. Conduct an assembly with city staff to relay and explain the action taken 
on water rates. This will give city staff enough knowledge of the water 
rate decision for themselves as citizens and enable them to disseminate 
the information to the residents of Milpitas who need to be informed of 
the new water rates.  

B. External Communications: Approach – be honest and trustworthy! City 
Council will devise an outreach program through town hall meetings or 
public assemblies to reach out to residents. Also the City Council needs to 
assign one media contact person (since there is no Information Officer for 
the city) who will assist the council in communicating the action to external 
public,  media outlets and will spearhead or assist the council on various 
activities throughout the duration of the communication process. He will 
develop a communications plan that will include a brochure to be mailed out 
to residential and commercial utility users.  Create a FAQ fact sheet that will 
be available online and at the City Administrator’s Office; and a 
communications register that will log comments and concerns about the new 
rates and other concerns. The objective is to inform both residences and 
businesses about the new water rates and other related information.  

1. Outreach - Town hall meeting/public meeting with residents: Most 
residents don’t know what it takes to deliver water to their homes and that 
the city needs to treat it before it’s sent to their homes. To them, water just 
arrives at the faucet and disappears down the drain and everything else is 
taken for granted. With the rate structure undergoing a fundamental change, 
we need to explain these treatment, delivery and drainage procedures and 
other key water information to the residents in every way we can. 

In our outreach efforts, we need to present and explain the proposed changes and 

rate increases, listen to residents’ concerns, and answer their questions as simply 

and comprehensively as possible.  Communicating with our residents and listening 

to their ideas will show them that we value them and speaking directly to them will 

show our honest intentions. During the town hall meeting, members of the city 

council should be present the facts and concerned departments should be present 

too! Staff from all of our departments should attend the meetings as well, so 

residents can get immediate assistance, and if their issues or their questions can’t 



be dealt with on the spot, we can take their information and contact them as soon 

as possible afterwards. We have to make sure to describe the impact of the rate 

increase on the physical assets and other related concerns. This will help them 

understand the complexities of managing the city’s water supply and will justify 

whatever changes are to be made. When utility staff present information about the 

physical condition of the water system, they need to link it to rate increases and 

other expenditures explaining how the higher revenues will be used to fix current 

problems – like main breaks that may have happened in the last few months – or 

prevent an imminent failure or in case of calamities or water shortage during 

drought. If possible, they can show photos from the field or bring in samples of 

deteriorated pipes which will help the attendees visualize the connection between 

the rate hikes and its practical applications.  
 

 So, the communication team needs to develop messages to be communicated 
through campaigns and community engagement efforts, including public meetings 
and events, social media, Web sites and software applications for mobile devices. 

Elected officials, in explaining the new water rates, need to outline the process by 
which the Citizens Water Task Force, composed of residents who are likewise 
concerned with the new rates, determined the recommendations they presented to 
the council 

 Traditional vs non‐traditional media. The Internet has impacted the way we are 

as consumers, allowing us the ability to find things in a matter of seconds. At the 

same time, traditional media still remains an integral part in our lives, allowing us 

to watch what we want, so we need to find and maintain a balance between both 

types of media. 

While new media has shown its presence in America, traditional media is still an 
important means of communication to residents. Traditional media, or as some 
refer to as old media, has been used in the communications world for years. 
Traditional media includes television, newspapers, radio and magazines. These 
forms of communication are reliable ways that businesses have reached both 
consumers and other companies for decades. They are the tools for reaching out to 



people and are the most common forms utilized by businesses on a daily basis. 
Though traditional media is effective, over the course of the last few years we have 
seen more and more businesses utilizing new media to reach their target audiences. 

New media is the future of communication for reaching out to stake holders. More 
and more consumers and businesses rely on new media to find their information 
because it’s easily accessible via many different forms of digital media. 

Now-a-days, more and more consumers use the internet to quickly find 
information, making new media advertising pertinent for any type of business. 
However, at the same time, consumers still take a good chunk of time out of their 
day to use traditional media. Consider this: On the way to work we have our radios 
playing, at home we have the television on watching the news, and at the doctor’s 
or dental office we find ourselves reading the magazine on the end table next to us. 
Each of these are forms of traditional communication that we use on a daily basis, 
that can be utilized by the city council to disseminate facts about the new water 
rates.  

As residents and consumers, we may also find that there are instances when we 
multitask each day. There are times when people are at home watching television, 
they may be on their tablet or on their cell phone or reading the newspaper. So it’s 
important to find that balancing act in getting the water rate word out and not to 
strictly choose one media outlet over the other, but to weigh all the options, and 
find a harmonious mix between both traditional and new media. The council needs 
to understand this situation in trying to select which kind of media outlet to use in 
disseminating the new water rates.  

Traditional media tends to be a bit more expensive than new media, but it also has 
the ability to reach a broad target audience. If the ultimate goal of the city is to 
reach a broad range of people, this is definitely the way to go. If you want to target 
a more narrow audience, then new media may be the way to go. 

The council must understand that there are ways that traditional media can be 
tracked and conclusions must be drawn he media is reaching the people we really 
should be targeting? From that tracking, we may have a better understanding of 
where traditional media dollars should be spent. 

So, the key to a successful communications campaign is to have a well-balanced 
mix of communication outlets that ultimately reach our target audience. Overall, 
we propose to the city council to utilize a mix of the two, the old and the new, 



which have proven to be beneficial in reaching a variety of clients over the past 
few years. 

Nowadays, there's a struggle between the choice of using "traditional" and 
"non-traditional" media. It’s a difficult choice whether or not to advertise 
through a print medium, online advertising, radio advertising, or jump on the 
band wagon and start posting about your message on Facebook. The 
question that we must ask ourselves is: "Which is more beneficial?” We 
think this is what the council must ask.  

The truth is that both are equally important. There is an emerging trend of 
businesses using social media and non-traditional media platforms, but 
traditional media is still valuable, important and resourceful. Combining 
both options may be the best! 

2. Come up with brochure/flyer on the new water rate – distribute the flyers 
during press conferences, town halls/public meetings, and at the libraries. 

3.  Create a website – always reference this site during town halls/public 
meetings for residents to visit.  

4. Call for a press conference – Media contact person will arrange for a press 
conference tapping both print and broadcast personnel to attend the event. 
He will also prepare a press kit, including a press release, to be distributed to 
the media people which contains information on the water rate action and 
other related information material. This is a chance to tell our story and 
explain why the water rate increase proposal is so critical. Our approach is to 
be honest and transparent – even when some of what we’re saying might 
sting – because at the end of the day we need the support of our citizens to 
continue with this work. People are willing to pay for what they value, and 
our job is to make sure they understand the value of the service to be 
provided. 

5. Issue press releases to all media outlets 

6. Appear on  TV, radio, and other public forums 

7. Use of social media and mobile apps 

 



SUMMARY – The city council has the option to approve and implement this 
proposal, fully or in part. What is important is that the new water rates should be 
explained to residents and all concerned as thorough as possible to avoid 
complaints or dissatisfaction or dissent.  
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