
Marketing Playbook for the Water and Wastewater 
Industry 

1. Executive Summary 
This playbook outlines a comprehensive marketing strategy for businesses operating within 
the water and wastewater industry. It aims to provide a structured approach to reach target 
audiences, generate leads, and foster long-term relationships in this specialized B2B sector. 
 

2. Strategic Foundation 
The water and wastewater industry is characterized by long sales cycles, complex 
decision-making units, and a strong emphasis on regulatory compliance and reliability. A 
successful marketing strategy must be built on a solid foundation that acknowledges these 
unique characteristics. 
 

2.1. Aligning Marketing with Business Goals 
Marketing objectives in the water and wastewater sector should directly support overarching 
business goals, such as increasing market share for a new treatment technology, expanding 
into new geographic regions, or securing long-term contracts with municipal utilities. For 
instance, if a company aims to increase its presence in the industrial wastewater treatment 
market, marketing efforts should focus on generating leads from manufacturing plants, food 
processing facilities, and other relevant industrial sectors. 
 

2.2. Market Research and Industry Trends 
The water and wastewater treatment market is projected for significant growth, with 
estimates reaching $713.96 billion by 2034 [1]. Key trends driving this growth include 
increasing demand for clean water, stringent environmental regulations, aging infrastructure, 
and the adoption of smart water management solutions and IoT technologies [2] [3] [4]. 
 

Key Trends to Monitor: 
 

•​ Digital Transformation: The integration of IoT, AI, and data analytics for intelligent 
water management, predictive maintenance, and operational efficiency [5] [6]. 

•​ Water Scarcity and Resilience: Growing focus on water reuse, desalination, and 
sustainable water management practices due to climate change and population growth 
[7]. 

•​ Regulatory Compliance: Evolving environmental standards and regulations (e.g., 
PFAS, nutrient removal) driving demand for advanced treatment technologies [8]. 

•​ Aging Infrastructure: The need for modernization and replacement of existing water 
and wastewater infrastructure in developed regions. 



 

2.3. Key Performance Indicators (KPIs) 
Measuring the effectiveness of marketing efforts is crucial. Relevant KPIs for the water and 
wastewater industry may include: 
 

•​ Lead Generation: Number of Marketing Qualified Leads (MQLs) and Sales 
Qualified Leads (SQLs) generated from target segments (e.g., municipal, industrial). 

•​ Pipeline Contribution: The value and volume of opportunities influenced or sourced 
by marketing. 

•​ Website Traffic and Engagement: Visitors from target industries, time spent on 
technical content, and whitepaper downloads. 

•​ Brand Awareness: Mentions in industry publications, conference participation, and 
share of voice. 

•​ Customer Acquisition Cost (CAC): The cost associated with acquiring a new 
customer through marketing efforts. 

•​ Customer Lifetime Value (CLTV): The predicted net profit attributed to the entire 
future relationship with a customer. 

 

3. Target Market and Buyer Personas 
In the B2B water and wastewater industry, identifying the right target market and 
understanding the diverse buyer personas within it is paramount for effective marketing. 
Decisions often involve multiple stakeholders with varying priorities. 
 

3.1. Ideal Customer Profile (ICP) 
An Ideal Customer Profile (ICP) defines the type of organization that would benefit most 
from a company's solutions and, in turn, provide the most value. For the water and 
wastewater industry, ICPs can be segmented by: 
 

•​ Industry: Municipal water utilities, industrial facilities (e.g., manufacturing, food & 
beverage, chemical, power generation), agricultural operations, commercial buildings. 

•​ Size: Small, medium, or large utilities/industrial plants, often determined by 
population served, water volume treated, or production capacity. 

•​ Geography: Regions facing specific water challenges (e.g., drought, contamination), 
or areas with strict regulatory environments. 

•​ Pain Points/Challenges: Organizations struggling with aging infrastructure, 
regulatory non-compliance, high operational costs, water scarcity, or energy 
inefficiency. 

•​ Technological Adoption: Readiness to invest in new technologies like smart water 
meters, IoT sensors, or advanced treatment processes. 

 



3.2. Buyer Personas 
B2B purchase decisions in this sector typically involve a "Decision Making Unit" (DMU) 
comprising several individuals, each with unique concerns and objectives [9]. Key buyer 
personas often include: 
 

•​ Utility Managers/Plant Operators: Concerned with operational efficiency, 
reliability, maintenance, ease of use, and compliance with discharge limits. They seek 
solutions that reduce downtime and simplify operations. 

•​ Engineers/Technical Leads: Focus on technical specifications, performance data, 
integration capabilities, scalability, and long-term viability of solutions. They require 
detailed technical documentation and proof of concept. 

•​ CFOs/Procurement Officers: Primarily interested in Return on Investment (ROI), 
total cost of ownership (TCO), budget adherence, and procurement processes. They 
look for cost-effective solutions with clear financial benefits. 

•​ Environmental/Regulatory Compliance Managers: Concerned with meeting 
current and future environmental regulations, avoiding fines, and ensuring sustainable 
practices. They need solutions that guarantee compliance and provide robust 
reporting. 

•​ Mayors/City Council Members (for Municipalities): Often focused on public 
health, community impact, infrastructure resilience, and public perception. They are 
influenced by solutions that offer long-term benefits to the community and align with 
public policy goals. 

 

4. Content Strategy 
In the water and wastewater industry, content is a critical driver for educating complex 
buying committees and nurturing leads through long sales cycles. A well-defined content 
strategy ensures that the right information reaches the right persona at the right stage of their 
journey [10]. 
 

4.1. Mapping Content to the Buyer's Journey (TOFU, MOFU, BOFU) 
The B2B buyer's journey in the water and wastewater sector can be segmented into three key 
stages: Top of Funnel (TOFU), Middle of Funnel (MOFU), and Bottom of Funnel (BOFU). 
 

Top of Funnel (TOFU) - Awareness: At this stage, prospects are identifying a problem or 
exploring general solutions. Content should be educational, thought-leadership oriented, and 
not overtly sales-focused. The goal is to attract a broad audience and establish the company 
as a trusted resource. 
 

•​ Content Types: Blog posts on industry challenges (e.g., "The Impact of Aging 
Infrastructure on Water Quality"), informative articles, infographics explaining 
complex processes, how-to guides (e.g., "Understanding PFAS Contamination"), 
research reports, and short explainer videos. 

•​ Examples: A blog series discussing the challenges of water scarcity in arid regions, 
or an infographic illustrating the lifecycle of a wastewater treatment plant. 



 

Middle of Funnel (MOFU) - Consideration: Prospects at this stage are actively researching 
and comparing potential solutions. Content should be more solution-focused, providing 
in-depth insights and highlighting the company's value proposition. 
 

•​ Content Types: Case studies showcasing successful projects (e.g., "How [Company 
Name] Helped [Utility] Reduce Water Loss by 20%"), whitepapers on specific 
technologies (e.g., "Advanced Oxidation Processes for Industrial Effluent 
Treatment"), webinars demonstrating expertise, in-depth e-books, and comparison 
guides. 

•​ Examples: A webinar on the benefits of smart water meters for municipal utilities, or 
a whitepaper detailing the ROI of a new filtration technology. 

 

Bottom of Funnel (BOFU) - Decision: At this final stage, prospects are narrowing down 
their options and need reassurance to make a purchase decision. Content should remove 
friction and build confidence. 
 

•​ Content Types: Detailed buyer's guides, ROI calculators, product datasheets, free 
trial offers, personalized demos, customer testimonials, and success stories. 

•​ Examples: A personalized demo of a water management software, an ROI calculator 
demonstrating cost savings for a specific industrial application, or testimonials from 
satisfied utility clients. 

 

4.2. Content Repurposing 
To maximize the reach and lifespan of content, repurposing is essential. A single piece of 
core content can be adapted into various formats for different channels and buyer journey 
stages [10]. 
 

•​ Example: A comprehensive research report on water treatment advancements 
(TOFU) can be repurposed into: 

◦​ A series of blog posts, each focusing on a specific advancement. 
◦​ An infographic highlighting key statistics and trends. 
◦​ A webinar discussing the report's findings with industry experts. 
◦​ Short video snippets for social media promotion. 
◦​ A slide deck for sales presentations (MOFU/BOFU). 

 

This approach caters to diverse content consumption preferences and leverages research 
efforts across multiple touchpoints. 
 

5. Channel Mix 
B2B buyers in the water and wastewater industry traverse multiple channels before making a 
decision. A well-orchestrated channel mix, integrating owned, earned, and paid media, along 
with targeted ABM and events, is essential for effective marketing [10]. 
 



5.1. Owned Media 
Owned media channels are those directly controlled by the company and form the core of the 
marketing ecosystem. These are crucial for establishing thought leadership and providing 
valuable resources. 
 

•​ Website/Blog: A comprehensive resource center with content organized for different 
industries or personas. Regularly publish thought leadership articles, technical guides, 
and case studies to attract inbound traffic and establish expertise [10]. 

•​ Email Marketing: One of the highest ROI channels in B2B. Utilize segmented email 
lists to deliver targeted content (e.g., newsletters, product updates, event invitations) 
to specific buyer personas [10]. 

•​ Social Media (LinkedIn): LinkedIn is particularly effective for B2B engagement. 
Share industry news, company updates, thought leadership content, and engage with 
industry professionals and potential clients. 

•​ Webinars/Resource Hubs: Host webinars on relevant topics and create dedicated 
resource hubs for whitepapers, e-books, and technical documentation. 

 

5.2. Earned Media 
Earned media refers to publicity gained through promotional efforts other than paid 
advertising. It builds credibility and trust within the industry. 
 

•​ Public Relations (PR): Secure features in industry publications (e.g., Water Online, 
Water & Wastewater International), trade journals, and relevant news outlets. 
Highlight successful projects, technological innovations, and company milestones. 

•​ Industry Awards and Recognition: Pursue awards for innovation, sustainability, or 
project excellence to enhance reputation and visibility. 

•​ Thought Leadership: Position key personnel as industry experts through speaking 
engagements at conferences, panel discussions, and contributions to industry 
whitepapers. 

 

5.3. Paid Media 
Paid media channels can accelerate reach and target specific audiences with precision. 
 

•​ Search Engine Marketing (SEM): Utilize Google Ads and other search platforms to 
target keywords related to water treatment solutions, industrial wastewater, smart 
water technologies, and regulatory compliance. This captures high-intent prospects 
actively searching for solutions. 

•​ Social Media Advertising (LinkedIn Ads): Target specific companies, job titles, and 
industry groups on LinkedIn to reach decision-makers and influencers within the 
water and wastewater sector. 

•​ Industry-Specific Publications/Portals: Advertise in specialized trade magazines, 
online industry portals, and event sponsorships to reach a highly relevant audience. 

•​ Retargeting: Implement retargeting campaigns to re-engage website visitors who 
have shown interest in specific products or services. 



 

5.4. Account-Based Marketing (ABM) 
ABM is a highly targeted strategy where marketing and sales collaborate to focus on a 
defined list of high-value accounts, treating each as a "market of one" [10]. This approach is 
particularly effective in the B2B water and wastewater industry due to long sales cycles and 
complex DMUs. 
 

•​ Identification of Target Accounts: Work with sales to identify key municipal 
utilities, industrial corporations, or engineering firms that represent the highest 
potential value. 

•​ Personalized Content and Outreach: Develop highly customized content, 
messaging, and campaigns tailored to the specific needs, pain points, and strategic 
goals of each target account and its key personas. This can include personalized 
emails, custom landing pages, and direct mail. 

•​ Orchestrated Engagement: Coordinate marketing and sales efforts to deliver a 
consistent and personalized experience across multiple touchpoints, ensuring timely 
follow-ups and relevant interactions. 

 

5.5. Events (Physical and Virtual) 
Events provide valuable opportunities for networking, demonstrating expertise, and 
generating leads. Both physical and virtual formats play a crucial role. 
 

•​ Trade Shows and Conferences: Participate in major industry events (e.g., WEFTEC, 
AWWA ACE, IFAT) with booths, speaking slots, and networking opportunities to 
engage with a broad audience of potential clients and partners. 

•​ Proprietary Webinars and Workshops: Host company-specific webinars or virtual 
workshops on specialized topics (e.g., "Optimizing Sludge Dewatering Processes," 
"Navigating New EPA Regulations") to attract qualified leads and showcase expertise. 

•​ Local Seminars/Roadshows: Organize smaller, in-person events in key geographic 
regions to build relationships with local utilities and industrial clients. 

•​ Virtual Expos/Online Summits: Leverage digital platforms to reach a wider 
audience and provide accessible content and networking opportunities. 

 

6. Sales Enablement and Alignment 
In the B2B water and wastewater industry, marketing and sales must operate as a unified 
revenue engine. Effective sales enablement equips the salesforce with the necessary tools and 
insights, while strong alignment ensures both teams work towards shared goals [10]. 
 

6.1. Sales Enablement Resources 
Sales enablement involves providing the sales team with content, tools, and training to 
effectively engage prospects and close deals. These resources are particularly vital in a 
technically complex industry like water and wastewater. 



 

•​ Product Brochures and One-Pagers: Concise, visually appealing documents 
summarizing key features, benefits, and technical specifications of solutions. 

•​ Case Study Slide Decks: Presentations highlighting successful projects, tailored to 
specific industries or challenges, demonstrating tangible results (e.g., cost savings, 
compliance achievement). 

•​ ROI Calculators: Interactive tools that allow sales representatives to demonstrate the 
potential return on investment for a prospect based on their specific operational data. 

•​ Battle Cards: Documents that compare the company's solutions against competitors, 
providing sales with talking points to address objections and highlight differentiators. 

•​ Email Templates: Pre-written, customizable email sequences for various stages of 
the sales cycle, ensuring consistent messaging. 

•​ Technical Whitepapers and Data Sheets: In-depth documents that provide 
engineers and technical leads with the detailed information they require. 

•​ Sales Playbooks: Guides for sales representatives on how to approach different buyer 
personas, handle common use cases, and navigate the sales process, often 
co-developed with marketing. 

 

6.2. Sales and Marketing Alignment 
True alignment between sales and marketing is crucial for maximizing efficiency and 
revenue. This involves shared goals, clear communication, and mutual accountability [10]. 
 

•​ Shared Goals and KPIs: Marketing should be accountable for metrics that directly 
feed sales success, such as Marketing Qualified Leads (MQLs), Sales Qualified Leads 
(SQLs), and pipeline contribution. Both teams should agree on these definitions and 
targets. 

•​ Service Level Agreements (SLAs): Establish formal agreements between sales and 
marketing. For example, marketing commits to delivering a certain number of MQLs 
per quarter, and sales commits to contacting new MQLs within a specified timeframe 
and providing feedback on lead quality. 

•​ Regular Communication and Feedback Loops: Implement regular meetings where 
sales provides feedback on lead quality, content effectiveness, and market insights, 
and marketing shares upcoming campaigns and new resources. This fosters a 
collaborative environment and allows for continuous improvement. 

•​ Joint Training: Marketing can train sales on new messaging, product launches, and 
content, ensuring sales is well-equipped to articulate the value proposition effectively. 

 

7. Measurement and Optimization 
Effective marketing in the water and wastewater industry requires continuous measurement, 
analysis, and optimization. By tracking key metrics and regularly evaluating performance, 
marketing teams can refine their strategies and improve ROI. 
 



7.1. Tracking and Analysis 
Robust tracking and analysis are essential to understand what's working and what's not. This 
involves utilizing various tools and methodologies: 
 

•​ Marketing Automation Platforms (MAPs): Implement MAPs (e.g., HubSpot, 
Marketo) to track lead behavior, email engagement, content downloads, and website 
interactions. This provides a comprehensive view of the buyer's journey. 

•​ CRM Systems: Integrate CRM (e.g., Salesforce) with MAPs to track lead 
progression through the sales funnel, sales outcomes, and customer lifetime value. 
This enables closed-loop reporting and attribution. 

•​ Website Analytics: Use tools like Google Analytics to monitor website traffic, user 
behavior, popular content, and conversion rates. Pay attention to metrics relevant to 
B2B, such as time on page for technical content and bounce rates from 
industry-specific landing pages. 

•​ SEO Tools: Regularly monitor keyword rankings, organic traffic, backlink profiles, 
and competitor performance using SEO platforms (e.g., Ahrefs, Semrush). This 
informs content strategy and identifies optimization opportunities. 

•​ Campaign Performance Reports: Generate detailed reports for each marketing 
campaign (e.g., webinars, trade shows, ABM initiatives) to evaluate their 
effectiveness against predefined KPIs. 

 

7.2. Continuous Improvement 
Marketing is an iterative process. Insights gained from tracking and analysis should feed into 
a cycle of continuous improvement. 
 

•​ A/B Testing: Conduct A/B tests on email subject lines, call-to-actions (CTAs), 
landing page designs, and ad copy to identify elements that drive better performance. 

•​ Feedback Loops: Maintain strong feedback loops with the sales team to understand 
lead quality, common objections, and market perceptions. Use this qualitative data to 
refine messaging and content. 

•​ Market Research Updates: Regularly update market research to stay abreast of new 
industry trends, regulatory changes, and competitor activities. This ensures the 
marketing strategy remains relevant and competitive. 

•​ Content Audits: Periodically review existing content to ensure accuracy, relevance, 
and performance. Update or retire underperforming content and identify gaps for new 
content creation. 

•​ Technology Adoption: Explore and adopt new marketing technologies and tools that 
can enhance efficiency, targeting capabilities, and measurement accuracy. 
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