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Overview

• Quick Brand History of Water IQ
• North Texas Municipal Water District 

Campaigns
– 2006
– 2007

• Effects on Water Consumption
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Brand History
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2004 Research

• 28 percent “definitely know” natural source 
of drinking water

• 87 percent more likely to conserve after 
learning more about why it’s important and 
ways to conserve

Baselice & Associates, commissioned by EnviroMedia Social Marketing
for Governor’s Water Conservation Implementation Task Force via TWDB
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2004 Research

• Focus groups
• Dallas, El Paso, Houston, Laredo, Lubbock 
• 11 brand ideas
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Water IQ Brand Favored
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2006 Campaign
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North Texas: 2006 Campaign
Comprehensive Approach 
Budget: $1.9 million
• Largest investment in Water IQ public education

– Advertising (print, radio, TV, Internet, outdoor, pump toppers, mall 
ads)

– Web site development
– Business outreach
– Media relations
– Experiential marketing/consumer outreach
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North Texas: 2006 Campaign
Drought–Specific Messaging
• North Texas is experiencing the worst drought since the 

1950s.
• Raise your Water IQ: Know your water. Lake Lavon is our 

primary water source and it’s low. Help make it last.
• Save 5 percent.
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North Texas: 
2006 Campaign

Broadcast TV
• Four :15 ads 

QuickTime™ and a
H.264 decompressor

are needed to see this picture.
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North Texas: 2006 Campaign
Campaign Launch
• Timed with mandatory June 1 restrictions
• “Show and tell” press conference on homeowners’ lawn
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North Texas: 2006 Campaign
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North Texas: 2006 Campaign
KTVT CBS 11 partnership
• Weatherman Jeff Jamison delivered 4 tips per hour 

followed by Water IQ TV spot
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North Texas: 2006 Campaign
HGTV Cross-Channel Promo
• “Gardening by the Yard” with Paul James
• 432 no-charge :30 spots 
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North Texas: 2006 Campaign
Consumer Outreach
• Lowe’s partnership
• 28 outreach events across North Texas
• 3,000 Water IQ pledges
• 200,000 impressions  
• Educational branded giveaways

– T-shirts
– Rain gauge 
– Hose nozzles
– Garden gloves
– Notepads
– Pens
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North Texas: 2006 Campaign
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North Texas: 2006 Campaign
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North Texas: 2006 Campaign
FY 06 Return on Investment

Added Value
Media Relations $1,502,860
Paid Media $465,050

Total Added Value  $1,967,910

ROI $1.99 value for every $1 spent
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2006 Research 
People who know Lake Lavon is primary water 

source.
• 42 percent

– Compare to 24 percent, Region C, 2004 study

Baselice & Associates, for NTMWD, October 2006
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2006 Research 
89 percent said they saved more that summer 
than the previous summer

Baselice & Associates, for NTMWD, October 2006
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2006 Research 
People are motivated by the possibility of not 
having enough water for the future.

Baselice & Associates, for NTMWD, October 2006
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Awards 

• AWAA, Texas Section
– Watermark Award for Communications 

Excellence
– 2007 Conservation and Reuse Award, Large 

Utility District

• Texas Public Relations Association
– Silver Spur, Community Relations
– Best of Texas, Video
– Best of Texas, Press Release
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2007 Campaign 

• Possibility of moving from Stage 3 Drought 
to Stage 4

• “Weather-proof” campaign
• January focus groups
• Budget: $1.7 million
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2007 Campaign: Dry Weather 
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2007 Campaign: Dry Weather 

QuickTime™ and a
H.264 decompressor

are needed to see this picture.
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2007 Campaign: Any Weather 
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2007 Campaign: TV PSAs 

QuickTime™ and a
H.264 decompressor

are needed to see this picture.
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2007 Campaign: Banner Ads 
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2007 Campaign: Banner Ads 
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2007 Campaign: Web Site 
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2007 Campaign: 
High Water IQ Home 
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2007 Campaign: 
High Water IQ Home 
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2007 Campaign: 
High Water IQ Home 
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2007 Campaign: Outreach Brochure
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2007 Campaign: Outreach

photos
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2007 Campaign: Outreach
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2007 Campaign: Outreach Results

• March 17 - Sept. 26
• 23 events, 27 days
• 10 cities
• 50,000 participants
• 1 million road impressions
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And then the rains came …
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2007 Campaign: PSA Return

Medium PSA Value
Television $199,850
Cable $43,515
Radio-Traffic Sponsorships $168,624
Total $411,989*

*PSA return up from $360,070 in 2006.
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2007 Research
• Awareness of WIQ doubled

– From 19% to 39%

• Knowledge of water source steady
– “definitely know” 42% in 2006 v. 41% in 2007
– Get my water from Lake Lavon 42% v. 43%

• 92% who know water source conserve
– Compared to 84% who don’t know

• 43% who know Lake Lavon save every chance 
they get
– Compare to 28% who say some and 38% who say 

none



North Texas Municipal Water District

2007 Research

• Despite great amounts of rainfall this 
summer, have you continued to save 
water?
– 93% yes

• Heard about change from mandatory to 
voluntary watering restrictions?
– 69% yes
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2007 Research

• Do you agree you can follow your city’s 
watering schedule and guidelines and still 
maintain an attractive, healthy yard?
– 79% agree
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2007 Results
• Will there be enough water available to North 

Texas in the future?
– 6% said more than enough
– 11% about the right amount
– 32% enough, but not much extra
– 29% probably not enough
– 18% considerable shortage

79% concerned about future supply
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2007 Research

• #1 motivation to conserve
– “Ensuring there’s enough water for the future”
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Effects on Water Consumption
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North Texas Municipal Water District
Years 1999-2000 vs. 2005-2006

Daily Water Consumption
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5 Year Avg 2005-2006 Rainfall 2005-2006 (7 day avg) 1999-2000 Demand Plus 26% Increase from 2000 to 2006

Stage 2 Initiated 
1/11/06

Stage 1 Initiated 
10/28/05

Stage 3 Initiated 
6/1/06

Initiated Water IQ
6/1/06
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North Texas Municipal Water District
Year 2000 with Projected Increases vs. 2006-2007 Actual Usage

Daily Water Consumption
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