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Introduction

Tuerff-Davis EnviroMedia Inc. conducted a comprehensive Water Awareness Research Study to help illustrate the 
importance of knowing where our water supply comes from and how it is consumed. This research pinpoints 
critical attitudes and behaviors among Texas citizens and those affected by the Governor’s Water Conservation 
Implementation Task Force’s recommended Best Management Practices.

A combination of qualitative and quantitative research was strategically conducted to benchmark statewide 
attitudes and perceptions about water efficiency. Since attitudes, climates and water supplies vary in Texas 
unlike in any other state, the research studies were segmented geographically according to the Texas Water 
Development Board’s 16 Regional Water Planning Areas. EnviroMedia’s water awareness strategy focused 
on three research target groups for all regions: regulated community, stakeholders and citizens.

Research was conducted during the following dates:
In-Depth Interviews  July–August 2004
Quantitative Survey August 2004
Focus Groups  October 18–21, 2004

The following pages provide a complete analysis of the findings. These findings may be used as benchmarks 
for ongoing campaign results and as a resource from which to develop the most effective messaging and um-
brella brand for the state’s potential future water awareness and conservation efforts. 

EnviroMedia assembled a top team of independent research experts to help conduct this research study. Base-
lice and Associates conducted the quantitative survey, and Wilson Research Strategies conducted the 
focus groups. EnviroMedia’s in-house research team conducted the in-depth interviews and provided the over-
all research project management and strategic analysis.

The data contained in this report is the sole property of the Texas Water Development Board.
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Research Overview

The Water Awareness Research Study provides a detailed look at water issues in Texas. 
The Study contains three components: Water Stakeholder Interviews, a Quantitative 
Consumer Survey and Focus Group Testing.

Executive summaries, detailed findings and copies of all raw data, questionaires and formal 
deliverables are provided in hard copy and in electronic format in this Study.

The following is an overview of each research component's key findings.

Key Findings
Water Stakeholder Interviews

From analysis of the 100 water stakeholder interviews, it is clear that concern about water supply runs 
very high and that stakeholders believe conservation is considered the most important environmental 
issue for Texas.

Virtually every stakeholder would like to see a statewide public education campaign to increase water 
conservation among the public. Funding for water conservation is highly desirable with fees on bottled 
water or a flat fee on all water meters as the preferred mechanisms.  

A majority of stakeholders perceive each of the Water Task Force’s nine conservation strategies as 
effective; with public information and outreach strategies identified as most effective.

Quantitative Consumer Survey

The research derived from a statewide quantitative survey of 1,228 Texans underscores that water 
conservation is also important to the general public, not just to water stakeholders. In fact, the level of 
agreement is overwhelming – 98 percent of respondents believe that water conservation is important.
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The following conclusions by Baselice and Associates further explain the 
general and specific attitudes about water conservation.

A noteworthy finding is that while nine out of 10 Texans say they take some 
steps to conserve water now, almost three quarters (72 percent) believe 
they could do more. This significantly untapped potential should be further 
explored.  

Eighty-seven percent of Texans feel it would be beneficial to increase the 
awareness of water conservation techniques through a public education 
campaign similar to “Don’t Mess with Texas.” 

While 46 percent of Texas residents are aware of efforts in their part of the 
state to conserve water, 71 percent believe the State of Texas should fund 
the implementation of conservation strategies.  
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Comparing the Water Stakeholders with the Consumer Interviews

The questionnaires for the stakeholders and the consumers for this project were very different by design. 
The stakeholder group is by definition more aware of water issues and more sophisticated about potential
risks and solutions. The questions aimed at them were therefore more detailed and more focused on 
specific strategies. Consumers are less aware and less knowledgeable about water conservation so the
focus in that segment is on their water use and potential messages that might shape that behavior in the
future. However, despite these differences, four areas provide a useful comparison of opinions to ascertain 
the degree to which the stakeholder’s attitudes represent the general public opinion. 

1. Biggest Environmental Concerns Are Different
Not surprisingly, the primary environmental concern among water conservation stakeholders is water
quantity. Consumers’ top concern is air pollution. However, when prompted about water conservation,
consumers said it was very important.

2. Awareness of Local Water Efforts Is Different
Stakeholders are far more likely to be aware of local water conservation efforts than are consumers.

3. State of Texas Role Is Consistent Between Both Segments
Both stakeholders and consumers believe the State is most able to ensure Texas has enough water,
and a significant portion of both groups believe the State must work closely with other levels of 
government and consumers to accomplish this successfully. 

4. Both Segments Want the State to Do More to Educate the Public and to Provide Funding to Implement 
Water Strategies

Both stakeholders and consumers want the State to do more for water conservation, including provide
funding to implement water strategies and to initiate a statewide public education campaign.

Fifty-five percent think government (30 percent naming the state government) 
is most able to ensure Texas has enough water, versus 24 percent who think 
consumers are most able. 

Sixty-two percent do not think state government is doing enough to educate 
the public on ways to conserve water. 

Eight out of nine (87 percent) respondents are more likely to conserve water 
after learning more about it and hearing some ideas.  
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Focus Group Overview

The focus groups are a mechanism to test creative messages to determine how to maximize water 
conservation in Texas. The groups indicate that supporting the need for conservation with specific facts 
and statistics is an important component in motivating conservation behavior. A combination of saving 
money on water bills and saving water proved to be the most effective message tested. “Water IQ” is the 
most popular logo tested, especially when presented with “Know your water” as a tagline. 

Marketing Recommendations

EnviroMedia's marketing team has reviewed the research and combined the findings with their own 
extensive experience in designing and executing marketing campaigns to develop a recommended
approach to increasing awareness of water conservation in Texas.

“Water IQ, Know your water” is the recommended branding concept to be used in future water awareness 
campaigns. The Water IQ brand is a compelling way for the State of Texas to promote the awareness of the 
importance and relevance of water to the future of Texas. “Water IQ, Know your water” challenges resi-
dents to think about their knowledge of water resources and encourages them to learn more about ways 
they can be more efficient with their water use. The brand is seen as strong and attention–grabbing with 
universal appeal. The iconic nature of the water drop draws in observers and immediately registers the 
association of water and knowledge in the mind of the viewer. The brand is versatile and can be used in all 
forms of communication.

Spanish concepts were evaluated in two Hispanic-dominant markets (Laredo and El Paso). “Water IQ” 
resonates more among the Spanish speaking audience than its Spanish equivalent and clearly 
communicates water awareness. The Spanish-speaking audience, reacted similarly to Anglo audiences 
to the brand, citing its clear graphic elements and challenge to learn more.

However, to deepen the brand’s connection to Hispanic audiences, the recommendation is to fully 
translate the tagline from “Know your water” to “Conozca su agua.”
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Brand Recommendation
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Water Conservation 
In-Depth Interviews Summary
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Research Objective

The primary objective is to benchmark existing attitudes and perceptions regarding water 
conservation in Texas now and in the future among key stakeholder groups.

Research Methodology

One hundred stakeholders were interviewed individually by telephone during the weeks of July 12 through 
August 7, 2004. The stakeholders were selected at random from a list compiled by the Texas Water Devel-
opment Board (TWDB). The list included individuals who are actively involved in water issues and represent 
a cross section of water regions across Texas and across several major stakeholder groups including:
 • Municipalities
 • Agriculture

• Industry
• Environmental Groups
• Regional Water Planning Groups
• Federal and State officials
• Professional Water Conservation Agencies

Figure 1 is a matrix that shows the breakdown of stakeholders by affi liated stakeholder group and by 
water region. A copy of the questionnaire used in the interviews is included at the end of this section.

Figure 1: Stakeholders by Group and Region

GROUP      NUMBER OF INTERVIEWS

Agriculture         12 
Environmental        13 
Municipalities            8 
Industry               9 
Counties        11  
Water Districts        13 
Water Utilities           6 
Public Members           6 
Electric Generating Utilities         5 
River Authorities           7 
State Agencies          3 
Small Businesses         6 
Other (Chair of Region M)        1 

Page 1 of 4



©2004 Tuerff-Davis EnviroMedia Inc. Printed on recycled-content paper

Executive Summary

The primary findings from this report are:

Concern about water quantity in Texas runs very high among those most involved in water issues. 
This issue ranks number one among stakeholders when asked what the biggest environmental problem 
in Texas is now and will be in the future.

 All but one of the stakeholders believe water conservation is important for Texas. However, no one 
reason alone is driving its importance.

 Some of the reasons water conservation is necessary included drought response, the need to develop 
new water sources and as part of a comprehensive water policy. 

 Seventy-seven of the 100 respondents are aware of local water conservation strategies in their area.

 Stakeholders believe the state is most responsible for ensuring Texas has enough water. However, 
they also believe the state needs to work closely with local governments, consumers and “everyone 
else” to get the job done.

Attitudes are mixed regarding whether the State Water Plan places sufficient emphasis on water conservation.

The most important actions state level officials can do include:
• Provide funding, incentives and/or penalties to encourage conservation
• Create stronger laws and mandates

REGION      NUMBER OF INTERVIEWS

N  Coastal Bend         5
O  Llano Estacado        6
A  Panhandle        7
E  Far West Texas         5
F  West Texas         7
H  Houston Area         7
D  North East Texas        7
B  North Texas          5
I  East Texas Region        7
C  Dallas Area         9
G  Brazos Region (Waco, etc.)       6
J  Plateau Region (Kerrville Area)      6
K  Lower Colorado Region (Austin)       7
M  Rio Grande Region (Laredo, Brownsville)     5
L  South Central Texas Region (San Antonio)    7
P   Lavaca Region         4

Figure 1: Continued
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Ninety-six of the 100 stakeholders want to see a statewide educational campaign similar to 
“Don’t Mess with Texas” for water conservation.

Ninety of the 100 stakeholders are interested in the state providing funding for water conservation. 
More than half support fees on bottled water sales and almost half support a flat fee on all water 
meters. Figure 2 is a matrix showing how much support exists for specific funding mechanisms.

In terms of specific water conservation strategies, a simple index from the results was created that 
combines stakeholder awareness and perceived effectiveness of nine different strategies, ranked 
in order as shown in Figure 3. 

*Note that irrigation practices for agriculture refer to the efficiency of the technology and systems used 

to irrigate. Land management designates practices such as brush control or conversion to dryland farming.

Agriculture water use management includes water audits.

Figure 2: Support for Specific Funding Mechanisms

Fees on bottled water        57%
Flat fee imposed on all water meters     48%
Fee on out of state water suppliers     28%
Increasing the state portion of the sales tax    27%
Using money from the water infrastructure fund    25%
Fees on plumbing fixtures      19%
Fees on water industry goods and services    16%
No support for any funding source     16%
Fee based on water consumption      11%
Write in support for other funding sources       8%

Figure 3: Water Conservation Strategies Index

Strategy            Aware     Effective           Index

Public information and outreach    97   94  191
Irrigation practices for agriculture*  94  91  185
Financial/technical support   96  89  185
Land management*    91  83  174
Use of greywater    91  84  175
Agriculture water use management*  80  82  162
Large user strategies    69  82  151
Rainwater harvesting    85  63  148
Individual meter replacement/   61  76  137
Deployment
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Of these nine strategies, all were perceived to be effective by more than two-thirds of the stakeholders, 
and all but one were perceived as effective by three-quarters. 

In addition, when asked separately what the single, most effective strategy for water conservation would 
be, 38 stakeholders focused on education and public awareness and 29 focused on pricing or rate 
structures. The remainder was spread among nine other strategies.

Conclusions from the Stakeholder Research

1. Water conservation is the most critical environmental issue in Texas among stakeholders. 
People who are actively involved in water issues are most concerned about conserving it.

2. Stakeholders believe the state is most responsible for ensuring the water supply in Texas, but 
they are not convinced the State Water Plan is focused enough on water conservation.

3. Virtually every stakeholder wants to see a statewide campaign to educate the public about the need 
for water conservation. In fact, education is considered the top strategy for taking conservation to 
the next level in Texas.

4. Funding for water conservation is highly desirable, with strong support for a bottled water tax and 
a flat fee on all water meters.

5. Each of the nine water conservation strategies included in the research are favored by most 
stakeholders. Outside of these strategies, education and public awareness, and pricing or rate 
structures are preferred by most stakeholders.

See enclosed CD-ROM (disk) at the end of this report for matrix containing complete details on 
in-depth interviews.
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