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Water Conservation 
2005 Public Awareness 
Campaign

Special Joint Committees of Health, 
Environment & Human Services and 
Finance & Audit
January 10, 2005
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Briefing Objectives

Highlight 2005 Public Awareness 
Campaign Strategy
Recommend Public Awareness 
Advertising Consultant for FY 2005
Seek committee support for contract 
award for FY 2005 Public Awareness 
Consultant
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2005 Public Awareness 
Campaign Contract

Three-year Contract 
Recommendation to award contract for three years to 
provide year around continuity of campaign

• Total three-year contract amount of $3,480,000
• Annual appropriations of $1,160,000 based on 

prime consultant’s performance and results 
achieved

• If performance is deemed unsatisfactory upon 
annual review or at any time between annual 
review periods, contract will not be renewed and 
new request for proposals will be advertised
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2005 Public Awareness 
Campaign Strategy

Continue previously established approach of 
targeted messaging and specific calls to action 
utilizing multi-media advertising and public 
relations
Continue to heighten local and regional public 
awareness of the importance of water 
conservation 
Integrate 2005 campaign objectives with Five-
year Strategic Plan goals

City and Regional Leadership & Commitment
Enhanced Education & Outreach

• Additional Activities for School-age Children
Rebates and Incentive Programs
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2005 Public Awareness Campaign 
Strategy (continued)

What’s New This 
Year?

Selection of new 
consultant with fresh 
campaign approach

What will Remain the 
Same?

The “Save Water”
brand and logo will 
remain the same.

• City of Dallas 
registered trade 
mark
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2005 Public Awareness Consultant 
Selection Process

Request for Proposals Advertised in September 2004
Three proposals received

• Dickie & Associates
• Burson-Marsteller
• Verve Communications

• All candidates invited to present their proposals
• Selection Committee chose 1 finalist and requested a 

second presentation
• Selection Committee unanimously chose finalist based on 

demonstrated ability to administer contract
• Burson-Marsteller chosen as most highly qualified 

candidate for three year public awareness campaign 
contract
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2005 Public Awareness Prime 
Consultant 

Burson-Marsteller Experience & 
Qualifications

• Proven ability to develop successful, 
integrated public awareness campaigns

• Working relationships with reporters and 
editors at Dallas media outlets

• Excellent grassroots relations with 
community-based groups

• Firm has local office with global resources
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2005 Public Awareness Prime 
Consultant (continued)

Burson-Marsteller/Dallas
Firm has expertise in public affairs, consumer brand 
marketing; positioning; strategy development and 
execution; corporate change management and 
financial communications
Recently worked on campaigns for the following 
organizations
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2005 Public Awareness Prime 
Consultant (continued)

Burson- Marsteller
• Established New York: 1953

• Texas: 1999
• Employees Global: More than 2,000

• Texas: 25 (Dallas and Austin) 
• Offices Global: 92

• Texas: Dallas and Austin
• Named PR Week’s 2003 Agency of the Year, 

Burson-Marsteller is a leading global public 
relations and public affairs firm, integrating service 
through 46 wholly-owned offices world-wide
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2005 Public Awareness Campaign
Sub-consultants

Egiebor Expressions
• Established 1993
• Employees 8
• Offices 1 Dallas
• African-American owned firm offers creative 

writing, consulting, public relations and media 
relations

• Specializes in developing outreach to all 
segments of urban communities

• North Central Texas Regional Certification Agency 
M/WBE applied for-pending
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2005 Public Awareness Campaign
Sub-consultants (continued)

Egiebor Expressions
To reach the various facets of the African-American 
population, Egiebor Expressions created a unique approach 
to awareness, tied to the National HIV testing date of June 
19, 2003. 
Egiebor Expressions worked with Black AIDS and The 
Dallas Examiner to promote the above initiative. 
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2005 Public Awareness Campaign
Sub-consultants (continued)

Quill/AWA
• Established 1999
• Employees 3
• Offices 1 Dallas
• Firm was formed by veteran Hispanic marketing 

and public relations professionals
• Operates a network of marketing professionals in  

top Hispanic markets
• Senior management has native fluency in Spanish
• Company certified as minority-owned business by 

North Central Texas Regional Certification Agency
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2005 Public Awareness Campaign
Sub-consultants (continued)

In Mexico, where most 
cooks make salsa from 
scratch, Quill/AWA 
launched PACE Picante 
Sauce and captured a 22% 
market share in the first six 
months of the campaign
Quill/AWA has also worked 
with the following 
organizations
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2005 Public Awareness Campaign 
Budget Recap

Prime and sub-consultant participation of contract 
percentages (without hard cost for media buy)

Burson-Marsteller $245,000
Quill/AWA $145,000
Egiebor Expressions $30,000
Total $420,000
Public Awareness Campaign (with hard cost)

• Estimated Cost $1,160,000
• $420,000 Total for Consultant Fees
• $740,000 Total for *Media Placement (Hard Costs)

• Minority participation will be 42% of consultant fees 

• *See appendix for 2004 media placement summary.  2005 media placement will 
endeavor to achieve the same level achieved in 2004- at a minimum.
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Recommendations
2005 Public Awareness Campaign to 
continue overall goal of heightened 
public awareness

Authorize consultant with fresh approach 
Approve three year contract to provide year 
around continuity to campaign
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