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Solid Waste Management — Cairo

Social Marketing Campaign

In early 2003, Cairo will embark on a program to privatise solid waste management
(SWM) in several zones of the city. In order for the new SWM program to work
effectively, there must be a free flow of information between the companies contracted
for privatization, the Governors’ office and the stakeholders. Abt Associates (Abt) and
the Community and Institutional Development (CID), in collaboration with the Academy
for Educational Development (AED), has designed a social marketing campaign that
includes a comprehensive strategy and a set of communication tools/activities to promote
a better understanding of the new system and motivate people and organizations to
comply.

The recommendations made in this proposal are based on an analysis of information
gathered from several sources. The primary source is the social marketing research
conducted by PARC, which, in brief, calls for a campaign to inform the target audiences
of how to comply. Abt, CID and AED have examined the findings of qualitative studies
conducted in the southern zone of Cairo in order to further develop the strategy. Careful
consideration has also been given to anecdotal information gathered through formal and
informal interviews with officials and individuals concerned with the privatization effort.
Finally, the experiences over the past two years with the SWM privatization campaign in
Alexandria has provided valuable insight for the development of this proposal.

Methodology

The process of designing and implementing the SWM communications campaign is done
in four phases.

I. Analysis and Strategy Development

2. Design of Program Prototypes and Activities
3. Production of Program Materials

4. Implementation, Dissemination and Evaluation

We are currently in phase one of the process. We have identified the target audiences
and conducted social marketing studies to determine the informational needs of these
groups. We have agreed upon the goals we hope to achieve with each through meetings
with the contractors, the public awareness campaign team (PACT), concerned
government officials and representatives of each target group. We have examined the
perceptions and misconceptions, attitudes and information deficits of the target groups.
We have studied the media environment and the variety of possible professional and
community networks for disseminating information about SWM. We have also
examined the incentives and disincentives for each group to participate in or support the
new program and what obstacles they will face along the way. (see target sheets)

This strategy paper defines the tools and activities for each of the target audiences and the
modes for disseminating the information. Following the approval of the strategy, design



of program material can begin with close attention given to the content, tone and
approach. The tools and activities outlined in the strategy will be designed and created to
address the immediate needs of the program. When the strategy is agreed upon, the
design phase will begin right away and prototypes of the basic elements for the print
program will be completed by late December, 2002. The messages and means of
communicating them to the different target groups will be tested in focus groups to assure
an accurate and efficient approach.

Analysis

AED, in collaboration with the Pan Arab Research Center (PARC), conducted a social
marketing study in the Cairo southern zone. Based on the partner perspective and
recommendations of key players in the new SWM system, the study surveyed the four
main targets of the upcoming communications campaign. They are home managers,
industrial workers, small business owners and children. These target groups were
distinguished as those audiences whose understanding, participation and supportive
actions are believed to be essential for the success of SWM privatization.

PARC’s research in south Cairo was designed to identify residents’ attitudes toward
issues related to the privatization of solid waste management (SWM) in the area. PARC
followed established social marketing research methods in conducting the study.

Researchers conducted face-to-face interviews with 300 home “decision-makers”
(defined as adult males or females), 100 children and 100 small business owners and
industrial workers. Respondents cited a range of problems related to drinking water, air
pollution, noise pollution, sewage, garbage collection and flies. The study found that the
average household in South Cairo produces three bags of garbage per week, and spends
about LE 2.6 per month for garbage collection. A link was established between income
levels and the level of garbage collection service, with two-thirds of higher income
households being serviced and only half of lower income households being serviced.
Two-thirds of all garbage collection services were provided by the private garbage
collectors known as zabbaleen.

The study showed that 69% of respondents were not aware of SWM privatization.
However, the great majority of respondents felt that improving the garbage collection
service would eliminate flies (97%), reduce illness (93%), reduce odors (96%), improve
cleanliness (97%), eliminate rodents (8§7%) and improve the overall quality of the
environment (97%). Respondents were willing to pay, on average, LE 3 per month for
these improvements.

The social marketing research conducted by PARC is being used to formulate the public
awareness campaign in support of SWM privatization in Cairo. In collaboration with Abt
Associates, Community and Institutional Development (CID) and the Cairo governorate,
AED will create public awareness and communications materials for the public
awareness campaign. The materials will be designed to address the information gaps and
opportunities identified by PARC’s research. AED will produce printed materials in a



way that complies with an agreed-upon SWM graphic identity for the larger privatization
effort, such as fact sheets for schoolchildren and religious leaders, stickers for garbage
containers, and posters for schools. In keeping with the findings of the earlier social
marketing research, the public awareness campaign will seek to make residents more
aware of the SWM privatization program and particularly the role of the general public in
complying with the program, while demonstrating that privatization will cost-effectively
address the environmental problems of greatest concern to residents and realize the
benefits that they are hoping for. It is anticipated that building this campaign on
fundamentally sound research will greatly increase the likelihood of success.

The SWM communications campaign should not only generate a greater understanding
among the four strategic target audiences; it should motivate them to comply. While a
large majority of those surveyed through this study noted that they understand the need
for a new system of garbage collection — for health and sanitary reasons, few are aware of
the upcoming privatization efforts. Most are willing to pay more for an effective service.
Many of them believe that they have some responsibility in this system. They simply
need to know how to comply.

Abt, CID and AED have analyzed the obstacles and opportunities, the informational
needs, attitudes and characteristics of the target audiences in Cairo’s southern zone in
order to properly frame the campaign messages and define the proper tools/activities to
efficiently deliver them. Based on our preliminary analysis, we have found that a lack of
knowledge about the new system exists among all target groups. There are information
deficits and it will require an aggressive effort to fill this gap. The SWM communications
campaign will attempt to overcome these obstacles by addressing them directly and
making an aggressive effort to distribute timely relevant information to all audiences.
The recommendations for the campaign include:

e Focus on compliance behaviors

e Generate excitement and confidence

¢ Maintain a consistent message

e Utilize newspapers, TV and community groups

e Recognize government and private contractor efforts

None of this can be done half-way. Nor can it be done with all of the players in this
effort operating on different tracks. Abt, CID and AED have met with the three
contractors to learn about their own efforts to educate the public on the new system.
It is important to note that the contractors are all willing to collaborate in sending a
common message to the target groups. They understand how much more effective
their communications efforts can be if linked to a unified campaign that takes an
integrated and comprehensive approach. The target groups must feel as though it is
"raining" SWM ...there is information about the program everywhere they turn and it
is indeed the topic to follow. Target groups can easily sense how important the issue
is just by the effort made to communicate it.

SWM Communications Strategy



The following are some of the basic principals that should guide the development and
implementation of the SWM communications campaign.

« Promote a clear understanding in the southern zones of Cairo of the new
garbage collection system and how to comply.

+ Be direct, forthright and positive in presentation. The basis of the SWM
communications campaign should be integrity, credibility and transparency. It is
important to keep in mind that the credibility of the communication program is
one of its primary assets in the minds of the four target groups.

* Information should be factual, presented in a neutral tone, with a clear
presentation of the rewards of environmental conservation. It should be positive
but not so much so that it is regarded as promotional.

+ In as many ways as possible, the SWM communications campaign should try to
incorporate techniques and strategies used for successful marketing campaigns in
the private sector. The local public responds well to innovative communications
attempts. By following the lead of such private sector ventures, the SWM
communications campaign can capitalize on effective and efficient approaches.
Within reason and cultural norms, all that can be done to get the message across
should be considered.

+ Develop formal and informal systems for listening to the various audiences.
Communications works best when it is a two-way dialogue. Responding to the
needs of the target groups means tuning into them. The SWM communications
campaign should regard collecting information as important as distributing it.

It is important to clarify misconceptions and to be responsive to questions and inquiries
from the participants. Dealing with what people think they know is often more difficult
than dealing with what they know or what they know they don't know. The SWM
communications campaign will attempt to help change any perceptions about the new
system that are not based on the facts while putting forth an honest portrayal of what is
indeed being put in place.

In order to effectively improve the way the public thinks about SWM, the media must be
treated as a partner in the process of information delivery. In essence, this partnership
will become a tool for reaching all target groups. The PACT must build a positive
working relationship with reporters and editors by being proactive, carefully monitoring
what is reported in the media, acknowledging when the messages are right and informing
them when they have misrepresented information. We must always focus on the people
whom can be reached through the media, not the press agency itself. We are, in effect,
utilizing this medium to accomplish the goals of the program. We can only make the best
use of the media by communicating well with it.

Design and Production of the Elements of the Campaign

The SWM communications campaign includes the production of a set of communications
tools that will be used collectively to disseminate information to the target audiences. It



is recommended that all SWM communications campaign materials be produced with the
same graphic identity, based on a logo or slogan that is clearly visible on all products. As
there are four private contractors who will be implementing the new SWM system, each
of whom will want to have their logo highly visible on trash cans and other program
items, it is even more important to have a theme or common look established with one
graphic identity for all. This will help streamline the information delivery process and
allow for all SWM communications campaign materials to have a greater impact.

The following is a list of the tools and activities recommended for the SWM
communications campaign:

PRINT PROGRAM

SWM Brochure (Frequently Asked Questions — FAQ)
Stickers/Labels

Flyers for bulletin boards

Pocket Calendars

PRODUCED ITEMS
Traveling Exhibition
Trash Cans

Metro Signs

Super Market Signage
Phone Cards

Litter Bags
Notebooks

ACTIVITIES

Cross-Marketing

Journalist Workshop

Speakers Program

Community Mobilization (Package)
Media coverage interviews/talk shows
Radio Spots

Some of these tools are explained in more detail below.

A SWM brochure that answers all the frequently asked questions is a basic tool that
provides accurate information about the program for all target groups (with the exception
of the children).

Labels could be used on trashcans or other program tools to establish a unified graphic
identity. Stickers could reinforce the program messages for children

Flyers are an inexpensive way to reach a large target with a detailed printed message.
Two sets of flyers should be produced to assist the SWM communications campaign.
Flyers for industrial workers could be designed for bulletin boards. Flyers would also



work well for school children.

A traveling exhibit should be designed to reinforce the speakers’ program. This exhibit
could include a sophisticated foldaway display, a rack for brochures/flyers and other
relevant tools.

A Community Mobilization Package should be created to provide step-by-step
instructions of how to get started for those who wish to “clean up their neighborhoods”.
This could be an effective tool in the effort to mobilize community groups and sustain the
SWM communications campaign. It would contain brochures, flyers and stickers for the
leaders of community organizations to distribute within their own networks. A package
for Muslim Imams could offer talking points to be addressed about environmental issues
at the Friday prayer services. A package for teachers could outline ways to motivate
students through environmental policy committees. An awards scheme could be
designed to recognize successful efforts.

The press and media must be given accurate transparent information and encouraged to
become a partner in the program. An attempt should be made to organize talk shows and
interviews on the TV and Radio. The qualitative study showed that the majority of home
managers, industrial workers and small business owners listen to the radio during the day.
This would be an effective vehicle for transmitting SWM messages to them.

Communications materials are expensive so it is wise to make the best use of resources
by creating multi-purpose tools that can effectively serve more than one group. While
giving careful attention to the messages, in content, framing and tone, and pilot testing
them with target groups, tools must be designed that can effectively serve more than one
target.

Sustaining the Campaign

It is highly recommended that the SWM communications campaign make a concerted
effort to recruit outside assistance in the NGO sector and among community
organizations. Some of the best social marketing strategies are built on already existing
networks. Creating a sustainable campaign depends on the support and collaboration the
program receives from community based organizations.

When partnering with big corporations who do ongoing marketing campaigns for their
own products, the SWM communications campaign can benefit tremendously from
simple cross-marketing. McDonalds might be interested in producing and distributing
litterbags for cars while Dominos Pizza might accept to put SWM messages on student
notebooks. Expensive outreach can be accomplished this way with relatively small
investments. The SWM communications campaign offers these companies the prestige of
being involved with an honorable cause. The PACT should play an essential role in
generating interest in this program among the corporate community.



[mplementation, Dissemination and Evaluation

This proposal outlines a plan, including a timetable, for the production and dissemination
of the information tools/activities for the target audiences. The plan is designed to meet
the needs of the SWM communications campaign to transfer information efficiently to
those who will potentially make a difference. The printed materials will be used as a
foundation for all the other media to insure a level of accuracy and quality control and to
reinforce the SWM communications campaign brand awareness.

It is most important that the PACT team pay very close attention to the changing needs
and attitudes of its audiences throughout the implementation of the campaign in order to
best assess what sort of tools and messages should lead the program into the coming
years. As the target groups receive the first round of information, their needs change. It
is up to the PACT to continually access the success of the campaign and the changing
needs for information. Based on this assessment, the medium and long-term strategy of
the campaign can be defined.

Dissemination of information during the campaign takes careful planning and
preparation. After many of the tools have been created for the program, human resources
are needed to implement it and disseminate the program to the targeted audiences. It
takes a lot of time and dedication to build partnerships with other organizations and
create effective networks for disseminating the materials.

Solid Waste Management — Southern Zone — Cairo

Communications Campaign
(2003)

Tools and Activities Target Groups Roll-out

Home Industrial | Small Children
Managers Workers | Business
Owners




PRINT PROGRAM

SWM Brochure X 3 Jan 03
Stickers/Labels ¥ X Jan 03
Flyers-bulletin boards X X Jan 03
Pocket Calendars X - Jan 03
PRODUCED ITEMS

Traveling Exhibition Jan 03
Trash Cans X Jan 03
Bus/Metro Signs X Jan 03
Super Market Signage Jan 03
Phone Cards X X Jan 03
ACTIVITIES

Cross marketing X Feb 03
Litter Bags (vinyl)

Cross marketing X Feb 03
Notebooks

Press Support X Jan-Mar 03
Journalist Workshop X X Jan 03
Speakers Program X X Jan-Mar 03
Community X X Jan-June 03
Mobilization

Package

Media coverage X Jan-June 03
interviews/talk shows

Radio Spots Jan-June 03




Annex 1

Solid Waste Management Privatization
Graphic ldentity
“Look Book”
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Please follow these tips in order to assure that the Graphic Identity of the Cairo
SWM Public Awareness Campaign is never compromised in the production of print
materials.

Maintaining a unified look will assure greater efficiency in communicating cam-
paign message:

1.

2.

Use standard colors ALWAYS. Specify the PMS color number when dealing
with designers and printers.

Use standard fonts ALWAYS. Changing the font size is acceptable, changing
the font style is NOT.

. You MUST always use related pictures for your contracted zones.
. The Governorate of Cairo and the CCBA must always authorize change in stan

dard content.

. Verify that the content of the print material is accurate, by having several peo

ple proofread it, make sure telephone numbers and contact information are cor
rect before printing.

. Always use the demanded logos, which in this case is that of the Cairo

Governorate.

. Always use the demanded slogan, which in this case the one chosen by the

Cairo Governorate, CCBA, and all contractors.

. Do not be tricked by low-cost printers. After several attempts at getting it right.

Low cost printers are anything but low-cost.

. For any additional inquiries or assistance, the publication and graphics depart

ment at the Academy for Educational Development (AED) would be pleased to
be of service.

Contact Numbers: 3588166

358 2653
359 4344

" hshahat@aedeg.org
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1- Fact Sheets: Religious Leaders, NGOs, and School Teachers
Size: A4
Paper: Couche 170gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: Varnish )
Onalaadl g Lo sSall jud olaliiall o Losalt clolyalt 35LEa i, —
ploa We LG, 0l g 05
Full colors recto/verso : ,all
Cut sheets :caulazll
Varnish : g ,al

2- Flyers: Religious Leaders General Public, and School Children
Size: A5
Paper: Couche 170gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: Varnish
caotaall Lthd o Lol ale  Lgigall o loluill ol gho ~¥
A5 spaall
ploa VWVe Ll oS:G 0l g o
Full colors recto/verso :,all
Cut sheets : i lasli
Varnish : ¢ ,al

3- Electric Bill Flyer
Size: A5
Paper: Couche 170gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: Varnish




4- Posters
Size: 50 x 70cms
Paper: Couche 300gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: UV Lamination

5- Contractor Employee Badge
Size: 5.5 x 9.5cms
Ink: Full colors recto
Other: Cloth Stitching

6- School Children Stickers
Size: 10.5 x 15cms

Paper: Glossy Sticker

Ink: Full colors recto

Binding: Cut sheets

Other: Circle dei-cutting
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Full colors recto/verso : ,aall
Cut sheets : i lazll
Varnish : ¢ ,al
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Full colors recto/verso : .l
Cut sheets :ca izl
UV Lamination : ¢ ,ali
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Full colors recto : ,all
Cloth Stitching : 5, al




7- Garbage Containers Stickers
Size: A3
Paper: Plastic Glossy Sticker
Ink: Full colors recto
Binding: Cut sheets
Other: Two years guarantee
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Full colors recto : jaall
Cuta sheets : i lasif
Circle dei-cutting : s al
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Full colors recto : ,,all
Cut sheets :calazll
Two years guarantee :(g ,al
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Fact Sheets: Religious Leaders, NGOs, and School Teachers
Size: A4
Paper: Couche 170gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: Varnish
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Flyers: Religious Leaders General Public,
and School Children
Size: A5
Paper: Couche 170gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: Varnish
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Cut sheets :aulaz
Varnish : sl

Size: A5
Paper: Couche 170gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: Varnish
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Size: 50 x 70cms
Paper: Couche 300gms
Ink: Full colors recto/verso
Binding: Cut sheets
Other: UV Lamination
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Cloth Stitching : s,al

Size: 5.5 x 9.5cms
Ink: Full colors recto
Other: Cloth Stitching
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Glossy Sticker : 3,4t p
Full colors recto : i
Cut sheets :atazl
Circle dei-cutting :s,al

Size: 10.5 x 15cms
Paper: Glossy Sticker
Ink: Full colors recto
Binding: Cut sheets
Other: Circle dei-cutting

A3 :re.;ll
Plastic Glossy Sticker : 3l p 4
Full colors recto : ,yall
Cut sheets :itazl
Two years guarantee : al

Size: A3
Paper: Plastic Glossy Sticker
Ink: Full colors recto
Binding: Cut sheets
Other: Two years guarantee

Stickers
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