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THE EXECUTIVE SUMMARY

Contracted by the Academy for Educational Development (AED), a qualitative and a
quantitative researches were conducted with the main objectives as follows. The main
objective ofboth researches was to provide recommendations for developing the
effective marketing communication plan for the "Environmental Protection Fund" (EPF)
to promote the EPF's offered services. The second objective was to identiiY the EPF's
target group(s) level ofawareness of the active environmental governing bodies and laws
in Egypt; namely, the EEAA, the EPF, and the Environment Law 4/1994. The third
objective was to identiiY those bodies that should be responsible for promoting
environment protection. activities ofthe EPF and who should be targeted by such
promotion.

Both researches' findings highlighted the una~essof the respondents ofthe activities
of the EPF although they were casually aware of the other active environmental
governing bodies cited above. Both researches findings also depicted the responsibility
of the EEAA, the Ministry ofEnvironment, and the Ministry ofEducation as the main
players in promoting environment protection. Both researches also confirmed that Non­
Governmental Organizations (NGOS), labor unions, women. and students; though some
ofthem are not potential direct applicants to the EPF; they still should be included as part
ofthe target to promote environment protection to.

Based on such findings, the following recommendations were made. First ofall, A
National Television, Press, and Mobile Transportations and Outdoor Advertising
Campaign is essential to build awareness and understanding. Second, a Direct Mail
Campaign addressed to those people and corporations with strong affinity toward
"Environmental Protection" is irreplaceable. Third, Promotional Materials in the forms
ofPrinted Materials, Documents, and Brochures with detai Is about the need to
"Environrnental Protection" is a must Fourth, events Sponsorship should be used. Fifth,
a series of intensive "Persortal Selling" and "Personal Promotion" by EPF's different
rnanageriallevels should be stressed. These series ofpersonal selling should be
conducted at all levels where face-to-filce meetings and formal gatherings with the EPFs
potential prospects. Fifth, Heavy Public Relations activities and interaction with the
media to create broad editorial presence and coverage is necessary. Sixth, Electronic
Marketing Communication tools such as Internet, Interactive Web Site, E-mails and the
Likes should be included in the marketing communication plan of the EPF. Seventh,
seminars and conferences sbouId wode in parallel to the promotional activities previously
highlighted. Last but not the least, heavy Sales Promotion (Visual and In-Kind
Incentives to be offered to the Targeted Groups as token ofappreciation for their suppon
and enthusiasm for "Environmental Protection" is crucial point in promoting the EPF's
activities. The list ofthe Sales Promotion tools recommended includes but DOt limited to;
premium "StaUHlf-the An" incentives for top individuals in either govemment agencies,
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private organizations, or potential investors. Also, attractive and highly visible Point-of­
Public Gathering Displays, Specialty Advertising, and Tele-promotion to NGOs are
extremely effective in this domain.

Based on the researches findings it is highly recommended that the EPF should be more
actively involved as an advocate of environment protection promotion and not refrain its
focus on soliciting funding applications only. It is also recommended that NG<h,
women, labor unions, and graduating students should be considered as part of the EPFs
future target groups as they play an important key role in society when it comes
environment protection.

However, based upon the Draft EPF Support Programs for the Year 200212003, the
following recommendations are due:

•
•

III

•
•

•
•

•

I.

2.

3.

4.

The Promotion Budget should increase to cover the increase in the number of
support programs in the Year 200212003. The promotion budget amount, as is
the case in many Not-for-Profit activities should be a percentage out ofthe
amount allocated for these NGOs.

The implementation of the EPF's promotion activities should be spread over
the year as the implementation ofsuggested support programs are also spread
over the year.

The EPF' should look for new innovative ways ofgenerating funding to cover
its promotional functions and activities so that in the very near future the Fund
could be self-sustainable in terms of its promotional budget requirement.

In promoting its services and activities, the EPF should reach a wider target in
terms ofgenerating the right awareness. Hence, it is eKtIemely important that
the EPF should be the advocate for a public awareness campaign targeting
NGOs, graduates and graduating students, women, labor unions, and blue
collars as all of them have an extremely influencing role on the current EPF's
actual target groups.
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3.

I. The Contract Market Studv ObjectiHs

Identi!, the Communications Proposition capable of raising the ma'"11l111
"Public .-\wareness· about "Environment Protection" among the targeted
groups of the Egyptian Population.
Pro\ ide the Recommendation(s) for an Effective "Public Awarenes.,
Communication Campaign" about MEnv'ironmental Protection" that '<:rves
as the foundation for an "Integrated Marketing Communications Public
.-\ \\areness Campaign".
\lost importantly. the Integrated Marketing Communication Campaign should
at the end of the day provides the necessar:' information to the EPF on ho\\
best to market the Fund. Consequently. the recommendation, and ulllll1ateh
the Public A\\areness Campaign are directed to this end.

2. Introduction & Background

II

•
II

..

•
II

•
•
II

II

In an effort to gain support in Egypt for its campaign to raise pubic awareness .,f
"Em ironmental Protection". the Em ironmental Protection Fund (EPF 11l(~edS 1<'

launch a ,tfllllg Integrated Marketing Communication Campaign to change the
attitude and behavior of the Egyptian Population towards such a critIcal issue

At this pointing time. the EPF would be facing extremely cluner communication and
passive attitude among the Egyptian population for a number of reasons:

I. Steady increase in the number of active charities of all sizes and categories with
similar public service communication messages.

2. A noticeable decrease in the volume of investment due to the general economic
situation in Egy pI.

3. The Marketing Communication Objectives

I. Create broad public awareness of "Environmental Protection".
Enhance the understanding of what the EPF does and why it needs your support.

3. Tunl attenlion into taking positive stand and action (oward '~En\ ironmental
Protection" and in tum toward "The Environmental Protection Fund".

Office: 6 Boulos Hanna St., Dokki, Giza. Tel.: (02) 748-4002 - 748·4026 . Fax (02) 748·4032
E·mail: hegazy@aucegypt.edu ,
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4. The Marketing Communications Approach

To reach the ultimate objecti~e of the study of enabling the EPF to market ib sen ices
and acti\ ilies. it needs to change the targeted groups' perceptions. anitudes. and
ultimalel~ their beha\ ior toward "En~ironmental Protection".

In marketing and cnmmunication terms. this objecti~e would be achie\ed through a
7-Slagt."~ prlli.:t.'sS.

In Stage I. THE AWARENESS BOOSTING STAGE, the focus is to create Ihe
ma:\imum ,mareness possible about"En~ironmental Protection". The Eg~ptian

P,'pulalilln \\ ill become aware of the issue through the mass media communlcalion
campaign. Allhis stage. most of the population remain largely una\\are of the more
specific issues and may express strong but unsettled opinions on the ptohlem.

In Stage ~, THE MENTAL PREPARATION STAGE. the focus is on creating in the
targeted groups" minds the "Urgency on Taking a Stand" in "Environmental
Protection"". Through the specific detailed and target tailored marketing
communication message, the targeted groups will acquire a sense of real urgel"~

aboutlhe issue, with the dominant sentiment being "Do Something" as the "Real
Consciousness Raising" has occurred.

In Stage Y. THE CALL FOR ACTION STAGE. the focus is to make Ihe targel<~d

groups \\eigh Ihe pros and cons ofalternati~es for dealing with the issue. The
largeted groups' mental resistance to facing trade-offs on the issue of
"Em ironmental Protection" will start to collapse. A psychological slale of menIal
tension \\ ill dri~e the target groups to accept change in their mind and heart. The
intellectual resolution requires the targeted groups to clarify fuzzy thinking. reconcile
inconsistencies. consider relevant facts and new realities. and grasp full consequences
of choices, In parallel. emotional resolution requires the targeted groups 10 confront
heir ambi\alent feelings. adjust to might be unwelcome realities and overcome the
urge to maintain the "Status Quo",

5. The Target Market

The Integrated Marketing Communication Campaign should have the 1,)ll<m ing two
main larg~b:

(I. The General Target Group refers to people of all ages, genders. and educati,,"al
backgrounds \\ho carry an affinity to nature/environment and its protection

Office, 6 Boulos Hanna St., Dokki, Giza. TeL (02) 748-4002·748-4026 - Fax, (02) 748-4032
E-mail. hegazy@aucegypt.edu
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(2) Th... Specific Target Groups include th... following:
a. Private Corporations.
b. Pot...ntial Individual Inv...stors in Environment-<lriented Projects.
c. "'on Governm...ntal Organizations <"'GOs).
J. Gov ...mm...ntal Ag...ncies.
.... Academic Institutions (Facult~ and the Administration)
f. Students (High School & Lniversit~)

g. Blue-Collars Labors.
h. Th... Egyptian Female and in specific "Mothers"

..... tthis stag... oftargetmark...t id...ntification. it should c1 ...ar thatth... targ...t ;lUJi...ncc is a
more state l)f mind than a specitic sllclo-demographic group.

II 6. The Marketing Communication Strate!:"

•
•

Consid... ring a limited marketing budget available. the following integrated marketing
communication strategy should be adopted wh...re the focus is to change the target
opinions to\\ard to "Environmental Protection" and to\\ard the EPF:

I. One key visual and claim should act as the strong awareness builder.
') \lultiple copy messages tailored to each of the targeted groups requesting

calls for action.

• 6./ The Marketing Communication Creat;"e Strategy

•
I

I

•

..

..
•

The T\\in Objectives of Awareness and Understanding were chosen because the
conducted qualitative and quantitative researches indicate that the EPF \\ere less \\ell
kno\\n and its activities \\ere less understood. Also. common sense dictate that people
\\ill not give out money or invest in something that they do not kno\\ or understand.

The Creative Strategy should be built upon a VERY STRONG Key Visual combining
impact and attention with immediate transfer to our "Prime Message: A Call for Positive
Action to\\ard the EPF··.

The Prime \Iessage should be a concrete call for action linked with the Unique Key
Visual. This Key Visual and claim should be used as the ongoing hero of the Whole
multi-media campaign.

Since the enective creative strategy demands an "Execution Appeal" that \\ould stand out
from the advertising and marketing communication crowd and clutter. a "Multi-Appeals"
Creative Strate!,') is recommended. A Mix of Fear Appeal. Testimonials. and Animated
Character 'Icon appeals should be used. (NB: This last appeal is targeting students)

Office. 6 Boulos Hanna St.. Dokki. Giza. Tel .• (02) 748·4002 . 748·4026 . Fax. (02) 748-4031
E·mail. hegazy@aucegypt.edu
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The results of both the Qualitative and the Quantitative researches conducted revealed the
recommendation of the ditTerent larget groups use the Fear Appeal in the campaign
execution. Fear is used to demonstrate the negative aspects and the ph"icli dange" and
harm associated \\ ith being passive toward Environment Protection and Pr",crV;Il,,'"

In testimonials. listening to "Environmental Protection Problems and Concerns·· from
EPF·s existing clients will shovv how beneficiary is to interact with the Fund. Therefore.
in testimonials the locus will be on Ihe EPF functions and services through the e~e, of
existing clients. The use of this appeal should be very successful since the targeted
groups can identil) themselves \\ ith.

7. The Marketing Communication Mix

Based on the result generated from both the qualitative and the quantitalive researches
made. the 10110\\ ing marketing communication mix should be explored ;lfld u>cd ,ince it
represents the best exposure medium.

A National Television Adyertising Campaign is essential to build awareness
and understanding. Environment Protection is a national problem and it,
seriousness is growing; hence there exist a dire need to create a national
awareness and understanding of "Environmental Protectio,,·· and the Role the
EPF can play in this respect.

A National Press Advertising Campaign is recommended in conjunction with
the Television commercials.

A Nation wide Outdoor Advertising Campaign is highly recommended to
increase exposure and build on a stronger awareness level. The use of ami,
of Cnipoles and Susselles in highways. entrances of major cities. around
universities and high schools is essential to increase visibilit~ of the
\Jarketing Communication Creative Theme.

4. A Nation wide Mobile Transportation Advertising. on the sides and tops of
/ Trains. Buses. Mini Buses. Taxis and other forms of public lransportalions is

highl~ suggested 10 increase the exposure zone oflhe Plan Crealive Theme 10

beller reach the ditTerenttargeted groups.

5. Direct Mail Campaign addressed to those people and corporations with strong
/ at1inity toward "Environmental Protection". The mailing should include a

personally addressed leiter from a Top Key official in the Egyptian Cabinet.

Office, 6 Boulos Hanna St., Dokki, Giza. Tel., (02) 748-4002 . 748-4026 . Fax, (02) 748-4032
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PC<lmotional \ laterials in the forms of Printed Materials, Documents. and
BlOcliures \\Ith details abOullhe jjeed to "Environmental Protection".
Furthermore. Posters. Stickers and '"Tax-Exemption Contribution" Fom", for
Bank Deposits shoald be produced and included in the "Direct \lail.

h ents Sponsorship. lOvents sponsorhip should focus on "Street bents"
:'taged by EPF' s agents in selected Egyptian governorates to demonstrate to
the Lg\ ptian public lhe urgency of "Em lronmental Protection" P<'r5uading
people to imeract with the EPF.

Imensive series of"Personal Selling" and "Personal Promotion" by EPF's
different managerial le\ cis. I hese series of personal selling refer to series of
'eKe-ill-face meetings and formal gatherings \\here EPF 's managers at all
Ie\ els promote the fund's services to the potential targeted groups prey iously
identified.

Hea\ \ Public Relations activities and interaction with the media to create
broad editorial presence and coverage.

Electronic \ larketing Communication tools such as Internet Interactive Web
Sileo F-mails and the Likes.

Seminars and Conferences focused on "EPF's activities & Funcfions.

Hea\ y Sales Promotion (Visual and In-Kind Incentives to be olTered to the
Targeted Groups as token of appreciation for their suppon and enthusiasm for
"Em ironmental Protection". The list of the Sales Promotion tools
recommended include:

<2) Premium "State-of-the An" Incentives for Top individuals in
GO\ ernmental agencies, Potential Investors in Environmental Protection
projects. and Private Corporations.

(!?) Pomt-ot-Attractions / Point-of-Public Gatherings Displays.
(S"J SpecIalty Advertising.
~., Tele-promotions to NGOs

8. The Measures of Evaluation

•

•
•
•

The Enecti\ enc:,s of the campaign should be measured via a combination of quantified
tracking that monitor public a"'areness and understanding/recognition of the message and
qualitative research that e\aluate the nature of the potential relationship to be estahlished
bel\\een the difterent target groups and the EPF.

6
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This combination of campaign efTectiveness measures was chosen in order to he ahle to
gain insight into the degree to which the different target groups' heal1s as \\ell as 1ll1l1d,
\\ere being 0\ er by the EPF.

7
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I.l THE RESEARCH OBJECfIVES

The Research main Objectives are:

1. Determine the level of environmental awareness about issues

concerning EPF and Law 4/1994 among the targeted groups

including governmental bodies.

2. IdentifY the most effective communication messages and tools

perceived by the targeted groups of the "Environmental

Protection Fund".
3. Provide the necessary recommendation(s) fOr developing the

Effective Public Awareness Communication Campaign for

Environmental Protection Fund that will serve as the foundation

for an effective "Integrated Marketing Communications Public

Awareness Campaign" about:EPF.
I

~..L

1.2 THE RESEARCH METHODOLOGY

A qualitative approach was used in order to explore the dimensions of the

issue understudy. The Qualitative component includes more than 40

Personal In-depth interviews with a representative sample of the

following targeted groups; business-oriented entities, potential investors

in environment related projects; Non-governmental organizations

(NGOs), academic institutions, and governmental agencies who have

vested interes1, in conserving the environment.

The rational behind using such a research approach is attributed to the

nature of the objectives set forth; which are predominately exploratory in

nature. To recall the main objectives of the study aim at gaining insight

into the target groups' mind concerning their level of awareness of the

seriousness of environmental problems in Egypt and their awareness level

concerning the nature and activities of the existing bodies and legislations

active in this environment conservation domain.

Office, 6 Boulos Hanna St., Dokki, Giza. Tel., (02) 748-4002 - 748-4026 . Fax, (02) 748.403~
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This insight will serve as the fOlmdation of developing the Effective

Public Awareness Campaign about the EPF for the targeted groups in

Egypt.

During the in-depth one-to-one interviews, and in order to gain insight

into the targets' mind, a questionnaire with a mixture of "open-ended"

and "c1osed-ended" questions was used. Heavy emphasis was placed on

those open-ended questions. A copy of these questionnaires and

discussion guides are attached in Appendix 1.

Furthennore, the questionnaire was divided into four main parts. The

first part addressed the issue of the target groups' awareness of the

seriousness of the environmental problems in Egypt. The second part

addressed the targeted groups' awareness level of the different bodies and

legislation active in the domain of nature conservation in Egypt. The

third part of the questionnaire and the discussion guide enclosed

addressed the issue of communication. That is, a series of questions was

presented to the interviewees asking them about their recommendations

in terms of the nature of an attractive message, the theme that stimulates

their interest in being active in nature conservation, the effective means of

communication, and the communication vehicle(s) that they prefer. last

but not least, the fourth part was seeking to identify a detailed profile of

the interviewees to develop the right message capable of creating the

awareness and the interest in the EPF among the target groups.

1.3 THE SAMPLING TECHNIQUE

Ii The sampling technique adopted is "Stratified Sampling". Stratified

sampling is a 2-Step process in which the population wxIer study is

• partitioned into sub-populations, or strata that reflect the actual

breakdown of the population under study. Next, elements are selected

from each stratum by a random procedure, usually simple random

• sampling (SRS) to guarantee objectivity and reliability of the research

results.

II
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2.1. THE AWARENESS OF ENVIRONMENTAL ISSUES

Respondents identified a nwnber of environmental factors affecting the

population's health conditions in Egypt. lbese environmental issues are

Water, Air Pollution, Noise, Landscaping, Crowdedness, Lack of

Green Areas, and Waste Disposal (garbage, medical supplies).

The sources of Air pollution were attributed mainly to both automotive

and factory exhaust systems used; while sources of water pollution

included the malfimction in waste water systems and dwnping of factory

wastes iii the Nile. Majority of the respondents also added that the most

talked about environmental issue in Egypt today is primarily" Air

Pollution" as a result of what people call the "Black Cloud". Many

respondents also cited "Drinking Water Pollution".

In terms of environmental awareness in general, most respondents agreed

that it exists, but only to a limited degree, among the educated Egyptians,

In contrast, since the average Egyptians are mainly preoccupied with their

immediate economic problems and burdens, their conunitment and

awareness of environmental problems does not occupy a dominant

position in their mind. However, most respondents acknowledged a rise

in the level of awareness of environmental problems lately especially

with the active role of the former Environment Minister Dr. Nadia

Makram Ebeid, and also with the rise of such fatal and life-threatening

diseases as cancer that is partially linked to pollution problems.

2.2. THE AWARENESS OF GOVERNING ENVIRONMENTAL

BODIES AND LAWS

Most respondents were aware of the Environment Law 4/1994. Although

some of the respondents had only sketchy view of the exact content of the

law, most of them cited the law to be mainly addressing the different

kinds of pollution and setting the standards for acceptable levels of

environmental conservation in addition to outlining the penalties for

causing these types of pollution.

• Office, 6 Boulos Hanna St., Dokki, Giza. TeL (02) 748-4002 - 748-4026 - Fax. (02) 748-403J
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In regard to the awareness of the EEAA, many respondents were positive.

That is to say, a nwnber of respondents had, at a certain point in time,

been exposed to communication messages concerning EEAA or they

were in direct contact with its staff and officials.

On the contrary, this was not the case for the "Environment Protection

Fund" EPF. Very few respondents stated being aware of its existence and

its nature. Few respondents thought that EPF main mission was to

reinforce Environment Law 4)1994. Yet, the majority of the respondents

who were positive about this point cited the sources of their awareness of

EPF was due to their prior interaction with it when working with the

EEAA.

Still, most of the respondents who were not aware of the EPF, have

guessed its role since the word "fimd" simply implies fimding activities.

Those who did not hear about the EPF expressed their willingness to get

more information on its role, activities, and the form of projects that can

get funding. Respondents thought that this information can be provided

to them either in the form of printed materials or through access to the

EPF website if available.

2.3. RESPONSIBILITY FOR AWARENESS CAMPAIGNS

When asked about who should be responsible for creating and carrying

out "Public Awareness Environrnent-Conservation" Communication

Campaigns, respondents started with the obvious choice. Predominately

the "Government and its Agencies involved in Nature Conservation~, in

their opinion, should be the ones responsible for these Public Awareness

Campaigns. The names of the "Ministry of Environment" and the

"EEAA" were frequently cited. One of the main functions of the

Ministry of the Environment as well as the EEAA was seen as one of

planning, monitoring and controlling these Public Awareness Campaigns.

Most respondents added that the different ministries should have an

environrnent-concerned division or department that monitors the issue of

environment-related concerns within their ministries.

Furthermore, the "Ministry of Education" was especially perceived as an

extremely important player in this domain. The Ministry of Education

Office, 6 Boulos Hanna St., Dokki, Giza. Tel., (02) 748-4002 - 748-4026 . Fax, (02) 748.4031;
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can reach the most important target segment of society for such a
campaign, namely children who are looked upon as the bright future
leaders of this COWltry. The "Mass Media" was also seen as another
responsible party in spreading environrnent-conservation awareness
because of its wide reaching ability and strong influence on the Egyptian
Population at large.

Furthermore, respondents stressed the importance of cOlmmmication
campaigns developed by both the education and media segment. These
campaigns, from their point of view should be very comprehensive,
widely available, crystal-clear, and capable of reaching most of the
Egyptian Population.

Some of the respondents added both "NGOs and PYOs" as possible
candidates for such a task mainly because of their direct interaction with
large segments of the population and their previous experience in similar
fields of raising public awareness. Respondents from NGOs cited that
they are already carrying out similar projects to such potential target
groups as children in high schools and residents of rural areas.

Some respondents cited "Labor Unions" because of their close ties with
the labor force and their ability to organize and reach them, in addition to
their ability to rally them for such a noble cause as "Environment
Protection".

Last but not least, many respondents cited the importance of using
"Public Opinion Leaders and Celebrities" to endorse the Environment
Conservation and Protection Communication messages. Public Figures
serve as Role Models in spreading environmental awareness since most
people are interested in what they do and tend to imitate them, especially
the youth.

2.4. THE TARGET GROUPS FOR THE CAMPAIGN

In regards to the potential profile of the target groups for the "Public
Awareness Campaigns", most respondents stressed the need to address
"High School Children" since this is an important personality
development stage that could make a difference in the way these children

Office, 6 Boulos Hanna St., Dokki, Giza. Tel., (02) 748-4002 - 748-4026 . Fax (02) 748-4037E-mail, hegazy@aucegypt.edu

II



..
iii DR. IBRAHIM HEGAZY & ASSOCIATES

I\larketing ;;. Communications Consultants

•
II

..
•
•
•
•
II

II

•
•

•
•
•
•

•

look at issues in the future. This influence can be achieved by developing
specific curricula on environment to be taught at high schools, and can be
also done by using children's literature to convey the importance of
protecting the environment Some of the respondents stressed the
importance of having children participate in environmental activities such
as cleaning days for their neighborhood.

Respondents also mentioned addressing "University Students" and the
importance of stressing environmental protection applications in various
disciplines to make the youth understand how their work can have an
immediate impact on their environment and a long-term effect on their
standards of living and health.

A nwnber of respondents also mentioned "Women" as being a very
important segment of the society to be addressed. The Egyptian women
have a great influence on their household, especially their children.

NGOs Respondents also talked about targeting "Socially Active
Individuals" who can spread the message to other segments of the
Egyptian society in a more effective way. This method is used by NGOs
now and they ca1l this group ofopinion leaders "The Pioneers".

"Blue Collars Workers" were also singled out as one of the important
target groups for environmental education. lbat is why, "Labor Unions"
were thought to be a good forwn for creating awareness for
environmental protection and conservation issues and concerns among
the Egyptian labor force.

Respondents from private organizations stressed the importance of
focusing on "Investors" since they are the decision makers in the
organizations, and they are the ones that should be convinced of the
soundness of environmental conservation and protection. They mentioned
the importance of making investors understand how funding environment
conservation activities and actions can be beneficial for them in the long
run, not only in terms of avoiding being fined and penalized but also in
terms of being able to achieve long term corporate profits. One of the
respondents, from Ezz Group, mentioned their factories power saving
techniques which were mainly designed to be environmentaUy friendly.
However, these techniques made them also achieve a lot of costs savings
thereby raising their profitability. Respondents mentioned special

Officc, 6 Boulos Hanna St.. Dokki. Giza. TcL (02) 748·4002 - 748-4026 . Fax (02) 748-403,
E-mail, hcgazy@aucegypt.cdu
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workshops and seminars to be held for investors in the new cities and

communities like the lOth of Ramadan or the 6th ofOctober cities.

Last but not least, a nwnber of respondents mentioned "Govenunent

Agencies" as one of the targets for these awareness campaigns in order

for them to be the models followed by other institutions and

organizations.

2.5. RECOMMENDED CHANNELS OF COMMUNICATIONS

In addition to the previously talked about channels of communication,

"Television" was singled out by most respondents as being the most

important mediwn of communication to the Egyptian population.

The most suitable timing to air the communication messages was seen to

be mainly before or during programs with high percentage of viewership

such as the night-time Arabic series, football games, or such Sponsored

Programs as "Who Will Win the Million?" and "Kalam Men Dahab".

Some respondents cited children programs like "Sesame Street" and

pointed out the SlnlcttJre of this particular program includes some

environmental education content. Therefore, capitalization of this content

could help create strong awareness among children.

A nwnber of respondents added that such a campaign should be more in

line with a Unified Unique Standard Theme and Common Direction that

is used in a highly integrated way.

Many respondents also mentioned the use of "Internet and Electronic

Mail (E-mails)" as being one of the fastest forms of communication

nowadays that should be used. In addition to the fuel that with the

irregular holU"S of people's exposure to the different media, it seems more

appropriate to use the more flexible and convenient media like emails.

Ollice, 6 Boulos Hanna St., Dokki, Giza. Tel., (02) 748-4002·748·4026 - Fax, (02) 748-403~

E-maiL hegazy@aucegypt.edu
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2.6. BARRIERS FOR EFFECTIVE PUBLIC AWARENESS
CAMPAIGNS

Anticipated problems in tenns of obstacles for achieving strong public
awareness campaigns were mainly attributed to the "Current Economic
Conditions in Egypt". Most respondents stated that the current problems
of the Egyptian Economy and current Economic Recession make people
unable to think about long-term objectives and may even make them
consider environmental issues as a secondary choice. In addition, some
respondents mentioned that people may be indifferent to the
environmental message as long as they are currently so entrenched in
their daily life problems.

Another barrier mentioned by a number of respondents, who proposed
earlier that all ministries should have a role in spreading environmental
awareness; is "the Lack of Coordination between Ministries" which can
cause a waste of resources and can make the message get lost

2.7. THE RECOMMENDED COMMUNCATION THEMES FOR
THE CAMPAIGN

Respondents mentioned two main themes for the awareness campaign.
The first theme, which primarily focuses on the effects of poUution, is
intended to make people realize how hazardous pol1ution is to their health
and that there is an actual risk involved. This can be achieved by
establishing the link between those health-related diseases and poUution,
such as linking the different kinds of poUution to such life-threatening
diseases as cancer, liver and kidney failure.

This theme as respondents put it would be talking to the health conscious
segment of society. Some respondents also pointed out the idea that we
should illustrate to people how interrelated our world is, so even if they
try to make their inunediate environment poUution free, once they are out
on the street, they will be subject to this poUution. Therefore, coUective
action should be stressed and coUaborative efforts instead of isolation and
individualism which will not work in areas like the environment

• Office, 6 Boulos Hanna St., Dokki, Giza. TeL (02) 748-4002 - 748-4026 - Fax, (02) 748-40l~
E-maiL hegazy@aucegypt.edu
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The second theme suggested is more 'Threatening" in nature. lbis theme
should be directed to those indifferent and Non-complying segments of
the Egyptian population. lbis theme should create wide awareness of the
Environmental laws already in action in Egypt. lbis theme's main
message is about showing consequences of pollution and the causes of
pollution followed by a threatening message for those who are not
complying. In this way, as respondents put it, we will achieve a lot in
tenns of making those who are polluting the environment stop such
destructive behavior. The rational behind using a threatening message is
that many respondents think that most Egyptians are more afraid of
paying fines than being afraid of loosing their health. lbis is widely
noticed, as many respondents put it, among those who are not highly­
educated or those who are well entrenched in their behavior patterns and
unwilling to change it easily.

A number of respondents stressed the importance of the message not
being made in a funny way because this will only make people
underestimate the seriousness of the problem. One of the respondents
made allusion to the previous campaign on throwing waste in the street in
which a person tells the guy throwing the waste "this is garbage you
ignorant", later on this developed to a joke and people continued
throwing garbage and telling each other this line as a joke. Some
respondents also talked about the problem of making the message
oversimplified with a risk ofbordering on naivety.

II Office, 6 Boulos Hanna St., Dokki, Giza. TeL (02) 748·4002 - 748-4026 . Fax, (02) 748·40H
E-mail, hegazy@aucegypt.edu
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Raising Environmental Awareness - Discussion guide

Background

i) What are the environmental changes or risks, in your
opinion that affect people's health in Egypt?

ii) What is the most talked about environmental problem
on national TV and newspapers during the last year':'

iii) What kind of environmental information, if any, is
needed right now in Egypt?

iv) Do you need more information about the
environmental changes taking place in the Egypt? (if
yes, what kind of material)

Need for environmental information

i) What in your opinion could prompt a need of
environmental information among· your fellow
countrymen?

ii) What would be the probable obstacles in spreading
environmental information in Egypt if this was
necessary? How to minimize such obstacles?

iii) What makes environmental information useful and
effective?

Channels and forms of information

i) Is it easy for the people in Egypt to get information
about the various environmental issues? (probe which
are more difficult to get info about and why?)

ii) Through which channels would you like to receive
environmental information? (Why this particular
channel of information?)

iii) What ways and means should be used to spread environmental
information in Egypt? (why did you choose these and not other
means?)
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Awareness Campaigns

i) Can you give examples of successful or failed projects
to promote environmental information in Egypt? What
happened? What was learnt?

ii) In promoting environmental education in Egypt, what
could be the goals? Target Groups? Means? And
cooperating partners?

iii) Are you interested in co-operation concerning
environmental information? How would you like to
take part in doing it?

iv) Complete the following statements
a) The state of the environment is .
b) It is easy to get environmental information through _ .
c) Non-governmental environmental organisations role should

be .
d) What can encourage people to have good

practices , .
e) What hinders environmental awareness in egypt is .
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iv) Considering each of the different channels of communication
(i.e. exhibitions and shows, discussing with other people,
newspapers and magazines, professional publicalions, news and
documentaries on television and in radio, Interne!, entenaining
programmes or stories on television, in radio, the press, music
or theatre, school, university and other education, training
within work)

• What sort ofperson this channel is best suited for? Why?
• What sort of use is best be associated with it?

Why?

People who produce environmental information

i) Who should be active in focusing on environmental
problems in Egypt? How active are they now in
distributing environmental information? How can they
improve their performance?

ii) Do you feel the effect of these actors in bringing about
changes to environmental degradation? What are thses
changes?

iii) What in your opinion could prompt the egyptian
economy to be move to wards more environmental
practices? (probe which is the most effective way in
your opinion and why? Discuss higher environmental
taxes, higher prices for harmful products, financial
subsidies e.g. for investors who use bener technology,
effective supervision of environmental laws, decisions
and actions made by individual citizens, bener
environmental information, international influence)
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1. THE INTRODUCTION

1.1. THE RESEARCH OBJECTIVES

The Research main Objectives are:
1. The identification of the level of public awareness among the

targeted groups concerning the seriousness of the environment­
related problems in Egypt.

2. The identification of the level of public awareness among the
targeted groups of the active environmental governing bodies and
laws in Egypt, namely the EEAA. the EPF, and the Environment
Law 4/1994.

• 3.

•
ill

Provide the necessary recommendation(s) for developing the
Effective Public Awareness Commwtication Campaign for
environmental Protection that will serve as the foundation for an
Effective Integrated Marketing commwtications Public Awareness
campaign.

I

•

•
•
ii

1.2. THE RESEARCH METHODOLOGY

A quantitative approach was used in order to achieve the previously
mentioned objectives. The Quantitative component includes more than
406 face to face questionnaires interviews with a representative sample of
the following targeted groups; business-oriented entities, potential
investors in environment related projects; Non-governmental
organizations (NGOs), academic institutions whether faculty, stall: or
students, and labor.

For conducting the face to face questiOlUlaire, "c1osed-ended" questions
were used. A copy of the questionnaire is attached in Appendix I.

Furthennore, the questionnaire was divided into four main parts. The
first part addressed the issue of the target groups' priorities and awareness
of the seriousness of the environmental problems in Egypt. The second
part addressed the targeted groups' awareness level of the different bodies
and legislation active in the domain ofnature conservation in Egypt. The
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third part of the questionnaire addressed the issue of comrrumieation

whether in tenns of communication channels in general and media

channels in particular, or communication venues. Last but I10t least, the

fourth part was seeking to identify a detailed profile of the interviewees

so we can develop the right message to them capable of creating the

awareness and the interest among the target groups.

1.3. THE SAMPLING TECHNIQUE

The sampling technique adopted is "Stratified Sampling". Stratified

sampling is a 2-Step process in which the population under study is

partitioned into sub-populations, or strata that reflect the actual

breakdown of the population under study. Next, elements are selected

from each stratum by a random procedure, usually simple random

sampling (SRS) to guarantee objectivity and reliability of the research

results.

1.4. SAMPLE DEMOGRAPHICS

The sample consisted of 406 respondents; 83% of them were Cairo

residents, 15% were Lower Egypt residents, and 2% Higher Egypt

residents. 69010 of the sample was male, slightly more than half of the

sample was composed of university graduates, a third were holders of

high school degree, while 9% held graduate degrees, the rest mainly had

elementary education.

With respect to age, the largest group was that aged between 25-34

(37%), followed by those under the age of25 (28%), then those in the age

bracket of35-44 (20%), and those aged between 46-54 (11%), the rest

were over 55 years ofage.

With respect to social status, the largest two groups were those who were

married and had children (43%) and the single respondents (40%).the rest

were mainly engaged or married with 110 children yet. With regards to

profession, the largest group was the private sector employees (28%),

followed by labor (21%), NGO employees (14%), Students (13%),

Government employees and business owners (8% each), respondents

from the academic field (4%), and few others. (For detailed

demographics, pIs. refer to tabulations)
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2. THE RESEARCH FINDINGS

2.1. RESPONDENTS' PRIORITIES

Respondents were presented with a list of six issues and then asked to
rank the three most important issues according to them these issues
included; unemployment, economic recession, foreign cwrency shortage,
education, and health insurance.

With respect to the issues that were chosen by the respondents;
Wlemployment (7oolo) came first, followed by pollution (64%), which was
followed closely by education (63%), then the economic recession (56%),
health insurance (36%), and foreign cwrency shortage (11%). With
respect to prioritizing these issues, Wlemployment came first, followed by
education, the economic recession, pollution, foreign cwrency, and health
insurance.

With respect to Wlemployment, interest in it seemed to be fading with the
increase in age, while 3/4 of those below the age of 25 were concerned
about Wlemployment, only 1/2 of those over 65 did. Unemployment was
also a worry for 3/4 of labor and 213 of private sector employees as
opposed to 59% ofpublic sector employees.

With respect to pollution, more female respondents (74%) were
concerned about it than male respondents (60010). In addition to this more
females (37%) ranked it as their first priority as opposed to males (23%).
Interest in pollution seemed to be increasing with the increase in both
education and age. Those aged more than 55 (88%) were more concerned
about the environment than those aged between 45 and 54 (7oolo), or less
than 45 (61%). Those who had a higher degree (65%) were also more
concerned than those who had only elementary education (25%).

In addition to this, more married respondents who had children (71%)
were worried about pollution than single respondents (58%). Government
respondents (85%) were also more concerned than the private sector
employees (68%), businessmen (64%), and labor (62%).

With respect to education, more females (68%) were worried about it
than males (61%). those who were in the academic field (87%) and
students (75%) were also more worried about it than either private (56%)
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or government employees (53%), and business owners (48%), while more
business owners (76%) and private sector employees (68%) were worried
about the economic recession than government employees (35%) or labor
(31%).

With respect to health insurance, it seemed to go up with age, the younger
the respondents the less concerned they were; less of those aged less than
25 (28%) were worried about it as opposed to those aged over 55 (53%).
More respondents who are married and have children (41%) were
concerned about it than single respondents (29010). Labor (61%) and
public sector respondents (59010) were also more concerned about health
insurance than private sector employees (26%) or businessmen (12%).

With respect to foreign currency shortage, more businessmen (21%) and
private sector employees (16%) seemed to be concerned with it than
public sector employees (3%).

2.2. ENVIRONMENTAL PRIORITIES

Respondents were presented with a list of eight environmental problems
issues and then asked to rank the three most important issues according to
them. These issues included; industrial pollution, air pollution, hazardous
waste, chemical/agricultmal waste, water pollution, global warming. soil
contamination and noise pollution.

With regards to the environmental problems that were selected by the
respondents; air pollution (82%) came first, followed by water pollution
(79010), which was followed by noise pollution (30%), then the industrial
pollution (24%), chemical/agricultmal waste (24%), hazardous waste
(23%), global warming (20010), and soil contamination (19010). With
respect to prioritizing these issues, air pollution came first, followed by
water pollution, chemical/agricultmal waste, industrial pollution,
hazardous waste, noise pollution, global warming. and soil
contamination.

With respect to noise pollution, it was mentioned more by married
respondents (34%) who had children than single respondents (24%). It
was also mentioned more by NGO (400/0) and government employees
(38%) than private sector employees (29010) and business owners (24%).
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With respect to industrial pollution, more respondents from the academic
field (56%) and labor (32%) were concerned about it as opposed to both
business owners and private sector employees (22%). As for
chemicaVagricultural waste, more business owners (42%) and people
from the academic field (37%) were worried about it than labor (15%) or
government employees (12%).

•
•
•

In the case of hazardous waste, there seemed to be an increase in concern
about it with the increase in educational levels; more respondents with
university and graduate degrees (28%) were worried about it than those
with high school degrees (18%), while none of those with elementary
education mentioned it.

•
•

When respondents were later asked about the most talked about
environmental issues, air, water and soil pollution were also on the top of
their list. The different issues talked about are outlined in the following
table.

8Yo
6%Hazardous waste

Soil contamInation

Environmental Issues % of cases
Air Pollution 78%
Water Pollution 57% I
Noise Pollution 21% ,,
Chemical/agricultural 10%
Industrial Pollution 9%

,

Garbage disposal 9%
0

•

•
•

Global warming 4%

I

•
•

Only 6% of the respondents failed to see a connection between
sustainable development and conservation. Half of those respondents
were from the labor category, and some were students and business
owners.

•
•
•
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2.3. ENVIRONMENTAL RESPONSIBILITY

Respondents were asked to choose from a list the parties they think
should be responsible for the implementation of environmental laws. 1be
list included the fonowing; the Egyptian citizen, NGOs, the media,
academic institutions, the private sector, businessmen associations,
international organizations, international funding agencies, consumer
protection associations, fanners, legislation bodies, and religious groups.

1be findings are outlined in the fonowing table.

% of cases
Egyptian Citizen 84%
Media 61% I
Businessmen 26%
Associations
Private Sector 26%
Legislation Bodies 26%
NGOs 21%
Farmers 20%
Religious nrn·~s 20%
Academic Institutions 12%
International 11%
Organizations
Consumer Protection 9"10
Associations
International Funding 8%
Agencies

While the Egyptian citizen was seen by a large percentage of respondents
as an essential party to the implementation of environmental laws, more
government employees (91%) designated him as opposed to private
sector employees (84%) and business owners (79"/0).

With respect to choosing the media as a responsible party, this choice was
selected more by the older and more educated respondents. 77% of those
aged more than 55 hose it as opposed to 57% of those aged less than 35.
While 64% of university and graduate degree holders believed the media
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should be one of the parties responsible for implementation, only 33% of
those who hold a primary certificate selected it.

As for selecting the private sector, more of those working in the academic
field (37%) and government employees (32%) chose it as opposed to
private sector employees (25%) and business owners (21%). As for
businessmen associations, again more government employees (21%)
chose it as opposed to business men (18%) and private sector employees
(1)010).

With respect to 1egislation bodies, more business owners (36%) and
private sector employees (31%) designated it as opposed to government
employees (21%) and labor (11)010). In the case of fanners, they were
selected more by students (35%) and government employees (21)0/0) than
by private sector employees (16%), business owners (12%), and labor
(11%).

As for religious groups, they were selected more by the older
respondents; while 35% of those over 55 chose them, only 16% of those
tmder 25 did the same. Academic institutions were also the choice of the
older respondents as well as the more educated ones; 18% of those aged
between 46 and 54 as opposed to 8% of those under 25, and 21)0/0 of those
who hold graduate degrees as opposed to 10% of those who hold high
school degrees.

With regards to international institutions, this was also selected more by
those who were highly educated; 13% of those who hold university and
graduate degrees and 8% of those with high school degrees as opposed to
none of those with elementary education. The same also was true of
conswner protection agencies, which was chosen by 26% of those who
hold graduate degrees as opposed to 5% of those with high school
certificates. Again the same scenario held true for the choice of
international fimding agencies, it was chosen by 18% of those who hold
graduate degrees as opposed to 5% of those with high school certificates.
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2.4. FACTORS TO HELP PROMOTE CONSERVATION

Respondents were asked about the elements that could encourage them to
take an active role in envirorunent protection and conservation, they were
presented with the following list; research, laws and regulations,
economic incentives, economic penalties, health hazards, improving the
quality of life, motivational speakers. The following table outlines the
results ofthis question.

% of cases
Health Hazards 600!o
Improving Quality of 47% I

Life
Laws & Remtlations 35%
Economic Penalties 29% I

I

Research 28%
Economic Incentives 18%

As the table shows, health hazards was on top of the respondents' list for
factors promoting compliance which coincides with the themes proposed
earlier in the qualitative research. We can also see that both laws and
regulations and economic penalties were also chosen by a considerable
nwnber of the respondents which was also a proposed theme from the
qualitative phase.

With respect to the health hazards, it was chosen by more female (65%)
than male respondents (58%). In addition to this, it seemed that the
younger the respondents were the more concerned they were about health
hazards; 68% of those under 25 as opposed to 53% of those between the
age of 55 and 64 and, only 25% of those over 65. With respect to
improving the quality of life, it was also more of a concern to female
(52%) than male respondents (45%).

While laws and regulations were seen as an important factor by students
(40%), business owners (39%), private sector employees (38%), less
respondents from the academic field (31 %) shared that view. As for
economic penalties, it was more mentioned by students (44%), private
sector employees (33%), and business owners (27%) than labor (22%)
and NGG employees (18%).

Office, 6 Boulos Hanna SI . Dokk •. G,za Tel (02) 748·4002·748·4026· Fa- '02 748.40io
E·ma.l hegazy{<hucegypt edu



-

•
DR. IBRAHIM HEGAZV & ASSOCIATES
Marketing & Communications Consultants

•
•

•
•
•

•
•
..
•
•
•
I

•
..
•
•
•

As for research, it was mentioned by the more educated respondents; 37"10
of graduate degree holders as opposed to 24% of high school certificate
holders. As opposed to this, the more educated the respondents the less
they chose economic incentives as a factor to encowage compIiance; 44%
of those with primary degree as opposed to 18% of university degree
holders and 5% ofgraduate degree holders.

2.5. THE AWARENESS OF GOVERNING ENVIRONMENTAL
BODIES AND LAWS

Respondents were asked about the 1994 law, the Egyptian
Environmental Affairs Agency EEAA, and the Environmental Protection
Fund. The highest in terms of awareness was the EEAA (67"10), followed
the EPF (38%), and the 1994 law (31%).

With respect to the 1994 law, awareness of it seemed to be higher with
the increase in educational level and age. While 53% of those who hold
graduate degrees were aware of the law, only 28% of those with high
school degrees were aware of it. 65% of those aged over 55 were aware
of the law as opposed to 24% of those aged less than 25. The highest
level of awareness was among government employees (47"10), followed
by those in the academic field (44%), NGO employees (40010), private
sector employees (34%), business owners (27%), labor and students (22%
each).
When the respondents, who were aware of the 1994 law, were asked if
they believe that it is being applied, 213 of them respondents indicated
that they believe it is not applied, a 115 cited that they believe it is
applied, while the rest indicated that they do not know.

In terms of awareness of the EEAA, again awareness seemed to go higher
with education and age. While 87% of those who hold graduate degrees
were aware of the EEAA, only 57"10 of those with high school degrees
were aware of it. 94% of those aged over 55 were aware of the EEAA as
opposed to 51% of those aged less than 25. all of those in the academic
field were aware of it. followed by the government employees (79%),
NGOs (75%), Business owners and private sector employees (70% each),
students and labor (52% each). When asked about the sources of their
knowledge about the EEAA, the media was the most mentioned source;
the results are outlined in the following table.
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0/0 of cases
Media 89%
Direct contact 9010
Friends/relatives 7%
My company 6%
Brochures 5%

· Colleagues 4%
· Government agencies 2%

Respondents who were aware of the EPF were asked to list its services;
the findings are outlined in the following table.

2%
1%

3%

Direct mail
Government agencies

% of cases
Media 81%
Friends/relatives 10%
Direct contact 9010 I

I

My company 8% !

Brochures 8% ,

0· Colleagues

With respect to awareness of the EPF, those working in the academic
field (69010) had the highest rate of awareness, followed by students
(54%), government employees (44%), business owners and private sector
employees (36% each), NGO employees (33%), and labor (32%). When
asked about the sources of their knowledge about the EPF, the media was
the most mentioned source; the results are outlined in the following table.

•

•

•
•
..

•
•

10%Interest rate subSIdIes

0/0 of cases i
Loans 71% !
Grants 42% j

Equipment investment 18%
Loan collaterals 13%

. .

•

•
•
i
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They were also asked if they had any direct contact with the EPF, only
5% of them cited having contact with it. The main contact was in the
loans service field, the rest were equally divided between the rest of the
servIces.

All respondents were asked about their willingness to know more about
the fund and its activities. 88% of the respondents indicated their
willingness to know more about it. With respect to the 12% who
indicated their WlWillingneSS to know more about the fund, when asked
about their reason for this; half of them cited not being interested a
quarter indicated that they believe that this information would not be
useful to them, while 15% mentioned having other priorities, and some
mentioned that they have enough information about it while others
indicated that their Wlwillingness stems from the belief that the EPF
would not solve anything or be influential (6% each).

2.6. RECOMMENDED COMMUNICATION CHANNELS

Respondents were presented with a list of eight channels of
communication and then asked to rank the three most suitable ones for
environmental information according to them. These channels included;
media campaigns, conferences and exhibitions, specialized bulletins,
internet and emails, direct contact and meetings, brochures and flyers,
university and school gatherings, and training seminars.

With regards to the channels of communication that were selected by the
respondents; media (95%) came first, followed by specialized bulletins
(37"10), which was followed by university and school gatherings (36%),
then brochures and flyers (32%), internet and emails (30%), conferences
and exhibitions (23%), direct contact and meetings (21 %), and training
seminars (13%). With respect to prioritizing these channels, the media
came first, followed by specialized bulletins, internet and emails,
university and school gatherings, conferences and exhibitions, direct
contact and meetings, training seminars, and brochures and flyers.

With respect to media campaigns, most respondents from all categories
selected it (over 95%) except for respondents from the academic field and
business owners who were still highly in favor of it but to a lesser extent
(82% each).
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As for specialized bulletins, its highest support came from respondents in
the academic field (500/0), followed by government employees (47%),
NGO employees (400/0), business owners, labor and students (35%), and
finally the private sector employees (33%).

With respect to university and school gatherings, they were selected more
by respondents from the academic field (51%) and NGOs (44%) as
opposed to students (25%). As opposed to this, internet and emails were
selected mostly by students (58%) as a suitable channel to communicate
environmental information; this was also the case for business owners
(54%). On the other hand. government employees (15%) and labor (9%)
were the least supportive ofthis communication channel.

As for direct contact and meetings, more respondents from the academic
field and government employees (25% each) were supportive of this
channel as opposed to business owners (15%).

With respect to brochures and flyers, more labor (39%), and private
sector respondents (34%) selected it than business owners (18%) and
those in the academic field (12%). This was also the case for training
seminars, which had more labor supporters (28%), and also had almost
equal support from respondents from the academic field (25%), as
opposed to the rest of1he professional groups (100/0 or less).

2.7. RECOMMENDED VENUES FOR COMMUNICATION

Respondents were presented with a list of four venues for communication
of environmental information and then asked to rank the three most
suitable ones for them. 1be venues included; the home, work, clubs, and
social gatherings.

With regards to the venues for communication that were selected by the
respondents; the home (81%) came first, followed by work (65%), which
was followed by social gatherings (25%), and clubs (22%). With respect
to prioritizing these venues, the same order was repeated; home, work,
social gatherings, and clubs.

With respect to choosing the home as a suitable venue, more labor (96%)
had selected it as opposed to business owners (64%) and respondents
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from the academic field (44%); which actually is understandable since
labor were the highest supporters of media campaigns as opposed to the
other two groups.

As for choosing work as a suitable venue, both government and private
employees (85% each) were highly supportive of it as well as both NGO
employees and business owners (80010 each), and respondents from the
academic field (75%) as opposed to labor (40010) , and students (20010).

With respect to social gatherings, more students (54%) and business
owners (48%) were enthusiastic for it than private sector employees and
labor respondents (15% each). As for the club as a venue, more
respondents from the academic field (38%) were supportive of it, as well
as government employees and students (35% each), and business owners
(30010) as opposed to NGO employees (II %) and labor (8%).

2.7. RECOMMENDED MEDIA CHANNELS

Respondents were presented with a list of six media channels and then
asked to rank the three they use the most. The media channels included;
TV, radio, newspapers, magazines, internet and email, and directories.

With regards to the media channels that were selected by the respondents;
TV (95%) came first, followed by newspapers (78%), which was
followed by radio (31%), internet and email (28%), and magazines
( 16%). With respect to prioritizing these channels, TV had the lead again,
followed also by newspapers, then internet and email, radio, and finally
magazmes.

With respect to TV, respondents were asked to indicate the TV channels
they use the most. The results are outlined in the following table.
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3Vo, Dream TV

THE MEDIUM % of cases
Charmell 31)0/0
AlllocaI channels 34%
Channel 2 26%
ESC 1)0/0 I

I

Arab satellite channels 8%
Showtime 6%
Nile TV 6%
Nile news 5%
Channel 3 4%

I

MBC 3% I

AlJazeera 3%
0

•

•

•

•

•
•

•

•

From this table, we can conclude that charmels I and 2 are the most
suitable for an awareness campaign, with charmel I having close to 3/4 of
the sample reporting watching it, while close to 213 of the sample
watching charmel 2. In addition to this, these two charmels are
broadcasted everywhere in Egypt as opposed to some of the other local
charmels, which makes them better in tenns of reach.

•
•
I

With respect to newspapers, it seems that the older the respondents the
more likely they are to read newspapers; 94% of those aged over 55
reported reading newspapers as opposed to only 72% of those tmder 25.
More respondents from the academic field (94%) reported reading
newspapers as opposed to students (71%) and labor respondents (66%).
As for the newspapers they read the most, the results are outlined in the
following table.

I

•
•
•
..

010 of cases I
Abram 88% I
Akhbar 36% i
Gomhouria 6% i
Wafd 3% i

As shown from this table, AI Abram seems to enjoy a large number of
readers as opposed to any of the other newspapers which makes it a
suitable charmel ofcommunication especially for EPF news and activities
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which can be covered whether through its environmental page on
Monday or throughout the week in a directed campaign.

With respect to emails and the internet as a media channe~ it was again
selected the most by respondents from the academic field (56%) and
students (42%) as opposed to govermnent employees (18%) and labor
(2%).

As for the selection of radio as the one of the most used media channels,
it was selected more by labor (4lJOlo) and govermnent employees (47%)
than students (llJOlo) and respondents from the academic field (12%).
With respect to the radio stations listened to the most, the results are
outlined in the following table.

'Y.ofeases
Middle East 48%
Youth & SPOrts 21%
HolyQuran 18%
Arab Voice 8%
London 7%
Greater Cairo 7%

! Songs 5%

From this table, we can conclude that for those who listen to the radio, the
Middle East Station seems to be their favorite.

With respect to magazines, more females (22%) reported reading them
than males (13%). Also more students (38%) reported reading magazines
than business owners (18%) and private sector employees (12%) or most
of the other groups (less than 10% each). As for the magazines they read
the most, the findings are below.
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5%
3%

6%
6%

3%

6%

% of cases
Rose EI Youssef 32%
Nos EI Donia 21%
EI Shabab 17%
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However, due to the low percentage of magazine readers and the
availability of a nwnber of other more credible print choices with higher
reach such as newspapers, it is recommended to forgo the use of
magazines in awareness campaigns if resources were limited.
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