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REPORT OF WEPIA SOCIAL MARKETING WORKSHOP
MA’IN, JORDAN—NOVEMBER 15,16, 2000

PREFACE

Background:

WEPIA has concentrated its first year activities primanly on testing the waters for
large scale promotion of water conservation concepts and issues It has conducted
qualitative and quantitative research to determine the scale of the problem, identify
appropnate target audiences and messages and review the potential communication
vehicles and channels. At the same time some temtative activities have already
commenced that further pointed to gaps in knowledge and attitude that needed 1o be
addressed.

The next step in the WEPIA program cycle is to develop a full-fledged social
marketing activity which, it has not yet completed but needed 10 transmit to its
partners, many of whom were not fully familiar with social marketing as a
development tool. WEPIA determined that this was a major gap that needed to be
addressed and hosted this workshop to begin the task. The two-day workshop was not
intended to provide a full review of social marketing, but to point out basic key
principles and how they applied to the WEPIA program in particular

GOAL

To develop a common understanding amongst all WEPIA partner groups of its
objectives in water demand reduction in Jordan, and in the strategies and methods
each partner contributes to achieving those objectives.

OBJECTIVES

1. At the end of the workshop participants will demonstrate their knowledge of kev
principles of social marketing and strategic planning

2. At the end of the workshop participants will have developed the broad outlines
of a strategic framework for the remaining months of year one, concluding with
Water Week, in which each partner’s tasks will be clearly demonstrated

Specifically the workshop was intended to:

Drnive home the point that chent perception is key to social marketing
Messages developed for promotion need to refer to client needs and not
techmical solutions

¢ Demonstrate that behavior change is the most difficult aspect of social
marketing and to be avoided if at all possible, focusing instead on structural
changes.

¢ Identifying a limited number of key behaviors, barriers and benefits around
which a social marketing strategy could be developed
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Finally the workshop had a secondary objective—to try and forge an advocacy group
that works together and produces synergy, from disparate and competing NGOs and
partners.

The workshop was a success on all counts. Partners began to understand that betund
the concepts of social marketing are key principles and that use of media (which is the
commonest misconception of social marketing) is perhaps the last activity which is
developed in a social marketing program Media is generally associated with social
marketing because of its high cost which, as a consequence, leads to greater attention.
The rigor of social marketing was an eye-opener to many individuals whose
familiarity with the term but not the concepts had led them to trivialize the process

At the same time, participants began to understand that the creative aspects of social
marketing stem from a thorough understanding of and relationships between the
technical problem, the potential solutions, alternative media channels and chent
perception.

Workshop Methodology:

The workshop was held at a remote but very beautiful site (Ma'in Spa Hotel) one hour
away from Amman. The site contributed to opportunities for participants to share
leisure as weil as workshop time together. The facilities were such that they obtained
unanimous approval of the entire team in the evaluation.

Some 18 participants attended the workshop, with four invitees unable to attend at the
last minute. A social marketing firm lent its senior marketing expert to the workshop
to provide the minimal lectures necessary for participant understanding. They also

lent a junior marketing specialist to the workshop for the two day duration as an
additional resource on whom the participants could call during their exercises This
fatter is a cost-sharning activity that will be discussed later.

The workshop consisted of minimal fectures that provided new information Most
sessions consisted of intensive interactive exercises requinng participants to work on
different aspects of a social marketing strategy. Thus they worked on the 4 Ps (Pnce,
Promotion, Place and Product); reviewed the available audience research and
developed a client profile; wrote a Position statement followed by a Positioning
statement; developed a list of appropriate channels for the message and the client
Forms for all these activities were prepared in advance and provided to participants
(see Appendix). The activities in which participants engaged were deliberately vaned
to take into account different learning methods Some activities were group activities,
others were individual and still others were conducted in a pienary.

Results:

During the workshop, participants identified key 1arget groups, tried to leam as much
about them as possible, developed client profiles for particular target groups, and
began to understand why WEPIA’s principal social marketing strategy is more
focused on interpersonal communication channels rather than mediated to carry the
principal messages. They also began to understand the supportive role that media
plays to these interpersonal activities. In sum they began to see the entire promotion



effort from a systems view, understanding that each of them were key actors in
reaching out to a large public, promoting conservation concepts through all the media
channels at their own disposal, developing unified messages, but placing their efforts
in key, strategic areas that would have maximum impact with minimum cost.

Finally the various participants began to see the value of diversity of partners to a
large program such as WEPIA is asked to develop. They understood the different foct
and reach of each of the partners and were prepared to work together to strengthen
their relationships.

Recommendations:

As stated earlier, the social marketing workshop only provided a hint at the
complexity of a true social marketing activity. Many participants still felt inadequate
to undertake their own socia! marketing programs and were frustrated at the short
length of the workshop. WEPIA considers this a very natural and even desirable
result. Frustration is often the key to driving individuals to work harder 10 achieve
new levels of expertise and to stay engaged and involved To serve the partner needs
for further training and exposure, WEPIA i1s arranging a senes of late afternoon
lectures and discussions around key concepts in social marketing, to be hosted at each
of the partners in turn. This lecture series will help to round out the knowledge base
necessary to use social marketing effectively as a tool, and will further forge an
advocacy group, out of very different kinds of partners. In addition, the arnival of Dy
William Smith in February of 2001 will further provide an opportunity to educate the

group.

In addition to the group that attended the workshop, several other potential and
existing partners were invited but were unable to come These included.

Ministry of Water and Irmigation  Ms. Manal Mazahreh

Hatem Magazine Ms Huda Abu Nuwwar
Ministry of Education Mr. Laith Jarrah
Haya Cultural Center Ms. Nivine Zureikat

The following activities will ensure that they also receive tratning.

tahy
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AGENDA FOR SOCIAL MARKETING WORKSHOP

November 15-16, 2000

DAY ONE: November 15, 00

8.30 a.m.
9.30 a.m,

10.30 a.m.

10.45 a.m.

11,15 a.m.

11.30 a.m-12.30.

12.30-1.00

LUNCH BREAK

2.00-2.30 p.m.

2.30-3.30 p.m,

3.30-4.00p.m.

4.00-4.15 p.m.

Depart Amman WEPIA Project offices
Arrive and register at Ma’in Spa Hotel
Plenary—Workshop opens—(coffee supplied)
Introductions, Goals, Expectations—Mona

Group exercise in social marketing (review S ads)

Session 1

Report to plenary results of group exercise

What is Social Marketing— Outline of Steps and Principles
Mr. N. Cubeisy -
Session 2

Panel/Brainstorming session: What is the problem WEPIA
is asked to tackle? Water consumption iz Jordan and
water demand.

(Muaffagh Ziyadat—LPJ) 10 mins.

Technical solutions to the problem.

(Dr. Tareq Tarawneb—U of J) 10 mins,

Who is the target audience?

(Rula Kilani—JES) 10 mins

Discussion

Session 3

WEPIA strategy and workplan. What is WEPLA?—Mona
The role of research in social marketing—what do we
know about our clients. Session 4

Group Exercise-Research: What do we know about our
clients? Writing a Position statement and a Positioning
Statement.

Session §

Positioning Statement: Plenary-Building a client profile—
(Mona Grieser) Session 6

Daily Evaluation



7:30p.m. Dinner
8:30-9:30p.m. Demonstration of WSDs (Raed Nimri and Motasem
Haddadin)

DAY TWO: November 16, 00

8.30-8.45 a.m. Review (as brainstorming)—(Manal 7, RSCN)
8.45-9.15a.m. WEPIA strategy Year One—Mona - Session 7
9.15-11.15 a.m. How does each partner’s activities fit into the overall

WEPIA goals. Partner presentations—10 minutes each
Educational Programs: RSCN, LPJ, University of Jordan,
Community based Programs: Awqaf, BPWC

COFFEE BREAK

11.30a.m.-12.00a.m. Media Support for strategy and Water Week (Mona)
Session 8

12.00a.m.-1.30p.m. Message Development—Brainstorming and Group Activity
LUNCH BREAK

2.30p.m.- 3.00 p.m. Plenary—results

3.00p.m.-3.30p.m. Bringing it all together—group discussion

3.30p.m.- 3.45p.m. Evaluation

3.45p.m. Check out



Appendices

Session 1: Group exercise in Social Marketing ... ... ... .. .

Session 2: Social Marketing Principles and Keyponts....

Session 3: Panel/Brain storming ... L
Session 4. WEPIA program Description........................... ..

Session 5 & 6: Position and Positioning Statements definition

Session 5: Real Person Exercise ... ... o
Session 5: Persuasion Attempts # 1. ... .. _
Session 5: Persuasion Attempts #2... . . B R ,
Session 6: Plenary-Building a client Profile ............... U
Session 7: WEPIA Year One Strategy ... : o
Session 8: Media Support for Strategy and Water Week.. ... .

Session 9: Message development ...

Evaluation ... .. IO e,
Names of Participants .. ... . SO BRSPS o

- o

I‘,\

~

13
14
15

16

by
£

18

19
20

21
27



SESSION 1: OUTLINE FOR GROUP EXERCISE IN SOCIAL MARKETING

TITLE: LEARNING FROM THE EXPERIENCE OF OTHERS—A REVIEW OF
ADVERTISEMENTS

When: Day One 10.45 a.m.
Amount of time needed for exercise: 30 mins.

Objective:
At the end of this exercise participants will be abie to describe and recognize three
key pninciples in promotion that are essential to message development and marketing.

Method: Groups of from 5-8 persons are formed. Each group selects a group
facilitator and a spokesperson who is responsible for writing the group’s decisions and
reporting back to the plenary. Groups may use flipcharts or overhead transparencies 10
report back to the group.

Exercise: Groups of up to 8 persons are given copies of advertisements cut from
various journals. For each advertisement they need to write on a separate sheet of
paper and develop the following. Each group needs to know the assumptions it 1s
making and be able to verbalize the cniteria it is using
a) Customer profile (identification of target audience and at least five things they
know about this customer from the advertisement)
b) The heart of the message and/or product.
¢) Secondary message (if any).
d) Any action the customer is expected to make that is specifically called for in
the message.
e) In what kind of magazine or newspaper might this advertisement be placed”
f) In what other alternatives ways could this message be given if the target
audience remained the same?
g) What do they like or dislike about each advertisement
h) Group selects and reports back to plenary only the one best and the one worst
ad., but they must specify what cniteria they used to judge

Materials: Copies of advertisements, 5 for each group

At the end of the 30 minutes the groups return to plenary and each group reports its
findings.
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SESSION 2: OUTLINE FOR SOCIAL MARKETING PRINCIPLES AND KEY
POINTS.

TITLE: THEORY AND PRACTICE OF SOCIAL MARKETING
When: Day One, 11.30a.m.-12.30p.m.

Objective: To expose participants to the basic principles of social marketing and how
they are applied in the real world. Exercises for each key point will be used
throughout the two days.

Method: Lecture/Mr. N. Cubeisy

Key points to make in a lecture:
1. Marketing is an exchange between two persons such that both are satisfied
2. Marketing relies on research and integrates research with action
3. Social marketing is a mix of these 4 elements often described as the 4 P's ~ |
a. Product—quality and special charactenstics
Price—value for investment
Place—where the product is made available
Promotion—how it is promoted
Positioning — product’s value compared to competition

o a0 o

Explain the following:

Product
In social marketing the product can be an idea, a concept, a behavior or an actual
product (WSDs) as long as it is for the public good.

Price:
In social marketing the price may be the time the client invests in the new 1dea or
behavior, the effort he must make to do it, or literally, the amount of money he has
to pay, as in purchasing WSD’s or retrofitting large buildings.

Place:
In social marketing place may be defined literally as a shop where a product can be
purchased or it can be in someone’s home, or school or anywhere the strategy
decides it is most convenient for the client to get access.

Promotion:
In social marketing this can be a mix of several kinds of ways to get the attention
of the client from interpersonal to use of mass media.

Position:
Is how the client sees you now--The naked truth.

Positioning:
Is how you would like the chkent to see you—The dream

Materials: Two articles by Dr. William (Bill} Smuth on social marketing. one in
Arabic and one in English.

10
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SESSION 3: OUTLINE FOR PANEL/BRAINSTORMING
TITLE:  PREREQUISITES TO DEVELOPING A STRATEGY
When: 12.00-12.30 a.m. Day One
Amount of time needed for each section: 10 minutes

Objective: At the end of this session the groups will have a summary but intensive
understanding of three key aspects of the water conservation issue. They will be able
to identify:
a. The major points of water scarcity.

Supply side shortage

Population growth

No demand management
b. The major points of technologies that will resolve the issue somewhat

WSDs

Water harvesting

Grey water re-use

Policy changes

Education and information for behavioral changes
¢. The major poinis about target audiences

Large consumers

Women

Children and youth

General public

Together they will have completed:
a. Identified priority water issues
b. Identified priority technical solutions
¢. Segmented the target audience

Three of the participants will give five-minute overviews of their assigned issue The
group will brainstorm the remaining points, and for each one select one or two 1tems
to deal with at this session. Brainstorming ideas will be marked on flip charts and
placed on the walls for later discussion.

Materials: Each presenter will make a one-page outline of his prionty points (bullet
form) to pass out.

1}



SESSION 4: OUTLINE FOR WEPIA PROGRAM DESCRIPTION
TITLE:  WEPIA STRATEGY AND WORK PLAN—INTRODUCTION TO RESEARCH
When: 2.00-2.30 p.m,

Objective:
1. At the eng of this session, the participants will know the WEPIA major goals and
results as expected by USAID.
2. At the end of the session participants will understand the role of research in WEPIA
to date and prionty information.
Method: Lecture—Mona Grieser/presenter
Priority Points:
1. WEPIA Project, Performance, Goals and Targets
WEPIA Strategy and First year workplan
2. WEPIA research conducted and early results.
WSD Assessment; MRO large consumers; LPJ; Willingness and Ability to Pay

Materials: Overhead projector, Peformance goals sheets, Flip charts, Tag
Presentation overheads, pens for flip charts

Handouts: KAP with Large water users — Translated to Arabic



SESSION 5__ POSITION STATEMENT DEFINITION

A POSITION, OR STATEMENT OF POSITION IS A COLD-HEARTED, NO-NONSENSE
STATEMENT OF HOW YOU ARE PERCEIVED IN THE MINDS OF YOUR CURRENT CLIENTS
OR TARGET AUDIENCE. IT IS YOUR CURRENT POSITION.

YOU-—means all of us and WEPIA as a team and how our current public views us
and the current product we are selling 1 e water conservation

e.g. Avis Rent-a Car realized their market position put them behind Hertz and turned
it into a bnlliant slogan---“We’re number two, we try harder™

SESSION 6—POSITIONING STATEMENT DEFINITION

A POSITIONING STAETEMENT STATES HOW WE WISH TO BE PERCEIVED. ITISTHE
CORE MESSAGE YOU WANT TO DELIVER IN EVERY MEDIUM, INCLUDING ELEVATORS
AND BUSES IF NECESSARY, TO INFLUENCE THE PERCEPTION OF OUR SERVICE AND
PRODUCTS.

Your positioning statement needs to answer the following questions.

Who: Who are you?

What: What Business are you in? Really?

For Whom: What People do we serve”

What Need: What are the special needs of the peopie we serve?

Against Whom: What makes us different from our competitors and who
are they anyway”

How: How easy do we make it for people to have access 10 our product
and can we make it easier”?

So: So What? Where's the Benefit? What do people get for buving

into our product or service?



SESSION §
REAL PERSON EXERCISE:

1. Am I defining my customers, the way they think about themselves?

2. Am 1 locking at life from their point of view?

3. Am ] thinking about ways to bring my product and services closer to them,
rather than expecting them to come to me?

CONSUMER INSIGHT + BRAND INSIGHT = SWEET SPOT

14



SESSION §
PERSUASION ATTEMPTS #1

PEOPLE YOU TRIED TO PERSUADE

1.

2

3

WHAT YOU WERE TRYING TO ACCOMPLISH

1.

2

3.

WERE YOU SUCCESSFUL?



SESSION 5

PERSUASION ATTEMPTS #2
Take one successful and one unsuccessful attempt and try to analyze what were
the consumer insights that made one successful and one unsuccessful.

1. SUCCESSFUL PERSUASION

® WHAT WAS THE INSIGHT?

= HOW DID YOU USE IT?

2. UNSUCCESSFUL PERSUASION

® WHAT INSIGHT SHOULD YOU HAVE SEEN?

= HOW DID YOUR ATTEMPT MISS IT?

16
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SESSION 6: OUTLINE FOR PLENARY-BUILDING A CLIENT PROFILE
ELEMENTS OF WRITING A POSITION STATEMENT AND DAILY EVALUATION
Title: Definitions of Positioning statements and Position
When:  3.30-4.00 p.m. Day One
Facilitator: Mona Grieser
Amount of time needed: 15 minutes then daily evaluation
Objective:
- At t‘h-e epd of this session participants will be familiar with the concept of
positioning statements.

2- At the end of the session participants will have identified three things they leamt
and identified items they wished greater clarification on

Methodology:

1-  Plenary session with groups shaning their position statements and client
profiles—review of definitions of position and positioning statements

2-  Cards passed out to everyone to write down three things they learned new. three
things they learned useful and any items they wanted clanfication on

Materials: blank cards, statement of defimitions (25 copies), flip chart and pens

17



Session 7—WEPIA YEAR ONE STRATEGY AND PARTNER
COLLABORATION

TITLE: HOW IT ALL COMES TOGETHER—TACTICS AND STRATEGIES.

When: 8.45-10.30 a.m. Day Two

Objective:
1. At the end of the session all participants will have a comprehensive
understanding of WEPIA’s global vear one strategy
2. At the end of the session all participants will have 2 comprehensive
understanding of the role each subcontractor plays in achieving that strategy

Method: Mona Grieser explains umbrella project and one representative from each
subcontractor in turn wall explain their activities (tactics) and identify the part it plays
in:

a) Achieving WEPIA goals and results and

b) Supporting the larger strategy

Key points:

1. Strategy is grassroots {interpersonal) and supported by mass media and policy
changes.

2. Strategy is designed to reduce client inconvenience as much as possible,
therefore point of sale is the home or the office where possible

3. Matenials for strategy are designed to meet specific client needs and are not

and should not be generic.

Matenrials: Flip Charts, work plan, handouts on each activity, briefing papers.

I8



SESSION 8: OUTLINE FOR MEDIA SUPPORT FOR STRATEGY AND
WATER WEEK

Title: Designing a Media Strategy
When: 11.30a.m -12.00p.m.
Facilitator: Mona Grieser

Objective:

i- At the end of the session participants will have a clearer understanding of when
and how to use the media for promoting WEPIA activities.

2- At the end of the session participants will be able to design their own media
strategies 1o support WEPIA goals for Water Week and sales of WSDs

Method: Lecture and brainstorming.

Key points:
e Setting a campaign penod
e Making sure distnibution network 1s deveioped and in place and on schedule
with campaign period
Ensuring a media mix
Setting Measures for evaluation
Developing a Media Flight Schedule
Advertising + Promotion (Incentives) + Public Relations

e o & o

Materials:  Flip chart and pens,
Overhead Projector and slide of Media Flight Schedule

Handouts:  Media Flight Schedule

19



SESSION 9: OUTLINE FOR MESSAGE DEVELOPMENT

Title: Message development for a campaign leading up to and including
Water Week

When: 12.00p.m.-1.30p.m.
Facilitator: Mona Grieser

Objective:
1. At the end of the session participants will be able to verbalize clearly the specific
message(s) that promote the WEPIA product.

Method:

Group activity and presentation to plenary after lunch.

Each group will review the two day’s of work and having reviewed the strengths and
weaknesses of the products and the needs and perceptions of the clients wll
brainstorm a message and highlight three priority messages to put to the group
During the presentation to the plenary each group will defend its three choices The
flip charts with the messages will be pinned to the wall and then ranked by the

plenary.

Materials: Flip Charts, masking tape, pens

20



Notes

Session 1: Group Exercise in Social Marketing

Participants formed 3 working groups, each presented two advertisements the best and
worst amongst the advertisements they were given.

Session 2: How to start with others:

6 Ps:
product, price, place, Promotion, position and positioning

Foliow up
Social marketing: changing behaviors for public, volunteers, and supphers

Session 3: Panel Brain Storming

Technical Solutions:
1. Increase supply: grey water, maintenance, dams, saline treatment
2. Improve efficiency: grey water, maintenance, WSDs
3. Reduce demand: policy, new technology, demand management, behavior
changes

Session 4: WEPIA program Description
About WSDs:

Standard flow rate:
a For bathrooms: 6 L/Flush
a For Showerheads: 12 L/min
a For Kitchen: 9 L/min

Benefits:
a Easy to mnstail
O Satisfies needs
0 Saves water and money

Barriers:
0 Maintenance, where, and how ofien, do you need a plumber
a Cost



Notes taken on Session 5 : Position statement:

Guidelines:
1. Pick one problem area in water consumption (inefficient fixtures, waste poor
maintenance)

2. Pick a target group
3. Build a client profile
4. Wnite a position statement

Working Group Sample 1:

Problem: Poor maintenance, leakages, high consumption rates
Target group: Maintenance staff (decision makers & techmcians)
Profile: Education, Authority, Language skills, background, degree of exposure to

i advancement in field, and purchasing power (budget)

Position: WEPIA doesn’t pay for what they ask us to get.

Working Group Sample 2:

Problem: fixture

Target group: Housewives

Profile: I want to do as I please (I am my own boss)

Position: WEPIA is irrelevant enough for housewives to go out and buy WSDs

Session 6 - Positioning:
Working groups came out with the following points that they would like 1o point out

in WEPIA positioning statement:

Nonprofit, non political organization
Concemned raising water awareness, consumption efficiency, serves the Jordanian
public to conserve a vital resource.

WEPIA offers: expertise, information, services, technical assistant and training for
vanous sectors.

New technology, comprehensive, stretch water,

Cutting down wasted water and expenses.

“Bolded and underlined criteria were given high consideration™
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Session 7: WEPIA Year One strategy and Partner Collaboration

Grassroots distribution:
Economies of scale
1. Water auditing: leak detection, and maintenance
Research
Water saving techniques
Publications — brochures
Tracking system
Promotion: information and knowledge
Training - secondary audience
Networking

WO NN bW

Session 8: Media Support for Strategy and Water Week

Promotion:
By March 22, preparing for the water week:
Prepare the service
TOT - train auditors, technical people
Corporate promotion
Tracking system
Train journalists
Suppliers: stock, consignment
Publications — homeowners
Videos make and scheduled
a. Grassroots: Sales / persuasion force. Through kids, youth and
women, friends / relatives
b. Media: advertising and promotion
c. Policy and regulations

A B L —

Monitor and evaluation:

March 21% — child week

April 22™ - Earth Day

June 5™ — Environmental Day

November 14" — Arab Environmental day

18]
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Evaluation:
Facilities: excellent

Handouts: sufficient, and not enough 1o others.

Technical:

]

QoO0D

Good but crunched into a short period of time

Need to train all subcontractors to use MS project management software
We didn’t quench our thirst

Not enough information about social marketing

Not precise

Presentations:

Do0oo0DAaao

More time needed to present partners projects

Need more information on Social marketing

Varied in effect, but generally needed more time

Good exposure to other partners’ activities

They gave us a better insight for our future tasks and goals

Comments:

u]

OcdoDopDboCoOao

We need another meeting to find out the links among different projects
Bad evaluation form

A crowded program

We needed the agenda at least 2 days before the workshop

More time should be given to such workshop

More case studies on social marketing

It was a great honor to work closely with such wonderful individuals
Thanks to WEPIA
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Water Efficiency and Public information for Action
WEPIATR/
Title of training course: Social Marketing
Dates of course: November 15 & 16 2000
Location: Main Spa
Target groyps: WEPIA staff and partners (JES, LPJ, RSCN, Univ. of Jordan)
Number of participants: 20 + Mona + Omar
Facilitaior / Technical Consuftants: Mona Grieser and Dv. Cubeisy
Objectives of the workshop:
* For Partners to understand what social marketing is and how 1o use it in thesr programs
* For Partners to collaborate between themseives “Synergy, economies of scale”
g lssues andior problems encountered: time too short: need more exposure and practice
9  Results and products: NA
10 - Il .
improved knowledge of and understanding of key principles of social marketing
11 Recommended next steps:
working lunch session with lectures and discussions on Social marketing

~N ® P Ea W N

12 Total cost: Hotet accomodation + JU 400 transportation « JO 20 stabonary
13 Cost/ Trainee
4 Cost/ Trainee day

FOR PARTICIPANTS
Name Ovganization Telephone  Fax
1 Ms Hasna' Alami BPWC 5511647 5530092
2  Mr. Ahmad Kofahi JES 55890844 5695857
3  Ms Rula Kesani JES 5535023 5537065
4 Dr. Ahmad Al-Qaisia JU 5355000-2703 5355888
$  Or Tarek Tarawneh Ju 5355000-2764 5526225
€ Ms Rawda Abu-Taha 8PWA 5511647 5530092
T  Ms. Alaa Kurdi BPWA 5511647 5530092
$  Mr. Omar Bacaeen CMCS 5522862 5534357
$  Dr. Najb Cubeisy CMCS 5522862 5539357
10  WMr Ahmad AL-Rusan RSCN 533791 5347411
11 Ms Manal Fogaha RSCN S337931 5347411
12 Mr. Maydi Omar Saboun RSCN 5337931 5347411
13 WM Muwalfaq Ziadat  LPJ 4729003 4729003
4 M. Adel Swess LPJ 4721917 4729003
15 WM. Shawg Ghannam  LPJ 4720754 4729003
16  Motasemn Mahadin WEPIA 5527893 5527894
17  Raed Nimni WEPLA 5527893 5527854
18 Lama Sdaw WEPIA 5527893 5527894
19 Guinar Hpazin WEPIA 5527853 5527004
20 Rana Muhtaseb WEPIA 5527883 5527894




Card number .
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_How many times a week do you get water supply?

!
- Onceaweek | 21
’ Twiccaweek | S0}
Three timesaweek | 42 |
. Fourtimesaweek | 30|
I Fivetimesaweek | 47|
Sixtimesaweckormore | 109 |
Less often | 51
r Donm'tknow | 40 |
& 15 he amount of water you receive sufficient for your ! !
\ needs? } ;
_ Yes | 310§
a Nol 341
Do you buy water from tankers? i i
- Yes | 27§
] Nol 317}
‘ What have you done in your home to conserve waler? ! |
E Reduce water consumption, use water only when necessary I 63
Checking for leakages | 5
i Reapairing leaks when they occur | 54
| Sweeping floors rather than washing them P 2B}
Use the same water for different purposes Water used { :
i for dishwashing is reused to clean floors i 71
: Increased number of water tanks | 20 |
» Use bucket to clean the car i 101
I Use a saving device on faucets | 11§
' Partial opening of faucets during use ! 17
Inserting bottles in toilet tank’Reduce water flow 10 1 |
i‘ toilettanks | 21§
; | |
I Reduced frequency of doing the laundry {151
= Use bucker for dishwashing/Not allowing continuous flow | |
i‘ while washing the dishes | 17 |
! Reduced frequency of watering the garden i 6!
i Reduced frequency of using the shower | 4
- Other | 1]
i Nothing | 170 |
# How many nimes a day do you wash the floors? I i
Once | 131§
) Twice | 31 )
. Morethanthat | 23 |
Lessoften | 63 |
. Have fittedcarpet | 72 |
L] Doesnotwash | 24 |

2t



2.

What type of washing machine do you have? | |
Automatic frontioading | 90 |Ak 7
I |
. Automatic toploading | 32 [Ask7?
| |
Non-automatic twintub | 82 [Ask?
— B | |
Non-automatic singletub | 28 |Ask?
| i
) Does not own a machine | 12 {Goto
i 19
1 !
oo
ASK. Ifown washing machine: i i
% | t
“ How many times 2 week do you usually do the laundry? i i
| Once | 1214
Twice | 118 |
. Jumes | & ]
. 4umes ¢ 12 §
S tumes | 3
__ Gtimes | 6}
- Daily | 134
Less often | 15 |
?!?Ifoun washing machine: { }
} i :
\ é And usually how many loads per wash do you do” i I
One | 47
Two] 102}
Three | 95 |
i Four | 431
' Fiveormore | 45 |
‘W How many ¢ars do you have at home? i |
‘ One | 160 [Ask
B ] {10
[ { i
Two ¢ 72 | Ask
! 1o
i ! |
| Three or more | 21 | Ask
l |10
1 ) !
; None|[ 91 {Gotw
| P13
- | i
‘SK f own ear | |
P o
| 10 How ofien do you wash your car(s)? I }
Onceaweek | 141§
o Twiccaweek | 30|
Jumesaweek | 21
dtimes s week | 21
™ 5-7Tumesaweek | 10|

PN



!

. SK: Ifowncar: | i
- o
11. How do you usually wash the car(s}? i I
Useahose | 44 |Ask
- | 112
I |
Useabucket | 106 §Ask
- ] | 12
| |
! Wash atthe station | 102 jGoro
- | (3
| i
.iSK If wash at home: ] ]
! } i
1 Lsually, whko washes the car(s)? ! t
) A famdy member | 100
Maid |} 13!
Janitor | 1Y !
™ Cleaners on contract | 26 !
3 i garden available_how often do you water the garden? ! |
™ Once a week | 92 |
Twice a week | i8¢
3 umes aweek | 13 i
' 4 times week | 9
5nmes a week | 3]
_ 6 times a week | 9
. Lessofien | 49 |
Nogarden | 130!
i How do vou store water” ] i
? Warer tanks | 327 |
Reservoir | 234
i Other means (specify) | lj
Don't store | 1!}
' Do you coliect rain water? } }
i Yes | 45 )
No [ 299 |
i How many faucets are there in your house? i
334 |
|
a |
"' How many faucets are outside your house?
?i 274




§ How many, if any, of the faucets leak? I I
One| 18 |Ask
] 19
| |
Two | 2 |Ask
! 119
N | |
Three | 0 |Ask
f ! 119
N | I
- Four | [ fAsk
i {9
- ! |
ji 5 or more | 0 | Ask
' ! |9
! i
[ ] None | 323 iGoto
I 120
} i
i
ASK If any faucert leaks: i ;
@ Why was itnot fived? | ;
\ Costs too much | 4 |
L No time | 9
i Don't know how | 5
Other | 3
: .‘3 How many Turkish style bathrooms do you have? : .
One | 107
\ . Two | 4
i Three | 2
None | 231
i How many Western st e bathrooms do you have? f i
Onet 175}
Two| 106 |
- Three | 49 |
li None | 14 |
- 2. Do the bathrooms have toilet tanks? i 1
‘ Yes | 30 JAsk
i 122b
| !
i No | M |Gow
: | 126
= | !
o
| ASK: If toitet 1ank available: ! 1
| { i
8B Do any of ihe toilers have a dual flush system? I i
Yes | 22
No} 283 |
i Dontknow | 5|

29




T

5.

w SK: If toilet tank availabie: [ i
- o
3 What is the capacity of the toilet tanks? ] i
, Sliters | 109 (
|- B2liters | 30§
Mliters | 3§
, b Other | 18]
I. Don'tknow | 150 |
_SK- i1f toUer tank available: i |
] [
[ %4 Do any of the toilet 1anks leak? i i
‘E_ Yes | 18 1 Ask
E. I i25
' E j
Noiy 287 iGow
- t 126
I i i
N Don't know | 5 :Goto
[' : 126
l‘ i [
FSK' I 1onlet 1ank leaks: i i
: ! i
3 Why was irnot fixed? i !
& Costs 100 much | 3
No ume | 6|
s Don't know how | 6
8 Other | 3]
 How many showers are there in your house? | f
& One| 225
Two ! 82
: Three | 14 ¢
i Four or more | !
None | 12
i‘ Is there 3 leak in any of the showerheads? ! }
Yes | 8
No| 333
i Don't know | 0
S Does any of the water tanks leak? I t
Yes | 27 |
" No| 30}
Don'tknow | 71
nlhcfealc\erinyomwa!erllnks? | }
' Yes | 3291
' Noj 14]
- Don't know | 1]
) Does the reservoir leak? ] ]
L Yes | 0]
Noe| T3]
) Don't know | 2]




. When there is a leak from any water fixture, how long does

|

it normaily take 1o repair it? t 1

Oneday | 284 |

™ 2days | 27|

3days | 1§

4 days | 3

i- * Sdays | 0

6days | 1]

I week | 8

‘ﬁ 1-2 weeks | 21

: 2-4weeks | O |

Longer than that | 81

g Usually. who does the repairs? ] ;

Father | 85}

Mother | 51

- Other family member | 28 |

Relative | 6 |

3 Plumber | 212 |

‘ﬁ Other | 12 |

i i |s there a pump that increases the pressure of the water ! ]

- from the tanks to the faucets inside the house? I i

Yes | 40

! No| 299 ;

1 Dontknow | 5!

.3 How often do you get vour water bill? | i

] Every 3months | 316 |

Every 6 months | 4!

i Other (Specify) | 23 |

35 Om average. how much do you pay for your water consumption i

. per cvcle? i

i 331 |

i

7 |
—

-36. Dd you get during the past 12 months a bill that was i g

| vnusually high? 1 H

) Yes | 166 |

: Noj 175

‘ Do you think that the amount you pay is adeguate compared | |

i 10 your consumption”? | |

| Pay more than consumed | 115 |

i‘i Pay less than consumed | 71

| Pay as much as consumed | 203 |

I Don'tknow §} 19 |

I“"h aspect in your home contributes to the largest use of | i

waler? i |

- Bathroom | 147 |

Kitchen | 82 |

Laundry | 26 |

I 61

3



h . -7-

J-_, have you heard of water saving devices? | |
Yes | 202 |
No| 142
-
Show device and explain about aerators: ! I
I |
- Which of these have you seen or heard of? - i |
{ Acratorson faucers | 147 |
' Acratorsonshowers | 717 |
‘ Tailet tank with 6 liter capacity { 78|
i Nene| I}
If ar anfable. would you be willing to install in your home? ! I
Yes ] 279 {Ask
| 142
] 1
a Noi 4i [Goro
! 143
t |
- Dontkrow | 24 |Golwo
| {43
I {
[ |
ASK: If willing 10 use any device: ! i
i I
Bow device and explain about aerators: ! i
| I
. Which device would you use? I |
il Aeratorson faucets | 236 |
Aeratorson showers | 104 |
Toilet tank with 6 liter capacity o106 |
il
43 Which of the following do you have in your house? ] t
. Swimming pool | 8
i Jakuzi | 3
Water fountain 17 |
| Noneoftheabove | 319 |
—
‘D1 Flow rate (liter ‘minute) }
‘ |
- |
i
i! Sen of respondent: | |
Male ! 73|
Fermale | 271 |
|
, W Age of respondent: i ]
! 14 N
- 2534 ) 1|
544 9%
45-54 | 65 |
i 55+ 1|




~

1. Education of respondent;
-

|
Noformal | 29|
Elementary | 35 |
intermediate | 56 |
- Secondary | 109 |
Postsecondary | 66 |
~ University | 4% |
-
D5 Household size: ! I
One | T
- Twe| 26 |
Three | 37!
Four | 65|
= Five | 81|
Six | 54|
Seven | 44|
- Eight or more | 30|
». Type of building: ! i
- House | 250 |
Apartment | 94 |
' 'S the house owned or rented? | !
Owned| 2491
Rented | 95
DS How old is the buildmg? i i
Lessthan S years | 33 ;
. 5-10years | 62
- 10-15years | 54 ;
15-20 years | 70
L Morethan 20 years | 124 ;
[ |
DY Hew many years have you lived in Fuheis? i
3 !
a

ﬁ%m:
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Social Marketing Workshop

KAP study for Mosques

This project will be with JES and Ministry of Awqaf. It wall train 250
Imams, 200 laypersons in water efficiency and water scarcity,
establish water audit program in a mimimum of 100 mosques.

A KAP (Knowledge, Attitude and Practice) study for residential
houses was conducted by MRO (Market Research Organization) in
October 1% 2000.

This study showed some of the major practices in Mosque’s its
surrounding community and the way they deal with water.

o QOur target groups: Imams, Laypersons.

54% of Mosques knew how much they pay per quarter & the other
they don’t have any idea

55% of Mosques knew how much they consume water in cubic
meters per quarter.

55% of Mosques responded that they could save by adopting this
method.

67% of Mosques responded of how to reach water saving:

Using WSD’s, 17% auto shut, 33% use jars in bathrooms, 17%
recycle used water.

36% of Mosques heard about WSD’s.

50% of Mosques heard about the WSD’s from media, 25%
promotional leaflets, 25% other outlets.

73% of Mosques wanted training program.

91 % of Mosques did not know how much WSD’s cost.

e 91% of Mosques believe that WSD’s could save water on the long

run

100% of Mosques wanted training seminars and workshop in water
efficiency.

>



Marketing Research Organization
Summary Points of Large Water Users

In this study the audience were divided into three
A) Large users in the industnal, commercial and institutional sector
B) Organization with an interest in the use, installation and advocacy of

water saving devices
C) The general public

< Research has shown that continuity of behavior of water conservation is
lacking and over a period of time inconveniences is felt by the public.

¢ There 1s a tendency to place responsibility on someone else, in this case
the government.

Large-users Industrial, Commercial and Institutional

< Both public and private establishments have taken some action to conserve
water. For both establishments their motivation is more economic than social
concern. Of the common actions noted price was a major factor

<» Establishments appear to maintain and inspect their water systems but for
most establishments their regular check-ups are inadequate. (Regular
maintenance is a prerequisite to successful use and installation of WSDs)

%+ Few establishments have expert or trained staff to systematically perform
check-ups. At times this is left to be done by a janitor, who handles minor
problems.

> Decision to purchase WSDs are made by management sometimes, but not

always, at the recommendations of maintenance engineers

Individuals and establishments with an interest in the use and advocacy of
water saving devices

<+ These individuals are prepared to cnticize the wasteful use of water
among their clients and in the buildings in which they operate but do not
seem to appreciate that they are in a position to actually influence
others.

Among professionals such as architects, there is no evidence to indicate
that water conservation is taken into consideration when designing or
constructing buildings.

Even maintenance engineers and janitors are frequently uninformed as
to the levels of water flow in their fixtures or the quantities of water
consumed per quarter.

Maintenance engineers and janitors are often unaware of WSDs and
suspicious of potential extra maintenance effort.

&
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KAP Study in Fuheis

Fuheis is a city located near Amman, with a population of 15,000 people,

WEPIA started to work with Fuheis through the LPJ (Latin Patriarchate of Jordan),
with the help of students from both the public and private schools in Fuheis

A KAP (Knowledge, Attitude and Practice) study for residential houses was

conducted by the MRO (Market Research Organization) in October 1 2000, using
the students, who were trained on how to interview the residents and fill the survey in
addition they were taught simple ways on auditing a home, a pretest for this survey
took place in each student’s house before they went out into the field

The KAP study showed some of the major practices in the Fuheis community

and the way they deal with water.

>

More than 47% of the study samples showed that people get mumcipality
water more than five days a week, which is a high percentage companng to
Amman. Therefore people in that area don’t need to purchase water from
tankers.

Due to the regular supply of water, people are not concemned with collecting
water from their roofs, only 13% of the sample performs such an activity
Fuheis city is one of the cities that get a high amount of rain in winter.

67% of the samples are using western toilets, which means more water to
consume and the average water tank volume was 10 liters, with only 6%
leaking.

Only 59% of the total number have heard of WSD, and 81% are ready to
install them if they are available, mostly aerators.

Faucets have high flow rates ranging between 2 3L/min to 54 L/min with an
average of 12 L/min.
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Profits from Selling WSD ( aerators ) in homes

for RST Products only
Number sold |Cost of Buying |Selling cost]| Profits | Free WSD | Total Profit |

5 12.75 17.5 4.75 4.75
10 255 35 9.5 95
15 38.25 52.5 14.25 14.25
20 51 70 19 19
25 63.75 87.5 23.75 1 27.25
30 76.5 108 285 ] 32
35 89.25 122.5 33.25 1 36.75
40 102 140 38 1 a5
45 114.75 157.5 42.75 1 4625
50 127.5 175 475 2 54.5
55 140.25 192.5 52.25 2 59.25
60 153 210 57 2 o4

Note : Each aerator is brought from the supplier for 2.55 JD
* The aerator is estimated to be sold for 3.5 JD { in the market its for 3.0 JD )
* The Supplier offered a free aerators for each 25 aerator the person sells.



WEPIA

Water Eficiency and Public information for Action
Asceitig Ll 23l il Nipg,inn

WATER CONSERVATI

Water conservation means using less water by eliminating the ways we waste water. Water
conservation does not have to change your lifestyle. Water conservation lets you do all the things you
are doing now - just be water wise when you do them. The following tips are based upon established
standards for efficient water-use from selected countries and modified to meet Jordan specific
conditions. These recommendation are appropriate for hotels, industries, commercial, governmental
buildings, and residences.

» Recommended flow Rates For Workplace

The recommended flow rates are based on the 0.3-3 bar prevailing pressures in most of the buildings.

Showerheads: Install showerheads that use a maximum of 8-9.5 liters of water per
minute.

Taps: Install low-flow pressure compensation aerators that deliver a maximum of 6 liters
per minute for washbasin and 8 liters per minutes for kitchen sinks and landscape sinks.
Toilet Flushes: Install only new toilet fixtures that are designed to use a maximum of 6

liters per flush. For home consider dual flush (3 liters for liquid waste and 6 liters per solid
waste).

» Landscaping

* ¢ @ ° @ @

Choose plants that require a minimum amount of water (native plants where possible)
Direct roof top rain drainage into plant beds that retain water.

Reuse water from showers and rinsing vegetables to irrigate plants.

Locate plants in beds that retain water and use mulch when possible.

Install drip irrigation systems as applicable.

Irrigate piants early in the moming or late in the afternoon to avoid excessive evaporation.

> Maintenance

Inspect water storage tank-filling valve to ensure it closes properly.

Inspect underground storage tank leakage.

Insure water meter is working properly.

Fix leaking toilets and faucets! A leaking toilet can waste 160 liters of water every day. A tap
that drips once every second wastes 25 liters a day.

Proper training for the maintenance staff on maintaining water saving fixtures.

» Management

Employer should establish a water-use efficiency program in the workplace by posting
a chart showing the weekly amount of metered water-use and to receive employee
suggestions for improving water-use efficiency and reporting leaks..

Ask Energy Environmental Management Consultants for proposals 10 ensure eﬁiaent
water-using processes.

i1
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Recommended water saving devices for Jordan

1- FAUCETS and RAERATORS

- Conservation recommendations are to provide 4 liter / minute pressure
compensating aerator for faucet used for washing and
nnsing hands But for faucets that serve multiple
functions, such as kitchen faucets, 8 liter / minute
aerators are recommended.

- Since its difficult to determine thread size, any retrofit project should stock
all the variable thread sizes aerators and be prepared to determune the
needs of the building, while on site, by tning the vanous sized of aerators
for fit.

- Taps at wash basin and Turkish toilets stalls of public restrooms should
have faucets replaced with self-closing faucets.

- Any strategy that includes aerators must also include proper maintenance
and cleaning of aerators.

- There is no advantage of attaching aerators to faucets installed in Turkish
toilet stalls.

- All aerators should include a domed screen to prevent sediment from
clogging the small holes in the aeration disk

- SHOWER HEADS

- For the shower heads, the most suitable type to be used 1s the
stream type shower head with a capacity of 9 hters’munute,
which gives the highest level of consumers satisfachon, and
most appropnate for the low water pressure in Jordan

- Shower shut-off valve attached to the showerheads are
recommended. Its estimated that half of the typical (10 nunute)
shower involves the apphcation of soap and shampoo. thus half
of the water used for a shower can be saved by the use of shut-
off valve, which keeps the water temperature constant while the bather
temporarily stops the water flow during soaping
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URINALS

Its generally recommended that only 4 liters / flush of water be used to
flush a urinal.

Most flush-o-meter urinals can be easily retrofitted with a 4 liter / flush
valve, with out replacing the ceramic fixtures A piston type flush-o-meter
valve is recommended.

Manual flush valve should be replaced with automatic shut off valves
whenever posstble.

4.TOILETS

Gravity tank type, it should be changed with a 6-hter flush ==
toilet. The tank of a 6-L toilet will hold a 10 liters of water, §.
but the trim will close the flush valve afier only 6 liters of h
water has passed through to the bowi.

Flush-o-meter type, replace the flush valve with a piston type
flush-o-meter valve, and install a screen to filter out sediments in

the water. This screen needs to be cleaned on a regular basis, depending
on water quality.

Displacement bags provide only a temporary means to save a mmunai
amount of water and are not nearly as effective as replacing JE8

the toilet. They are not recommended for toilets that are
currently using less than 15 liters per flush Displacement
Bags are estimated to save one or two liters per flush,
depending on the size of the bag, and its quality. if !
purchased, it is better to buy a heavy gauge plastic bags designed for this
purpose.

Purchase toilets with a Water Sentry refill valve. This type valve will not
refill a 1o1let tank unless activated by flushing the toilet, thus, preventing
the waste of more than a single tank capacity of water if the flush vahve
fails. It also gives you an indication when a flush valve begins to leak
When purchasing the toiets, it would be wise to require the highest
quahty flush valves be included, so that the valves do not require
replacement for at least 5 years.
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DIFFERENCE BETWEEN
MARKETING AND SELLING

FOCUS MEANS ENDS
PRODUCTS | SELLING AND | PROFITS !
SELLING PROMOTION | THROUGH (®
SALES VOLUME
)
% Q
MARKETING | CUSTOMER | INTEGRATED | PROFITS
NEEDS MARKETING | THROUGH
LUSTOMER
SATISFACTION
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I THE FOUR P'S OF THE MARKETING MIX I

/4

MARKETING
MIX
QUALITY
FEATURES
BRAND NAME
PACKAGING CHANNELS
SIZES COVERAGE
SERVICES LOCATIONS
WARRANTIES INVENTORY
RETURNS TRANSPORT
PRODUCT PLACE
TARGET
MARKET
PRICE PROMOTION
LIST PRICE ADVERTISING
DISCOUNTS PERSONAL
ALLOWANCES SELLING
PAYMENT PERIOD SALE PROMOTION
CREDIT TERMS PUBLICITY




FACTORS INFLUENCING
COMPANY MARKETING STRATEGY

Demographii:l ‘

economic
environment

 Political/
legal
: environment

Marketing

Competitors

Technological/ §

physical
environment

intermediaries

i cultural
environment

®,

>
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I ADVERTISING AND PROMOTION '

THE OBJECTIVES OF ADVERTISING AND PROMOTION ARE TO:

- PROVIDE INFORMATION

- CREATE AWARENESS

- CREATE REINFORCEMENT
- PERSUADE TO USE

THE AIM OF THE PERSUASION PROCESS 1S TO HAVE A

NON-USER START USING A CERTAIN PRODUCT. THE STEPS
INVOLVED ARE:

| NON-USER

AWARENE§

COMPREHENSION

CONVICTION

IN THIS RESPECT, THE RESPONSIBILITY OF THE PRODUCT
MANAGER IS:

TO REACH ...... RIGHT DOCTOR
WITH THE RIGHT wWESSAGE
AT THE RIGHT Twme

WITH THE RIGHT FREQUENCY

'''''

st



U/
| POSITIONING I

THERE ARE 9 MAJOR CONSIDERATIONS WHEN
PREPARING A STRATEGY FOR A CERTAIN PRODUCT.
THESE ARE:

- CHERCHEZ LE CRENEAU

- MATCH YOUR PRODUCT WITH YOUR
POSITIONING

- CONSIDER STRENGTHS AND WEAKNESSES OF
COMPETITION AS WELL

- BE THERE FIRST

- ITISN'T NECESSARY TO TAKE IT ALL ...
SOMETIMES IT IS BEST NOT TO

IT HAS TO BE BELIEVABLE AND SUPPORTABLE
IT TAKES MONEY AND GOOD MARKETING
IF IT WORKS, STAY WITHIT
REACT RAPIDLY, IF NECESSARY

s7
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