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Introduction

This document describes and compares the results of two water savings surveys – omnibus and exit study – carried out in Jordan on behalf of WEPIA.

“Water week” in Jordan comprised a wide range of activities designed to create public awareness of the need to save water and the means of doing so. In parallel, WEPIA carried out a promotional campaign about water saving devices which was centered upon specific areas of Amman.

In order to measure the effect of the WEPIA campaign, MRO carried out two parallel surveys:

· Via the MRO Omnibus, a national survey of awareness and knowledge of water saving devices

· An exit survey at four supermarkets (two Safeway stores; Jubeyha and Shmeisani; Abela, Highway Stores), Jordan University and the Orthodox Club in Fuheis, areas where the WEPIA campaign had been concentrated.

The objective of the research was to determine whether the opinions of those in the WEPIA campaign areas differed from those of the national sample.

Executive Overview

The research shows that the exit interviews sample of consumers in the WEPIA promotion areas are more likely to be aware of water savers than the national public but are less likely to demonstrate a knowledge of how they work.

Also, the exit sample seems to have no different knowledge to the national sample of where savers can be obtained. Awareness of the price of those devices was no higher among the exit sample although, among those claiming to know the price, the exit sample tended to believe water savers to be less expensive.

The WEPIA campaign appears to have helped create awareness of water savers and to a limited extent the low cost of these items. However, its communication of how water savers work and where they can be obtained was not strong.

1.
Means of reducing water bill without spending too much money

A noticeable difference between the two samples is that consumers in the WEPIA campaign areas (exit sample) were more likely to generalize “use less water in a variety of different ways” than the national sample which tended to give more specific answers.

The national sample was significantly more likely to refer to “recycling or harvesting water” and marginally more so to mention the installation of water saving pieces or water saving devices.

Means of reducing water bill without spending too much money

Base: all respondents

	
	Exit survey
	Omnibus survey

	                   Base
	(302)
	(1000)

	
	%
	%

	Use less water in a variety of different ways
	65*
	43

	Recycle or harvest water
	1
	16

	Install water saving pieces
	25
	29

	Install water saving devices
	10
	15



* Difference significant at 99%.

2.
Awareness of water savers

The exit sample of consumers in the WEPIA promotion areas were significantly more likely (66%) to be aware of water savers than the national sample (50%).

Awareness of water savers

Base: all respondents

	
	Exit survey
	Omnibus survey

	                   Base
	(302)
	(1000)

	
	%
	%

	Aware
	66*
	50

	Not aware
	34
	50



* Difference significant at 95%.

3.
Knowledge of water savers (what they do)

The national sample was significantly more likely to believe that water savers “mix water with air” and “filters water from residues”, while the levels reporting “reduce water pressure” and “reduce water flow” were similar among the two samples. Consumers from the WEPIA promotion areas were significantly more likely to express ignorance.

Descriptions of what water savers do

Base: all aware of water savers

	
	Exit survey
	Omnibus survey

	                   Base
	(200)
	(499)

	
	%
	%

	Mix water with air
	28
	42*

	Reduce water flow
	27
	24

	Reduce water pressure
	15
	14

	Filter water from residues
	8
	18*

	Don’t know
	37*
	24



* Difference significant at 95%.

4.
Knowledge of where to obtain water savers

Claimed awareness of where to obtain water savers was similar among the two groups of respondents.

Among the exit sample of consumers within the WEPIA promotional areas, the name WEPIA as a source was significantly more likely to be mentioned than among the national sample. However, of the sources specified in the WEPIA leaflet, awareness among the exit sample was negligible and in some cases significantly less than that among the national sample.

Construction material outlets was widely mentioned by both groups, at a similar level. The exit interview sample was more likely to mention sanitary supply stores while mentions of supermarkets were higher among the national sample.

Knowledge of where to obtain water savers

Base: all aware of water savers

	
	Exit survey
	Omnibus survey

	                   Base
	(200)
	(499)

	
	%
	%

	Do not know where
	36
	33

	Know where
	64
	67


Source of supply

Base: all claiming to know where

	
	Exit survey
	Omnibus survey

	                   Base
	(127)
	(332)

	
	%
	%

	WEPIA
	13
	6

	Construction material shops
	57
	59

	Al-Rawnaq
	-
	8

	Irsheidat
	-
	8

	Mr. Irsan
	1
	1

	Grohe
	6
	4

	Rami Company
	1
	1

	Sanitary ware shops
	12
	2

	Supermarkets
	1
	7

	Others
	9
	8


5.
Knowledge of price of water savers

Respondents in the exit sample were no more able to demonstrate knowledge of the price of water savers than the national sample, half of each group not knowing the price of these items.

Among those stating a price, the exit sample was more likely to believe it to be less than JD 3.00

Knowledge of the price of water savers 

Base: all aware of water savers

	
	Exit survey
	Omnibus survey

	                   Base
	(200)
	(499)

	
	%
	%

	JD 1-2
	2
	3

	JD 2-3
	27*
	21

	Over JD 3
	19
	25

	Don’t know
	53
	51

	
	
	



* Difference significant at 95%.

6.
The sample structure

Although broadly similar in terms of gender, the exit sample was younger and better educated than the national sample and biased towards the middle income groups.

The sample structure

Base: all respondents

	
	Exit survey
	Omnibus survey

	                   Base
	(302)
	(1000)

	
	%
	%

	Sex

	Male
	56
	52

	Female
	44
	48

	

	Age

	18-24
	35
	28

	25-34
	22
	27

	35-44
	20
	17

	45-54
	18
	14

	55+
	4
	14

	

	Education

	Up to intermediate
	20
	62

	Completed secondary
	41
	18

	Completed post secondary
	25
	15

	University/higher
	13
	6

	

	Social class

	AB
	9
	11

	C1
	28
	17

	C2
	52
	37

	DE
	11
	35
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