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1. OVERVIEW OF THE PUBLIC AWARENESS GUIDELINES
1.1. Introduction
The Egyptian water and wastewater (w/ww) sector is currently undergoing significant
and transformative change. Water and wastewater utilities, once part of local governorate
operations, are now part of a unified national sector under the leadership of the Holding
Company for Water and Wastewater (HCWW). National sector objectives call for the
provision of universal, safe, affordable and sustainable water and wastewater services to
all citizens. In order to achieve
Success factors in utility public awareness activities:
these goals, the sector must:


Create or improve physical
infrastructure.



Build the capacity of
management, administration,
and financial systems to operate
autonomous, financially
sustainable, utilities.



Secure the engagement and
support of community and
customers who will use and pay
for water and wastewater
services.



Be transparent and forthright: Take credit for
successes, honestly acknowledge failure and
shortcomings while highlighting steps to address them,
build a relationship with customers based on candor and
trust.



Involve technical staff in utility communications:
Communications is not tangential to a utility’s operations, it
is essential throughout your activity areas. Improve your
communication efforts by drawing upon the expertise of
technical staff; harness technical staff as company
spokespersons.



Develop and maintain utility leadership buy-in:
Consider company leadership your “internal stakeholders.”
Having them appreciate and understand the importance of
communications is just as important as communicating
with your customers.

The emphasis of sector
 Invest up front in a Strategy: As Lewis Carroll’s Cheshire
cat once said, “If you don’t know where you are going, any
development efforts traditionally
road will take you there.” A well thought-through and
concentrated on developing
regularly updated strategy helps to coordinate and realize
physical infrastructure. More
the full potential of communications efforts.
recently, increased attention has
 Link communications with utility objectives: Effective
been given to improving overall
communications helps a utility achieve its objectives.
institutional capabilities. Now
Communications planning should be integrated into
sector stakeholders have come to
everything a utility does.
the conclusion that they must have
 Embrace the media: They are much more useful as your
the support and active participation
colleagues than as your antagonists.
of policy makers, influential
groups, customers and the public at
large—all water users—if w/ww utilities are to be financially viable as well as maintain
quality services. In most utilities, these activities are led by the Public Awareness
department.
The Water and Wastewater Sector Support Program (WWSS), funded by the US Agency
for International Development (USAID) is partnering with HCWW, regional utilities, and
other sector stakeholders in providing flexible, results-driven support in order to help the
sector achieve these goals.
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These Communications Guidelines are designed to help you, members of Egyptian
utilities’ Public Awareness (PA) departments, secure the support and participation of
your various stakeholder groups. Public Awareness is a relatively new emphasis for
Egyptian utilities, and there is little written guidance on how utilities can manage these
programs successfully. These Guidelines, drafted by the Chemonics International
administered WWSS program, drawing upon materials developed under the USAIDfunded “Egypt Institutional Development Services for the Secondary Cities” project, aim
to begin filling this gap, by providing a practical guide for utilities on how to manage and
develop public awareness and communications activities.
The WWSS Program seeks to build on sector progress to date by assisting HCWW and
its subsidiaries by providing technical support for: water production and distribution;
wastewater collection, treatment, and disposal; and water and wastewater capital
improvement planning. The primary objective of WWSS is to strengthen the capability of
HCWW and its subsidiaries through the following: Implementing recent Government of
Egypt initiatives aimed at improving the operational performance of the sector; Attracting
private investments through aggressive policy, legal, and regulatory reforms; Operating
water and wastewater systems more efficiently; and Increasing responsiveness to new
regulatory requirements. Public awareness and communications are cornerstones in
achieving each of these objectives.
Since program inception, WWSS has actively supported sector communications and
public awareness activities through the development of a sector-wide Communication
Strategy and complementary Action Plan, and ongoing assistance in developing various
public awareness materials. These documents are all available for download via the
program website: www.egyptwwss.org, password “wwss4all”.
1.2. Purpose of these guidelines
Each utility will have unique communication needs because of variations in customer
knowledge and attitudes and the local water/wastewater context. Therefore, in discussing
how to support public awareness programs, these Guidelines will emphasize the practical
decisions a utility must make to adapt PA programming to local challenges and
opportunities. Throughout this document, there are work sheets to help with this process.
These Guidelines are intended to support self-managed, commercially-focused utilities
aiming to become financially self-sustaining. To do this, these utilities must continually
strive to be more responsive to customers and secure support from political leaders and
policy makers, local influential groups, and the general public. This requires that they
communicate effectively. These Guidelines will help utilities to:


Explain to senior officials why public awareness programs are necessary.



Define how these programs will work, their organizational structure, and the
resources they will need.



Describe how to plan for and manage these programs.
HOW TO PRODUCE AND MANAGE PUBLIC AWARENESS MATERIALS AND PROGRAMS

5



Produce specific materials and programs necessary to educate customers successfully
and increase public awareness.

This document contains chapters on the role of the PA department in a w/ww utility, how
to organize and manage such programs, and how to produce the necessary materials and
programs.
1.3. Who should read these guidelines
Among the groups who will find these Guidelines useful are:


Heads of w/ww utilities. These national and local officials will establish and manage
public awareness programs. Their buy-in to public awareness activities is essential to
these activities’ success.



Utility staff responsible for public awareness programming. PA department staff will

drive forward PA programming on daily basis. They must understand what the
program aims to accomplish and how it is planned and managed. They must also be
empowered to carry out specific tasks.


Government officials and donor agency supporting utility development. These

officials will encourage the utilities to establish and support PA departments and
activities, and will supply the necessary financial resources and advisory services.


Advisors helping utilities establish public awareness programs. These expatriate and

local consultants will guide the utilities in starting and managing these programs.
1.4. How the guidelines should be used
It is impossible to compile all details on how each individual PA task will be carried out.
Each utility has unique requirements, and local conditions require the tailoring of
communications materials to local conditions. Therefore, these Guidelines set forth the
basic principles and then guide the reader through the decisions that must be made to
perform various tasks. By going through this decision-making process, each utility can
tailor its own programs using the worksheets provided to guide their decision making.
A common problem encountered is that decisions are often made to produce a public
awareness campaign or activity, including a poster, TV spot, or brochure, without
adequate thought about what needs to be achieved, the target audience, what it will cost,
or other pertinent factors. Therefore, these Guidelines introduce the planning process
before explaining how to produce specific programs or materials. You must always ask,
“Will these materials or programs cost-effectively give us the desired results with our
target audiences?”
In summary, these Communications Guidelines are to be used as: 1) a practical guide for
establishing and developing public awareness programs within a utility; and 2) a resource
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or training tool for the staff who will be responsible for implementing and overseeing the
programs.
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2. OVERVIEW OF PUBLIC AWARENESS ACTIVITIES
Effective utility public awareness programming will involve many utility staff, from the
utility Chairman and utility manager to meter readers—all the staff who have contact
with customers and the public. The purpose of this chapter is to describe the organization
of the PA department, and how this unit can support effective communications tasks on
behalf of the utility.
2.1. Purpose of public awareness programs
Traditional government-run water and wastewater utilities tend to be concerned primarily
with engineering issues. For the most part, their only contact with customers is at bill
collection time. There is also little contact with local political and influential groups. As
Egypt’s w/ww utilities become more commercially oriented, this situation has begun to
change. Utilities must now generate income to sustain themselves independently. They
now depend on the support of customers, local political leaders, influential groups and
the general public. In many cases, this involves a complete re-orientation of how a utility
operates.
All utility staff have role in achieving public awareness objectives, and therefore all staff
must understand why public awareness programs are important and what resources are
needed to ensure the success of these programs. A public awareness program has at least
two target audiences—utility customers and members of other influential groups. In
order to communicate effectively with these groups, it must:
A. Increase the knowledge and support of customers on:
1. How water and wastewater services are important to the health of customers, their
families, and their communities
2. How your utility and HCWW are trusted managers of water resources, the role of
each institution in providing w/ww services, and the importance of recent sector
accomplishments
3. The services the utility provides and the scale of the costs associated with w/ww
investments and operations and maintenance
4. Why it is important for the customers to pay their bills on time and in full
5. Why it is important to report water leaks, illegal connections, and other problems
that waste the limited water supply and rob the utility of necessary income
6. Why water conservation is important, the link between water use and financial
and environmental costs, and what customers can do in their homes to save water
7. Why it is important to prevent water pollution and what customers can do in their
homes to help
8. How customers can save money on their bills
9. Create and reinforce a participatory approach, and disseminate where customers
can get more information, can get involved in the utility’s activities, and how
important it is for customer engagement with utility operations.
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B. Inform and secure the support of the public, influential groups, and
political leaders on the above and:
1. The benefits of treated water and wastewater to the health and well-being of
individuals, families, and the community
2. Why w/ww utilities are important to the social and economic development of the
community
3. Encouraging enrollment of new customers
4. The costs of operating a water and wastewater service and how much is recovered
from customers
5. The new operational and administrative environment for w/ww utilities
6. What educational services, such as tours or briefings, a utility provides to
community groups
2.2. Why public awareness is important
As Egyptian w/ww utilities
become more commercially
oriented, they must become better
at communicating with their
various stakeholder groups. This
is a new role, one for which many
utilities have limited experience
and expertise.

The benefits of media engagement: Cairo Water case
study.
During a recent major pipe burst in New Cairo, drawing upon
the proactive approach laid out in the recent published Sector
Communications Strategy, HCWW and Cairo Water officials
formed a task force as soon as the pipe burst was reported,
assigned a press manager on site around the clock, and dealt
with the burst in a transparent and responsive manner. While
press coverage undoubtedly presented the negative
consequences of the burst, HCWW and Cairo Water were
portrayed in the press as capable and trustworthy managers
of water resources.

Sector utilities have made great
strides in recent years in involving
key stakeholder groups in utility
operations, particularly through the establishment of customer service centers to help
customers sign up for service, pay bills, request repairs, and respond to complaints, and
the 125 customer hotline. Customer service centers are a significant step forward in
making it clear that the utility values customer engagement. These centers will provide
one of the key focal points in driving forward utility led outreach programs for public
awareness. These communications programs will encourage people to sign up for new
services and pay their bills, as well as educate them on conserving water and preventing
its pollution.
For w/ww utilities to be financially successful, they must build strong local community
support. This means satisfied customers, informed politicians and decision-makers and
individuals, and an educated general public. Public awareness programs are the central
mechanism for this.

Utilities need to change their image from a traditional government bureaucracy to that of
a service provider which supports the development of the community and protects the
health of the people. The new message is one of proactive customer engagement and a
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customer-driven approach. Each target audience can provide unique support to the utility,
including in the following ways:


Political leaders provide the resources to allow the utility to operate independently

and efficiently.


Local influential groups, such as schools and the media, will encourage new

customers to sign up, and help educate the people on water conservation and
pollution prevention. They will encourage political leaders to support the utility.
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3. PUBLIC AWARENESS UNIT ORGANIZATION
3.1. Who is involved with utility public awareness efforts?
The communications efforts of public awareness staff are not exclusively directed to
EXTERNAL stakeholders; a utility’s INTERNAL stakeholders are also important
recipients of communications messages. Utility staff at all levels will need to be engaged
and informed of utility priorities and activities in order for them to serve as ambassadors
for the utility, and for all staff to help project a proactive, customer-oriented image.
Internal communications channels, such as newsletters, orientation programs, and
technical feedback are important channels to help guide and shape a utility’s public
awareness activities.
Because the public awareness tasks at a utility are highly visible, senior utility managers,
including the Chairman, must be active in departmental planning and its programs, and
carefully monitor its progress. PA efforts carry tremendous potential to benefit utility
operations; misguided efforts
Other communications resources inside the utility
also can damage a utility’s
A utility’s Public Awareness team will need to ensure
reputation or confuse its
close coordination with all utility departments tasked with
stakeholders. Top managers
reaching out to key stakeholder groups in order to
should be available for
ensure consistent and accurate messaging, including:
interviews with the media and
 The Public Relations department in
meetings with influential groups
coordinating media outreach (see also below)
and political leaders.


Customer Service Centers in providing utility
information in the Centers and compiling and
reacting to customer feedback

All utility staff who are in
contact with customers or the
 The 125 Hotline in analyzing customer
general public will need to be
complaints and providing customer feedback.
part of the program. Public
awareness unit staff will
provide briefings, training, and communication support materials to other utility staff and
help them communicate with customers and other groups. Managers of water treatment
plants can give presentations for school tours; meter readers and collectors will provide
information to customers; quality control staff can explain to local councils how the
public can be assured of safe and healthy water; the utility Chairman will appear on radio
or TV to explain how the utility serves the community; PA materials will be distributed at
Customer Service Centers, and feedback gathered at these Centers will be used to
improve ongoing PA efforts; PA activities will be closely coordinated with utility Public
Relations activities, particularly in media outreach, in presenting a unified utility
approach to this important stakeholder group.
In order to enlist utility staff in communications and public awareness activities, the PA
team has at their disposal some of the following channels of communication:


Staff surveys: quarterly staff surveys that compiles staff feedback and issues
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Orientation session for new staff: introducing new staff to the utility, its
departments, its vision and values



Staff newsletter: regular communication for staff dealing with issues of utilitywide concern, and highlighting utility accomplishments



Regular staff feedback: receiving feedback from staff about utility performance
and accomplishments that can be used in utility communications.

Effective coordination between a utility’s PA and Public Relations (PR) departments will
be critical to the success of a utility’s outreach and communications activities. One of
critical stakeholder groups that will receive utility Public Awareness messages is the
media. Such is its importance that the tasks of the PR department are largely dedicated to
this particular stakeholder group. There will be considerable overlap between the roles
and activities of a utility’s PA and PR units. PA staff may find themselves producing
materials to be used by the PR department. The PR department may look to the PA
department in planning and refining its messages. There need not be an impermeable
barrier between the functions of these two units. Whatever the organizational
arrangement settled on by the utility, close coordination between the two units will be
essential for their mutual success.
3.2. Public awareness department organizational chart
Egyptian water and wastewater utilities currently exhibit a range of organizational
structures. This diversity is a legacy from the pre-reform era where utilities operated as
independent economic authorities within each individual governorate. Great strides have
been made in rationalizing and making consistent sector structures, but there is still some
way to go.
A proposed “rationalized” structure for the PA departments of each utility is shown
below. The PA department should ultimately consist of a Manager or General Manager,
depending on the unit’s location within the overall organizational chart, who oversees the
activities of three unique units: Publications, Community Outreach and Events, and
Monitoring and Reporting. The functional responsibilities of each are described in the
upcoming section. In practice, many subsidiaries do not have these divisions for the time
being, and considerable overlap exists between the various staff positions.
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GM HCWW
Public Awareness
Unit

Publications

Reporting, Coordination and Support

Sector Head

General Manager
(only in some utilities)

Coordination with other units:
‐ Customer Service Center
‐ Public Relations Department
‐ Input from technical units

Manager

Community Outreach
and Events

Monitoring and
Reporting

3.3. Public awareness department functions
It is recommended that each subsidiary PA department ultimately have the following
units. In practice it will take some time before these divisions are standardized across the
sector. The functions to be taken on by each of these units are described below. Even
when subsidiaries have in place these organizational divisions, staff from each unit will
need to be familiar with tasks undertaken by others. The number of staff required to
undertake the tasks involved in each may vary from subsidiary to subsidiary. In one
subsidiary, for example, it may make sense for Publications tasks to be handled by a
single person. In another, the same task may require the services of several dedicated
staff members. It expected that a utility’s PA department will draw upon the services of
between three and ten full time staff, and in some cases more.
Leadership:
PA departments at subsidiaries are led by either a Manager or a General Manager. These
managers are responsible for providing overall direction and strategic direction for the
unit, and for coordinating with other involved stakeholders within the utility, such as the
Public Relations division, the Customer Service Center, and technical divisions. Two
task specific roles of departmental leadership which are included as part of these
Guidelines are the production of a utility’s:


Communications Strategy: a multi-year roadmap for department activities



Action Plan: an annual detailed implementation program for department
activities
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The functions of each PA subdivision are detailed below.
Publications:
The publications unit handles all printed materials produced by a utility, drawing upon
templates, resources and guidelines. Specific materials which the publications unit will
produce include:
 Newsletters (internal and external)
 Posters
 Fact sheets
 Displays
 Customer guide
 Press kits
 Leaflets
 Press releases
Community Outreach and Events:
The community outreach and events unit handles all activities undertaken by the utility
which involves the local community, including those involving the media, key local
decision makers, and schools. Specific events that the unit will undertake will include:
 Overall media interaction
 Site visits
 Press fora and conferences
 Internet and social media
channels
 Communications campaign
 New hire orientation
 Youth, schools and universities
 Civil committees
Monitoring and Reporting:
A PA department’s monitoring and reporting function will take the lead in monitoring the
success of utility public awareness activities, to internal and external stakeholder groups,
and compiling and submitting the various reports required of the PA unit. Specific
activities to be undertaken by this unit include:
 Monthly and quarterly customer surveys
 Quarterly staff surveys
 Monthly and quarterly achievement reports
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3.4. Position descriptions
Proposed position descriptions for each of the PA department functions are provided
below.

Department Leadership

Unit Responsibilities
Responsibilities include initiating, developing
and implementing innovative and creative
communications strategies and tools;
ensuring a coordinated approach to
communications and PA, and coordinating
utility-wide on PA activities. In particular,
department leadership will:
 Provide overall direction and strategic
oversight to all unit activities and
divisions.
 Liaise with utility management and
technical departments in coordinating
and designing communication and PA
activities.
 Coordinate closely with other related
divisions, including Public Relations,
Customer Service Centers, among
others.
 Develop and keep current unit
Strategy and Action Plan.
 Support each team member, be
familiar with each team member’s
tasks.

Recommended Unit Qualifications










Publications







Design and keep current utility
publications, including newsletters,
customer guides, fact sheets, leaflets,
display boards, press releases and kits.
Oversee printing and document
management, including ensuring
adequate supplies for, and quality of, of
utility publications.
Prepare and keep current utility displays,
posters, and other utility publicity
materials.
Assist unit management collect and keep
current technical input from technical
divisions.
Perform other duties as needed.





Education: University degree from from
relevant facultly, and education or training
in communications or public awareness
disciplines is preferred.
Experience and knowledge: Prior
experience in developing communication
materials or producing communications
campaigns is preferred. Experience in
water sector and/or utility environment
preferred.
Abilities: Like to work with people; speak
well in public; strong command of written
and spoken Arabic (essential); familiarity
with English (preferred); proactive, flexible
and reliable; ability to work independently
and under pressure toward objectives;
creative and dynamic; foster environment
of trust among team and team spirit.

Education: Training in public awareness
or communications-related fields
preferred. Academic preparation, or
certification, in fine arts or graphic design
preferred.
Experience and knowledge: Prior
experience in communications and
familiarity with Egyptian water utilities
preferred. Print media and/or design
experience required.
Abilities: Like to work with people; speak
well in public; communicate and write well
in Arabic; familiarity with English required.
Ability to work on Mac the computer,
especially graphics programs including
Adobe Photoshop, Elements, Illustrator.
Web design, hosting and updating
experience preferred.
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Community Outreach and Events








Working with the utility manager and
relevant PR colleagues, maintain contact
with the media.
Help utility staff prepare for media
interviews.
Help the utility Chairman and department
manager organize briefings for influential
groups, including senior governmental
officials, popular councils, and donor
agency representatives.
Organize briefings and tours for
community groups and schools.
Perform other duties as needed.






Monitoring and Reporting
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Lead and coordinate required surveys.
Produce required reports based on
survey results.
Synthesize and analyze survey results for
existing and emerging utility reporting
needs.
Editing and departmental quality control
Perform other duties as needed.





Education: Training in public awareness
or communications-related fields
preferred.
Experience and knowledge: Prior
experience in communications and
familiarity with Egyptian water utilities
preferred. Experience with community
mobilization and/or event planning
required.
Abilities: Like to work with people, and
work well with other sections; speak well
in public; be experienced in organizing
events, fairs and conferences; team spirit
and familiarity with other languages.
Education: Training in public awareness
or communications-related fields
preferred.
Experience and knowledge: Prior
experience in communications and
familiarity with Egyptian water utilities
preferred. Experience in research,
evaluation or data analysis required.
Abilities: Like to work with people;
communicate and write well in Arabic;
familiarity with English preferred;
proactive, flexible and reliable; ability to
lead and coordinate a diverse team.
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4. PUBLIC AWARENESS TOOLKIT
The exact activities undertaken by a particular utility’s PA department will vary
according to local demand and conditions. However, there are several basic activities
and materials that most w/ww utilities will employ. The following list presents a basic
range of PA activities that most PA departments will administer.
In this section, we present a toolkit of hands-on, practical implementation guides for a
variety of PA activities that the PA units of a utility will most likely be involved with.
Each section draws upon practical worksheets and examples of relevant materials drawn
from Egypt and elsewhere. Summaries of the following tasks associated with the
proposed departmental units are provided in the pages that follow.


Communications Strategy and Planning (Unit Leadership)
- Communications Strategy: a long-term (perhaps 5 year) strategic plan for
communications activities, detailing the priority stakeholders, channels and
messages to be used.
- Communications Action Plan: a short-term (perhaps annual) plan detailing
proposed timing for communications initiatives, responsibility, and milestone and
evaluation targets.



Publications
- Newsletter: a regular publication distributed to sector staff, key national and
regional stakeholders, and to utility staff via company bulletin boards. It will be
available for mail and email distribution.
- Fact sheet: materials that capture facts about a utility, used for briefing key
stakeholders on key utility assets, performance, and contacts.
- Customer guide: a quick reference guide for customers providing useful basic
information to help customers understand the services offered, how to access
them, and provide feedback.
- Leaflet: an issue-oriented publication, providing information on a particular issue
of relevance to a particular stakeholder group, dealing with, for example, water
conservation, costs of water treatment, etc.
- Posters and displays: materials to be displayed at utility offices or at events of
relevance to the utility.
- Press kit: a set of materials to be provided to the media which presents an
overview of the sector, the role of HCWW and its subsidiaries, and channels
through which the media can attain additional information.
- Press release: brief story written for media outlets in order to get a utility’s
position across to media representatives.



Community Outreach and Events
- Working with the media: basic skills in maintaining a proactive and engaged
relationship with the media.
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17

- Press forum and conference: a regular and/or as needed press event through
which relationships with press figures can be developed and fostered, and in
which sector messages can be disseminated and emphasized.
- Media campaign: a comprehensive media campaign through which subsidiaries
disseminate and publicize messages targeting the general public via a campaign in
major media outlets.
- Youth and schools: ongoing engagement with youth via schools and other youth
groups, including curricula developed for schools, and class visits to w/ww
facilities.
- Senior level briefings and coordination: a regular forum for bringing together key
local decision-makers and opinion leaders with subsidiary company
representatives.
- Site visits for key decision makers: ongoing visits for senior decision-makers to
key w/ww related sites to raise awareness and highlight issues of concern.
- Internet and social media channels: sector websites and online social media
channels through which HCWW and subsidiaries can disseminate its messages to
the public and to the youth/student population.


Monitoring and Reporting
- Customer surveys: ongoing monthly surveys carried out in each subsidiary which
can be utilized to evaluate outcomes of PA activities.
- Reporting: regular reporting on PA activities to utility leadership and to HCWW.
- New Staff Orientation: providing regular training and orientation services to new
utility hires.
- Editing and quality control: providing editing services for departmental
publications, and other utility documents produced (unlike the other tasks on this
page, this task is not profiled later in these Guidelines).
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Strategy and Planning 1: Strategic Communications Plan



What is a Strategic Communications Plan?



Why is Communications Planning Good for your Health?



Communications Plan Components:



SWOT, or Situation, Analysis



Communications Objectives



Audiences and Stakeholder Groups



Messages



Channels



Evaluation



Worksheets

WHAT IS A STRATEGIC COMMUNICATIONS PLAN?

A Strategic Communications Plan can be defined as “an organization-wide plan that
creates and delivers consistent, appropriate, and managed messages that produce results
aligned with an organization’s mission and goals.”1 A Strategic Communications Plan, as
opposed to, for example, an Annual Action Plan, has at its core a multi-year planning
horizon, and aims to map out a utility’s communications priorities and objectives over,
for example, a five-year time horizon. The Plan pulls together in one place all the
essential elements of utility communications, including WHO a utility wishes to
communicate with (stakeholders/clients), WHAT they wish to communicate (messages),
and HOW these messages are disseminated (channels). A Communications Plan is
integrally linked with overall utility strategic objectives; it supports and is supported by
everything a utility does.
SHOULD EACH COMPANY HAVE A COMMUNICATIONS PLAN?

Too often, the importance of a Strategic Communications Plan in the PA operations of a
utility is undervalued. Communications tasks are given to junior staff, and little effort is
invested in effectively targeting the “who, what and why” of the communications
process. Communications outputs are haphazard, addressing the need of an immediate
output (i.e. a newsletter, brochure or website) with little thought of coordinating
messages throughout the organization, and integrating a communications strategy with
the organization’s overall public awareness goals and vision.

1

American Water Works Association: Strategic Communication Planning: A Guide for Water Utilities.

HOW TO PRODUCE AND MANAGE PUBLIC AWARENESS MATERIALS AND PROGRAMS

19

An effective Communications Plan carries the buy-in of the entire organization, from the
senior most positions through the ranks, and throughout an organization’s regional offices
or units. A Communications Plan should be well integrated with ongoing organization
vision and planning, and can be an integral part of the business planning process.
Poorly planned communications activities run the risk of under- or in-effectiveness; in
Shakespeare’s words “Sound and fury signifying nothing.” However, effective utility
communications have the potential to bring a range of very direct advantages to a utility,
including the following:


Increased revenue: Satisfied customers, well versed in how to receive and pay

their water bill, tend to pay on time and in full.


Reduced costs: Contented and informed customers will help avoid unnecessary
water pollution and waste, thereby reducing treatment costs.



Delayed or reduced capital investment: Increased water conservation as a result of

communications efforts can delay or even eliminate future capital expenditures.


Fewer illegal connections: Well-informed customers are less likely to need to

resort to illegal connections.


“Informed” customers are “satisfied” customers: Even among customers who
have had problems with a utility, if they are informed, they are more “satisfied”
than those with no problems.2



Empowers utility officials: Rather than diminishing the leverage of utility officials,

open communication empowers sector staff through gains in trust and legitimacy.


Valuable feedback: In an environment of open communications, feedback from
customers can provide real value to a company, for example in the reporting of
leaks, faulty meters and illegal connections, and in providing valuable feedback
and suggestions.

The Strategic Communications Plan is the common platform which coordinates all
communications activities undertaken by a utility, brings together all utility personnel in
support of utility communications, and provides the foundation upon which the above
benefits can be realized.
COMMUNICATIONS PLAN COMPONENTS

There is no magic recipe for a Strategic Communications Plan. Rather, the exact nature
of a Plan will be driven to a large extent by the context and background of a particular
utility. However, all Communications Plans should touch upon a few core areas. These
core areas will include:

2

Research undertaken by the American Water Works Association found relatively low rates of “satisfied” or “very
satisfied” responses among water users claiming to be “poorly informed” of utility operations, even if they had
experienced no problems in their water service; higher rates of overall satisfaction, even among groups who had
experienced problems with a utility , were found among “very informed” customers.
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SWOT Analysis: The Strengths, Weaknesses, Opportunities and Threats (SWOT)
Analysis, sometimes referred to as a Situation Analysis, summarizes an
organization’s strengths and weaknesses (i.e. factors internal to the organization),
opportunities and threats (i.e. factors external to the organization). The SWOT
Analysis provides the foundation for an analysis of opportunities and challenges
facing a utility, and is thus a critical input to the resultant communications
activities undertaken by a utility. A SWOT can examine a range of issues related
to operations and performance, including financial status, growth rates, staffing
and HR systems, technologies and investments, service levels, and
sector/regulatory conditions.



Objectives or Goals: A utility’s communications objectives or goals summarize

exactly what a utility wishes to achieve from its communications activities. As
such, they are directly relevant to a utility’s overall mission statement or
organizational purpose. This analysis can be further broken down into longerterm goals, each comprising of shorter-term objectives. The communications
objectives of a utility should be measurable.


Audiences and Stakeholder Groups: This section summarizes the key segments of

the population that a utility most wishes to reach through its communications
activities. These groups may include, but are not limited to, customers, media,
local officials, internal staff, youth and schools, and international donor agencies.
A communications plan should make an effort to prioritize these groups in terms
of communications needs.


Messages: The messages that a utility wishes to communicate, including the

importance of water conservation, means of interacting with a utility and paying
bills, and utility achievements.


Channels: The specific communications pathways through which these messages

will be transmitted, including press conference, website, newsletter, school
curricula, and others. The Strategy should also include some level of process
mapping, laying out which MESSAGE would be best delivered to which
AUDIENCE segment via which CHANNEL.


Evaluation: An effective Communications Strategy should also include

methodologies for evaluating communications activities, and incorporating this
feedback into ongoing communications activities.
WORKSHEETS:

The following worksheets will help your utility through the communications planning
process. The following worksheets are provided over the following pages:


Worksheet 1: SWOT Analysis: helping a utility think through its internal

Strengths and Weaknesses, and external Opportunities and Threats. The results of
a SWOT analysis are a useful input to communications planning and message
targeting.
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Worksheet 2: Communications Objectives: Providing the overall focus and

direction for communications activities; helpful in guiding and ensuring the
success of communications planning and activities.


Worksheet 3: Audiences and Stakeholder Groups: Identifying the “who” of a

utility’s PA activities, in order of priority.


Worksheet 4: Messages: Identifying what messages will be communicated via a

utility’s PA activities.


Worksheet 5: Channels: Identifying the most effective communications

channels and outlets, the activities themselves that will carry a utility’s PA
messages, in order of importance.
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Worksheet 6: Message Mapping: Putting it all together, identifying who (i.e.
which audience) will receive what (i.e. what message) how (i.e. through what
channel). An example of a message mapping exercise, drawn from the sector’s
Communications Strategy, follows this worksheet.
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Communications Plan Worksheet 1: SWOT Analysis
S: What are the utiity’s internal strengths? Programs or positioning that is unique, and will support a utility’s
communications efforts.

W: What are the utility’s internal weaknesses? What is the utility lacking? What factors limit your ability to
effectively communicate?

O: What are the utility’s key external opportunities? What is happening in the sector or your area that could be
harnessed by the utility in promoting its communications efforts.

T: What are the utility’s key external threats? What is happening in your sector or community that limits your
utility’s ability to communicate?

The results of the SWOT Analysis may be summarized into a summary of key utiliity communications factors, key
strategic areas that a utility will need to keep in mind when planning and implementing communications activities.
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Communications Plan Worksheet 2: Communications Objectives
Communications objectives provide the overall focus and direction for PA activities. These are overall goals
that will guidePA communications planning and activities. They are related back to the overall goals of the
organization. There should be a finite and achievable number of objectives, generally no more than four or
five. Below, we list HCWW’s overall strategic objectives next to their communication objectives drawn from
the sector Communications Strategy.
HCWW Strategic Objectives:

Consumer protection

Quality service to citzens

Protection of sector investments

Improved sector management

Sector financial sustainability

Enhanced capabilities of sector staff

Sector Communications Objectives:

Boost perception of organization and sector

Instill awareness of conservation and water resouces
issues among water users

Increase public’s apprecieation of costs and process of
water treatment

Create and promote a participatory approach

Continue investing in professinalism and awareness of
sector staff

Objective 1:

Objective 2:

Objective 3:

Objective 4:

24
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Communications Plan Worksheet 3: Audiences and Stakeholder Groups
This is a utility’s opportunity to identify the “who” of PA activities: whom does the utility want to target with its
communications messages? Whose behaviour does it want to influence? Who affects, and is affected by, utility
activities? Below, list your priority stakeholder groups in order of importance. On the other side, we list priority
stakeholder groups identified by the sector in the Communications Strategy, as well as other groups you may
want to include:
Audiences and Stakeholder Groups:
(In order of importance):

1.

2.

______________________________

______________________________

3.

______________________________

4.

______________________________

5.

______________________________

6.

______________________________

7.

______________________________

8.

______________________________

9.

______________________________

Priority Audiences and Stakeholder Groups:
1.

Media

2.

Customers

3.

Legislators and decision-makers

4.

Sector staff

5.

Civil Society

6.

Youth

7.

International donor organizations.

Other potential stakeholder groups:


Utility boards of directors



Religious leaders



Environmental groups



Special interest groups (e.g. tourism, recreation,
etc.)

10. ______________________________

11. ______________________________

12. ______________________________

13. ______________________________

14. ______________________________

15. ______________________________
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Communications Plan Worksheet 4: Communications Messages
What messages do we wish to communicate? There may be multiple messages identified for multiple audiences.
A “message mapping” exercise is included later in these Guidelines. These messages may justify in-depth
analysis, providing background and options for each, but ultimately should be able to be boiled down to a 20-40
word key message. A single message may be tailored differently for different audiences.
Key messages:
(In order of importance):

1:

Sector Communications Messages:
As identified in the Sector Communications Strategy.
Each message contains a snapshot quote about the
core intention of each.


Water sector basics:

“Basic education on water supply and management.”

2:

“Water is key to life and health, and HCWW and its
subsidiaries are trusted stewards of this precious
resource.”


3:

Sector constraints and challenges:

“Our work is costly, it takes time and sustained
commitment.”


8:

Highlight success and vision for the future:

“While much remains to be done, our
accomplishments are impressive.”


7:

Public duty to pay bills:

“Promptly paying your bill is a public duty, and helps
us do our job.”


6:

Customer-service orientation:

“We are here to serve you, and value your input.”


5:

Water conservation:

“Water is precious, treatment is costly, and all citizens
need to help conserve.”


4:

Water and public health:

Importance of sector staff:

“Sector staff are a valuable resources: we depend on
you to deliver quality service, and will invest in your
skills and knowledge.”

9:

10:
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Communications Plan Worksheet 5: Communications Channels
To address the above-identified Messages and Audiences, what channels are most effective in reaching them?
These channels will form an integral part of the Action Plan discussed below.
Communications Channels
(In order of importance):

1.

2.

3.

4.

5.

6.

Sector Communications Channels:
As identified in the Sector Communications
Strategy

______________________________

______________________________

______________________________

______________________________

______________________________

______________________________

7.

______________________________

8.

______________________________

9.

______________________________



Press club



Press conference



Press kit



Placed media coverage



Press issue rapid response



Newsletter



Media campaign



Ministerial coordination and site visits



Civil committees



Sector events



Internet and social media channels



Brochures and publications



Customer surveys



Youth and schools



Seasonal outreach



Training and support to sector staff



NGO Forum



Donor outreach.

10. ______________________________

11. ______________________________

12. ______________________________

13. ______________________________

14. ______________________________

15. ______________________________
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Audiences
Audience 1

Communications Plan Worksheet 6: Message Mapping
Messages
Channels
Key messages for Audience A

Audience 2

Audience 3

Audience 4

Audience 5

Audience 6

28
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Communications Mapping Example: Summary of Sector Communications Strategy
Context / Communications Environment:
 Increased exposure and importance of water and sanitation
 Confusing sector roles and responsibilities
 Importance of public participation
 Need to meet public expectations
 Challenging media relationships
 Internal organization, including Spokesperson
 Ongoing review and evaluation of communication activities
Audiences

Objectives:
 Boost perception of organization and sector
 Instill awareness of conservation among water users
 Increase public’s appreciation of costs and process of water and
wastewater treatment and provision
 Create and promote a participatory approach
 Continue investing in professionalism and awareness of HCWW
and subsidiary staff

Messages

Channels
Press club
Press conference
Press kit
Placed media coverage
Press issue rapid response
Newsletter
Media campaign

Media








Water and wastewater sector basics
Water and wastewater and public health
Water conservation
Customer-service orientation
Highlight success and vision for the future
Sector constraints and challenges









Customers









Water and wastewater sector basics
Water and public health
Water conservation
Customer-service orientation
Public duty to pay bills
Highlight success and vision for the future
Sector constraints and challenges










Placed media coverage
Media campaign
Sector events
Civil committees
Internet and social media channels
Brochures and publications
Customer surveys
Youth and schools

Legislators and decisionmakers





Water and wastewater sector basics
Highlight success and vision for the future
Sector constraints and challenges






Newsletter
Civil committees
Ministerial coordination and site visits
Seasonal outreach

Sector staff





Water and wastewater sector basics
Customer-service orientation
Importance of sector staff






Newsletter
Civil committees
Seasonal outreach
Support for local PA units

Civil Society








Water and wastewater sector basics
Water and wastewater and public health
Water conservation
Customer-service orientation
Highlight success and vision for the future
Sector constraints and challenges






Media campaign
Internet and social media channels
Seasonal outreach
NGO forum

Youth





Water and wastewater sector basics
Water and public health
Water conservation






Media campaign
Internet and social media channels
Youth and schools
Seasonal outreach

Water and wastewater sector basics
Highlight success and vision for the future
Sector constraints and challenges









Newsletter
Ministerial coordination and site visits
Sector events
Internet and social media channels
Brochures and publications
Seasonal outreach
Donor outreach

International donors
organizations
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Strategy and Planning 2: Communications Action Plan



What is a Communications Action Plan?



Best Practices in Action Planning



Example

WHAT IS A COMMUNICATIONS ACTION PLAN?

Unlike the Strategic Communications Plan, the Action Plan has a finite, limited time horizon,
usually one year, and is continually updated. It lays out the details of communications activities,
including the precise task and sub-task, the person or group responsible, the timeframe for the
activity, budget and resource considerations, and planned milestones and benchmarks. It is
typically presented as a timeline, or GANTT chart, in a format that is easily adjusted during
implementation.
BEST PRACTICES IN ACTION PLANNING

The purpose of the Action Plan is not to impress the general public with the range and frequency
of your activities; instead, its purpose is to provide a concrete, implementable, ground-truthed
road map to plan out your activities over the course of a finite time period, usually one year. In
order for the Action Plan to be as useful as possible, and to avoid common traps that impede the
usefulness of the Action Plan, before we list some best practices in action planning:


Be realistic: The purpose of the Plan is not to impress anyone, but to provide a realistic

tool guiding your annual activities. Come up with exciting and effective communications
activities, but don’t over-promise. It’s better to under-promise and over-deliver than the
other way around.


Think through the budget: An Action Plan is useless if it is unaffordable. Be realistic

about what you can and cannot afford, and make clear and up-front decisions about what
budgetary limitations mean for your communications activities. Do not despair is the
budget is tight, great things can still be done with limited investment.


Be clear about responsibilities and reporting: Clearly allocate each activity to a certain

individual. While many may contribute to any given task, only one person should
maintain overall responsibility. Be clear about assignments and task responsibilities.
Also be clear about reporting and follow-up requirements. Set regular meetings to review
utility progress within the Action Plan. Make sure you can answer detailed questions
related to the “who, what, when, where and how” for each planned activity.


Monitor, follow-up and update: A plan is exactly that: a plan. It’s your best guess at the

start of the year about what your activities over the course of the year will look like. It’s
a guideline; it’s not set in stone. Reality will always differ somewhat from what you
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have planned. Use the Plan to keep yourselves to the extent possible on track. As
changes occur, update and reconfigure your Plan accordingly.


Seek participation from others: Your colleagues across the company will likely play a

significant role in implementing the Action Plan. They are more likely to follow through
and provide substantive assistance if they are involved in action planning processes from
the beginning.


Collect feedback and incorporate it into ongoing activities: Ongoing efforts to fine-tune
and analyze the effectiveness of communications messages and activities should be built
into ongoing efforts. The messages and channels selected for current and evolving list of
priority stakeholder groups should continue to change and adapt reflecting the utility’s
emerging communications environment. Given your utility’s customer-oriented focus,
feedback on your messages and service is a valuable input that you can use to refine and
improve messages and activities. The continuous evaluation of PA activities will be
essential to the ongoing effectiveness and relevance of your communications activities.
Regular feedback should be solicited from recipients of utility communications messages,
and these results should be filtered back into the planning process. This feedback can be
gathered during the monthly survey, or through specially developed survey mechanisms.

ACTION PLAN EXAMPLE:

The following is an excerpt from HCWW’s Communications Action Plan for this year. It lays
out task and sub-task, responsibility, channel, timing, resources (including budgetary resources)
and milestones/benchmarks for each communications task. An additional example of an annual
plan for a utility is included on the CD which accompanies these Guidelines. A similar template
will be useful as you think through your own activities.
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HOLDING COMPANY for WATER & WASTEWATER
Communications Strategy
Year 1 Action Plan
Objectives
Boost organizational and sector perception
Instill awareness of conservation among water users
Increase public’s appreciation of costs and process of water treatment
Create and promote a participatory approach
Continue investing in professionalism and awareness of HCWW and subsidiary staff
10 11 12
Jun

9

Apr

8

Mar

7

May

6

Jan

5

Feb

4

Dec

3

Oct

2

Nov

Jul

Channel

Sep

Responsibilities

Aug

1
Tasks and Sub-tasks

Resources

Milestones and
Benchmarks

Task 1: Press club
Determine invite list, and define responsibility for invitations
Schedule time for conference, and coordinate with HCWW Chairman
Decide upon topic to be covered with Chairman
Determine location and prepare transportation
Document what will be inserted, press inserts, and what will be aired on
TV/radio; track and analyze resulting coverage.

Spokesperson; until this
person is in place,
Invitations, personal contacts
Manager of PA dept.

Quarterly, final week of each quarter; No site rental
required, to be onsite of issue at hand; refreshments
and printed materials to be provided.

4 annual events; #
press reports; #
press reports
positive

No site rental required, will be onsite of activity to be
publicized, i.e. 125 hotline, customer service center,
etc.; room set-up is theatre style, with banner
targeting the specific issue.

# events as
needed;
# press reports;
press reports
positive

Implement event
Conduct survey about impact, using the subsidiary customer surveys
Analyze this data to determine needs for the next conference
Task 2: Press conference
Identify issue to be addressed with Chairman
Determine invite list, and define responsibility for invitations
Schedule time for conference, and coordinate with HCWW Chairman
Determine location and prepare transportation
Document what will be inserted, press inserts, and what will be aired on
TV/radio; track and analyze resulting coverage.

At HCWW,
Spokesperson; Subs'
press conferences
organized by subs.

Invitations, personal contacts

Reactive, as needed

#

Customer survey about impact: did the message reach the public?
Analyze this data to determine needs for the next conference.
Task 3: Press kit
Develop/update static material (brochure, fact sheet, flyer, and newsletter)
Compile and include press releases

Spokesperson; until this
Personal contacts
person is in place,
Manager of PA dept.

Ongoing
Ongoing

Distribute to key press contacts

# kits requested
and distributed; #
Resources include printing budget and technical team
press reports; #
input.
press reports
positive

Task 4: Placed media coverage
Identify subject of importance to HCWW, and design
article/advertisement
Publish article/advertisement in one popular newspaper

Spokesperson; until this
One popular paper, TBD at
person is in place,
the time of publication
Manager of PA dept.

Resources include technical team input where
necessary, and advertising budget; Timing tied to
World Water Day each March.

One annual spot; #
press reports; #
press reports
positive

Appropriate expert identified from roster of experts.

# experts identified;
# press interactions

Task 5: Press issue rapid response
Develop and maintain roster (fixed list) of experts on particular regions
and topics
When a topic comes up that the HCWW wishes to respond to, prepare
the answers, including technical input, figures, and pictures as
appropriate

Spokesperson; until this
Appropriate media channel,
person is in place,
TV, radio, print.
Manager of PR dept.

As needed; ongoing

Choose right person from this roster of experts to address issue in
appropriate forum.
Task 6: Newsletter

Convene editorial committee to identify issues and articles for the issue.

Draft articles and format newsletter draft.

Print, distribute, and email distribution
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Manager of PA dept.

Distributed to subsidiary
senior staff and key
stakeholders including local
councilors, senior HCWW
staff, key national
stakeholders, and donors;
displayed on bulletin boards
at subsidiaries.
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produced;
key figure; page 3 news clips; page 4 future events.
# distributed
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Publications 1: Newsletter



What is a Newsletter?



Suggestions for producing a Newsletter



Example of a Newsletter



Worksheet

WHAT IS A NEWSLETTER?

A newsletter is a periodic (i.e. monthly, quarterly, semi-annually) that provides a snapshot of key
activities and accomplishments of the utility. It is a valuable communications resource in
keeping important stakeholder groups involved in and informed of utility activities. To develop
a newsletter, the following factors should be considered:


Target Audience. Existing customers and other important stakeholders.



Purpose. To provide information to stakeholders, including customers and important

decision-makers, on utility activities and accomplishments. Published on a regular basis
(monthly, quarterly, semi-annually, depending on needs).


Messages. This is determined by asking, “What do key stakeholders need to know about

what we’ve accomplished as a utility over the preceding period?” The newsletter need
not reproduce all background information about a utility (this can be done in a customer
guide or fact sheet) but should give a snapshot of key developments and
accomplishments.


Number of Copies. A large number of copies will be needed. One copy may be distributed
to each customer or key stakeholder. Additional copies should be printed and distributed
via customer service centers, billing efforts, and other communications fora. The
newsletter may also be produced for distribution over the web and by email.

SUGGESTIONS FOR PRODUCING A NEWSLETTER:



Use a template: Having a well-designed template up front can help to facilitate the design

process. The design format can help to finalize content for each edition. For example,
sections can exist for, among others, latest news and events, key accomplishments, and
upcoming events. Content should be generated with the space restrictions dictated by this
template in mind. Be sure that a PDF version can be easily produced to facilitate
distribution by web or email.


Be realistic in the frequency of editions: For a newsletter to be effective, it needs to be

regular. But it will be counterproductive to promise to deliver newsletter versions more
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frequently than you are able, or to begin producing a newsletter regularly but to then fall
off the pace. Be sure that the publication frequency decided upon up front is realistic,
and that you have the resources to ensure continued publication.


Keep the design simple: Readers tend to be put off by excessively flashy or colorful

newsletter designs. Keep the design simple and easy to follow.


Distribution: A newsletter is useless unless it gets into the hands of readers. Think

carefully through distribution: when will stakeholders be gathered together? Be sure that
all staff of the utility are familiar with the newsletter and bring copies along during site or
client visits. Publication over the web or email is also a highly effective distribution
channel.


Size of Newsletter. This will vary, depending on needs. A newsletter can be as little as a

single sheet, or can range up to three or four pages. A newsletter should not become too
long; lengthy newsletters are rarely read. It should provide a manageable amount of
information that a reader can digest easily in a single sitting.


Color and Style. Since a large number of copies are needed, the cost per copy will have to

be small. The printing company can help you select the paper and ink that looks attractive
and is not too costly. Design should be kept simple, and design elements and colors
should be standardized. Readers tend to not finish a newsletter which is over-designed
or confusing.
EXAMPLES OF A NEWSLETTER:
Example 1: This newsletter of the city of Henderson, Nevada water utility is sent to all

customers with their monthly bills. It contains information about paying bills, water
conservation, and other information of interest to the community.

34

WATER AND WASTEWATER SECTOR PUBLIC AWARENESS GUIDELINES

CHEMONICS INTERNATIONAL INC. / WATER AND WASTEWATER SECTOR SUPPORT PROGRAM

Example 2: The following is an example of a draft newsletter template designed for HCWW. It

is four pages in length, a complete A3 sheet with one fold down the middle.
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Worksheet: Producing a Newsletter
1.

Who is the target audience?

2.

What material will be included?

3.

How frequency will the newsletter be published

4.

Who will prepare the newsletter? Initial design? Ongoing content and publication?

5.

What other materials need to be prepared? (technical contributions, photographs, other items)

6.

Number of copies to print
Number of customers to receive copies:
Number of key stakeholders:
Extra copies for special groups:
TOTAL NUMBER OF COPIES TO PRINT:

7.

Layout considerations

8.

Printing checklist
_____The written manuscript approved by department manager
_____Final layout approved
_____Paper and ink selected
_____Budget approved by department manager
_____Proof page approved
_____Final copies of guide printed

9.

36

Distribution plan: How will the copies be distributed to all the existing customers of the utility? How will
copies be distributed to other stakeholders? What other groups might be interested in the newsletter and how
will copies be distributed to them? What email lists can be used for distributing an e-version of the
newsletter?
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Publications 2: Fact Sheet



What is a Fact Sheet?



Suggestions for Producing Fact Sheets



Example of a Fact Sheet



Worksheet

WHAT IS A FACT SHEET?

A fact sheet is a generic term for brief printed materials that capture the facts on a specific
subject. They are most often used for briefing groups of people who will in turn communicate
the information to others. Therefore, the fact sheets provide intermediary groups the information
they need. Fact sheets are also a very useful means of making sure that the information is correct
before preparing other more expensive materials such as leaflets, displays, radio or television
programs.


Target Audience. This can include many different types of groups. Examples include:

- Utility staff. Maybe the most important use of fact sheets is to provide information to the
utility staff so they can effectively communicate it to customers or potential customers.
- Influential groups. This could include local councils, international agency
representatives, business groups, and other groups from which the utility needs support.
- Media representatives. This is important to ensure that their programs or articles contain
the correct facts.
- Other groups. Could be schoolteachers and students, NGOs, religious leaders,
government agencies, and other groups that can help inform and influence others about
the utility and its services.


Purpose. The central purpose is to assemble the basic facts that target audience groups need

on specific subjects. Several fact sheets can be prepared on general subjects, such as
pollution of water. Fact sheets are used for briefing groups who in turn can relay the
information to others. For example, a newspaper reporter can use the information as part of
preparing a newspaper article about the utility. School teachers can use the information for
teaching students about potable water or sanitation. Utility customer services center staff or
bill collectors can use the information to answer customers’ questions. Fact sheets are short
and do not have fancy layouts. They focus “just on the facts.”


Messages. Fact sheets can be prepared on numerous subjects. The participating utilities

should give priority to preparing fact sheets on: 1) basic information about the utility—
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volume of water treated, number of customers, kilometers of pipes, number of staff, amount
of supplies used, cost of treating water, etc.; 2) how to apply for specific services—such as
applying for a new connection (a fact sheet to be handed out with the application forms); and
3) the water treatment process and benefits of treated water to public health. Often fact sheets
will include two sections: 1) the basic facts; and 2) commonly asked questions on this
subject.


Size. Fact sheets are normally standard page (A4) size. They are usually one to four pages in

length. A fact sheet should not be longer than four pages. If it is longer than four pages, the
subject should be subdivided and several fact sheets prepared.


Number of Copies. This will depend upon the size of the target audience. Generally, there are

a limited number of copies because they are intended for intermediary groups rather than
customers or the general public, for which the customer guide and leaflets/fliers are designed.


Color and Style. Generally fact sheets are not fancy. They are usually printed in black and
white. However, if there are a series of fact sheets to be given to customers, students, or other
groups, all the facts sheets in that series could have a common design. Fact sheets can have
drawings, charts, and photographs if these images will contribute to explaining the facts.

SUGGESTIONS FOR PRODUCING FACT SHEETS

The following is a summary of the steps you need to take to produce a fact sheet:
1. Select the subjects. Working with the department manager, head of the Customer Service
Center, technical departments, and others, identify subjects that will need to be explained to
various clientele groups. This could be explanation of the costs of treating water to local
councils and leaders; requests for information from media representatives; information on
conservation techniques or capital investment plans for local groups; frequently asked
questions and responses for customers; or other requests for information received by the
utility.
2. Determine the title. If there is to be a series of fact sheets on the same general subject, then
there could be a series title, such as “Water: Egypt’s Situation.” Then each fact sheet should
have its own title. The titles should be descriptive of the subject so that the readers are clear
on what information is in the fact sheet. The title should not be cute or catchy, but be clear
and serious. Fact sheets are not for the general public where you have to attract their
attention. Readers of fact sheets want the information.
3. Summarize the message. The main concept that you want the reader to remember should be
summarized and put in a box or in bold type somewhere near the beginning of the fact sheet.
For example, “We are at your service” is a basic concept you may use for a fact sheet about
the services available from the utility.
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4. Prepare an outline with key facts. Make a list of the key facts that need to be included in the
fact sheet. Have this outline and facts checked by the department manager and technical staff.
Double-check to make sure to include only the key facts needed to support the basic message
to be communicated. The biggest problem with fact sheets often is that they include too much
information, some which is not relevant to the subject. It is better to produce additional fact
sheets on the other subjects rather than including too much information in one fact sheet.
5. Identify commonly asked questions on this subject. Identify the most commonly asked
questions on this subject. Working with the appropriate staff, prepare answers for these
questions. Be sure that text is easy to understand and not too technical.
6. Determine if any graphics are needed. Decide if any photographs, drawings, or charts are
needed to help explain the subject. Determine who will be able to prepare the graphic
materials for the fact sheet.
7. Prepare a draft. Working with the appropriate technical staff, write a draft of the fact sheet.
Once the sheet is drafted, have the technical staff check to make sure the facts are correct.
Then show the draft to the department manager for their final check and approval.
8. Have the fact sheet printed. Once you have the approval of the copy (written portion) and the
graphics, you can then contract a printing company to make copies for you. If you cannot
make a final desktop publishing version within your office, the printing company will most
likely be able to help you with the layout and final preparation of the fact sheet for printing.
You will need to tell the printer how many copies you need. The number of copies needed,
cost, and the level of importance of the target audience will determine the most feasible way
to have it duplicated.
9. Distribution plan. Make sure you know how the fact sheets will be distributed and make sure
they are actually distributed.
EXAMPLE OF A FACT SHEET

The following are two examples of a fact sheet. The first was produced by the Egypt Ministry of
Water Resources and Irrigation (MWRI) providing an overview of Egyptian water scarcity. This
fact sheet is part of a series entitled “Water: Egypt’s Situation,” which is being used by MWRI
staff and for various other groups such as media representatives, school teachers, NGOs, officials
in other ministries, industrial groups, and foreign visitors. The second example is a “snapshot” of
a utility, summarizing key indicators related to operations, production and revenue.
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Front
Example 1

Example 2:
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Worksheet: Producing Fact Sheets
1.

Titles: for the series or for this fact sheet

2.

Who is the target audience for this fact sheet?

3.

What is the key message to be communicated?

4.

List the facts to be included:

5.

List the most commonly asked questions on this subject:

6.

What graphics should be included in the fact sheet?

7.

Who will be involved in producing?

8.

Printing considerations:

9.

Distribution plan:
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Publications 3: Customer Guide



What is a Customer Guide?



Suggestions for Producing Customer Guides



Example of a Customer Guide



Prototype of a Customer Guide



Worksheet

WHAT IS A CUSTOMER GUIDE?

A useful step in producing an effective PA program is to create a customer guide. A customer
guide provides useful, basic information about the water network and the steps of water
treatment to help customers understand the services offered and how to access them and provide
feedback. To develop a customer guide, the following factors should be considered:


Target Audience. All existing customers and prospective customers.



Purpose. To provide information to customers and prospective customers of the available

services and how they can receive these services.


Messages. This is determined by asking, “What do customers and prospective customers
want and need to know about the services available to them?” Most likely customers will not
be aware of the customer services program or the services available to them. Therefore, the
customers will need to know: 1) basic information about how the household water system
works and the steps of water treatment, 2) the location of the Customer Services Center and
other utility centers, and 3) the services or assistance it can provide, e.g. 125/175 hotlines.
The utility should also take this opportunity to remind the readers about water conservation
and pollution prevention practices.



Number of Copies. A large number of copies will be needed. One copy should be distributed
to each customer. Additional copies should be printed so that they can be given to
prospective customers.

SUGGESTIONS FOR PRODUCING CUSTOMER GUIDES

This section contains suggestions for how to produce the guide:
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Prepare the Map. Someone in the utility (an engineer) should be able to help you prepare a

drawing showing where the utility or Customer Services Center is located. You may also be
able to obtain one from your company’s GIS specialist or department.


Size of Guide. The guide should be short and easy to reference, and is often printed on one

sheet of paper, both sides. It can be folded twice so that there are actually three pages on each
side. It can also be printed on smaller paper and folded twice.


Color and Style. Since a large number of copies are needed, the cost per copy will have to be

small. Therefore, it will have to be printed on inexpensive paper and most likely in one color.
However, you can use a one color ink on a colored paper to give the impression of two
colors. The printing company can help you select the paper and ink that looks attractive and
is not too costly.


Determine How Many Copies to Print. In consultation with the department manager and the
head of the Customer Services Center, determine the number of utility customers. Also
estimate how many potential customers and other people should receive copies of the guide
during the coming year. Usually a one-year supply is enough for the first edition of the guide.
By that time, the guide should be revised. The number of existing customers and estimated
other distribution will give you the total number to have printed. For example, if the utility
has 45,000 customers and it is estimated that there may be another 5,000 inquiries during the
coming year, 50,000 copies should be printed.



Contract a Printing Company. Once the draft is completed and approved by the department

manager, a printing company should be contracted to make the copies of the guide. You will
need to work with the printing company to select the paper and color of ink. The quality of
the paper will depend upon the budget you have for this job. Most printing companies are
very helpful in selecting the paper and color of ink. Tell the printer how many copies will be
needed and the date you need them. The more copies you print, the cheaper per copy it is.
Therefore, find out how much it would cost for different numbers of copies. The printing
company should show you the final layout of the guide before starting the printing process.
You should show the final layout to the department manager for approval.


Distribution. Once the guide is printed, your job is not done. You must get copies to all
customers, and figure out how to get copies to prospective customers and other interested
groups. It is suggested that you meet with the Customer Services Center staff and prepare a
distribution plan. Should the bill collectors or meter readers give copies to each customer?
Or, should the copies be mailed to the customers? There should be publications holders in the
Customer Services Center for the guide so potential customers can pick up copies. The
Customer Services Center staff responsible for new connections should give a copy of the
guide to each person inquiring about a connection. Copies may also be distributed to schools,
health centers, and other places where potential customers are located.
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EXAMPLE OF A CUSTOMER GUIDE

The following is an example of a customer guide that was produced for the Kom Ombo
Customer Services Center. It is folded twice, which means that there are three pages on each
side.
Front Panel of Customer Guide

Back Panel of Customer Guide
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A PROTOTYPE OF A CUSTOMER GUIDE

The following is a prototype for a customer guide, which can be used and adapted for your utility
just by inserting information where indicated by bold italic:
Customer Guide Prototype
MESSAGE FROM THE CHAIRMAN
Dear Customer:
We welcome you to (utility name). Our goal is to provide you with healthy, clean water and safe, sanitary
disposal services. We want to protect your health and help you save money. To get the best service from your
water utility, you are invited to visit our Customer Services Center. We are at your service.
(Signature of Utility Head)
Location of the Customer Services Center
(Utility name)
Customer Services Center
(Address)
(Telephone number)
(Office hours)
Hotline #

Insert simple map to
show location

Services Available at Your Customer Services Center






Applying for new connection
Paying bills
Requests for repairing meters and pipes
Requesting evacuation services
Inquiries, complaints, and suggestions

Most Common Customer Questions
1. How do I get a new connection?





Come to our Customer Services Center and see the contract officer.
Bring the following documents — (list the documents needed).
The Customer Services Center will help you to fill out the application form.
After your request is processed, you will be asked to sign a contract and pay for the connection.

2. How do I pay the bill?



To save you effort and time, you can pay the collector who comes to your home.
If you missed paying at home, you can pay at the Customer Services Center.

3. If I have a problem with the water or a question about my bill, what can I do?


Visit or telephone the complaints office at the Customer Services Center of contact the Hotline
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Customer Guide Prototype
(contd.)

What You Can Do to Help Us to Provide Better Service to You
1.

If you see a water or sewage pipe broken, leaking, or overflowing, please call or visit the Customer Services
Center immediately. This will protect buildings, health and environment; and will save water and money.

2.

Conserving water will save you money. Here are a few suggestions on how you can save water:





3.

Regularly check your installation and repair leaks
Don’t use potable water for irrigation
Report illegal connections
Use a bucket to wash your car — not a hose

Preventing pollution will protect the health of you and your family. Here are a few suggestions of what you
can do:




Don’t put garbage in the drinking water sources
Don’t put solids in the toilets and sinks
Don’t dispose of garbage, debris, and dead animals in sewage manholes

Please don’t hesitate to call or visit us. Your (name of utility) Customer Services Center is at your service

(INSERT UTILITY LOGO OR DRAWING OR LEAVE BLANK)
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Worksheet: Producing a Customer Guide
1.

What material will be included? Who is responsible for producing the text? Has it been approved?

2.

What other materials need to be prepared? (technical contributions, photographs, other items)

3.

Number of copies to print
Number of customers:
Number of prospective customers:
Extra copies for special groups:
TOTAL NUMBER OF COPIES TO PRINT:

4.

Layout considerations

5.

Printing checklist
_____The written manuscript approved by department manager
_____Final layout approved
_____Paper and ink selected
_____Budget approved by utility manager or head of customer service center
_____Proof page approved
_____Final copies of guide printed

6.

Distribution plan: How will the copies be distributed to all the existing customers of the utility? How will
copies be distributed to other stakeholders? What other groups might be interested in the newsletter and how
will copies be distributed to them? What email lists can be used for distributing an e-version of the
newsletter?
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Publications 4: Leaflet



What is a Leaflet?



Suggestions for Producing Leaflets



Example of a Leaflet



Leaflet Template



Worksheet

Producing a leaflet—sometimes called a flier or small brochure—is similar to producing the
customer guide and fact sheets, but leaflets tend to contain simpler messages and more focused
information. Leaflets can be produced for many purposes and audience groups. This section
describes how to produce a simple low-cost leaflet, generally one that is on one sheet of paper.
WHAT IS A LEAFLET?



Target Audience. Leaflets can be produced for many different uses and groups. You want to

make sure that the purpose and target audience is worth the effort and the cost for producing
a leaflet. Target audiences might include popular council members, local political leaders, or
other influential groups who need to be briefed on the cost of treating water; customers who
need information on conservation or pollution prevention; and school children interested in
the water treatment process.


Purpose. There can be many purposes for producing a simple leaflet. Examples include a
public relations tool for local groups such as NGOs, briefing on the cost of water treatment,
explaining the treatment process, and encouraging people to stop leaks in their houses. There
are many uses of leaflets, from an accompanyiment to bills to hand-outs during briefing
meetings.



Messages. The messages will vary according to the target audience and purpose. The

language in a leaflet should be simple, interesting to read, visually attractive, and easy to
understand.


Size of Leaflet. Generally, a leaflet will be one sheet of paper with printing on both sides. It
could be one side only as in a mini-poster. Once in a while, there might be a need to have two
sheets of paper which would make the leaflet four pages in length. The size and shape can
vary from small to long and narrow to a full A4 size. A single-sheet leaflet can be folded to
make it more interesting.



Number of Copies. This will depend upon the size of the target audience. Unlike the fact

sheets, leaflets normally have a larger distribution. An exception is when it is done for a
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special briefing of senior-level groups, such as council members, high government officials,
or international donor agency representatives, who may justify a nice leaflet with limited
distribution. However, the normal practice is to do low-cost fliers for wide distribution to the
public, school children, customers, etc.


Color and Style. This will depend upon the level of importance of the audience and your
budget. If the leaflet is for distribution to school children or local groups, it should be kept
fairly simple and be printed on fairly inexpensive paper—maybe only one color ink on paper
of a different color. The leaflet could also be a coloring book, or a game for children, or other
forms.

SUGGESTIONS FOR PRODUCING LEAFLETS

The following is a summary of the steps you need to take to produce a simple leaflet:
1. Determine the target audience. Working with the department manager and other techncial
staff, including Customer Service Center staff, decide who is the target audience and
what they want or need to know. Also, get some idea of how many people are in the
target audience. The information you can gather on their understanding of and attitudes
toward the subject will be helpful when writing the text for the leaflet.
2. Determine why the leaflet is being produced. Make sure that the department manager and
others know exactly why the leaflet is being produced. It could be for public relations,
promoting new connections, getting people to pay their bills, promoting conservation and
pollution prevention, among others.
3. Outline the key points in the message. Like with the fact sheet, list the key points that
need to be made and make sure the facts are correct. Information should be gathered from
people who know and work with the target audience and from people who have the
technical information. Before writing the draft, it is a good idea to check the outline with
appropriate technical staff. It is easier to make changes at this point than after you have
spent a lot of time writing the draft.
4. Prepare graphics. Determine what photographs, drawings, or charts will add interest to
the leaflet and contribute to explaining the message. Unlike the fact sheet, a leaflet should
have some design work, which will make it more interesting and appealing to the target
audience.
5. Prepare final draft and secure approvals. Prepare the final draft and have technical staff
check the accuracy of the facts. Then have the department manager check and give final
approval.
6. Have printed. Determine how many copies will be needed, the quality of the paper, paper
size, and if there will be color ink and paper used. Contract the printing company. It can
help you with the final layout and prepare the “camera-ready copy.”
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7. Have a distribution plan. Prepare a distribution plan. This should identify the target
audience and how the leaflet will be distributed to them. It will also involve identifying
who will be responsible for distributing the leaflet. For example, it could be a “bill
stuffer” given to the customers by the bill collector at the time customers are given their
bills. Or it could be given out at tours or public meetings or other events. In most cases,
copies should be available at the Customer Services Center.

EXAMPLES OF A LEAFLET

The leaflets on the right, from left to right,
represent a conservation leaflet educating users
to save water in their home; an annual report
for stockholders of the utility; and a water
quality report of particular interest to
researchers and other technical personnel.

The following leaflet was developed and used by a small (57,000 customers) water and
wastewater utility in the Mid-Western United States. It is used at public events in the summer
when the weather is hot. This includes such outdoor events as fairs, musical events, and sports
events. The utility sets up a display with tables in front that have paper cups of cool water. When
a person gets a cup of cool water, a utility worker gives him or her a copy of this small leaflet.
Since it is hot, the display generally is very popular because people want a cool drink, especially
a free one. This is why the flier is called the “H2O Oasis,” with the theme “The Original
Refreshment.” The purpose of the leaflet is public relations and to promote new customers.
Therefore, it tells the audience about the utility, that the water is safe, and some interesting facts
related to conservation.
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Front Side

Back Side

A. A Prototype of a Leaflet
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LEAFLET TEMPLATE

The following is a prototype for a leaflet explaining how much it costs to treat water at a w/ww
utility. This leaflet is designed for customers. It could be modified for distribution to policy
makers such as political leaders, popular councils, etc.

Leaflet Prototype: How Much Does Your Water Cost?
Every day, (name of your utility) treats (???) liters of water for our customers in (name of governorate). This is
clean, safe water to ensure the well-being of the community and good health of all the people. To provide clean
water to the community costs money. Actually, more money than our customers reimburse us. The purpose of
this leaflet is to explain how much it costs to treat water.
The information here is calculated using cubic meters of water. One cubic meter of water is approximately (???)
liters. The average household of (???) people uses (???) liters of water per day which is (???) cubic meters.
Household customers pay LE (???) per cubic meter of water. The actual cost for treating and delivering water to
your home is LE (???) per cubic liter. Here is how this cost is determined:


Production costs (treatment, plants & wastewater collection) --- LE (???)



Production Services (workshops, stores, etc.) --- LE (???)?



Marketing Services Distribution --- LE (???)



Marketing Services Customer Services --- LE (???)



Administrative and Financial Services --- LE (???)
Total ---- LE (???)

INSERT THE PIE CHART GIVING PERCENTAGE BY CATEGORY
ADD PHOTOGRAPHS OF (1) TREATMENT PLANT; (2) LAYING PIPES; (3) CUSTOMER SERVICE CENTER;
AND (4) HAPPY CHILD DRINKING WATER
The water you receive in your home is a good value. The cost to you is low. The cost of the water you receive in
your home is only (???%) the cost of buying a liter of bottled water.
We are at your service. If we can provide you more information or services please contact our Customer Service
Center. They are located at (address) and their telephone number is (telephone number).
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Worksheet: Producing a Leaflet
1.

What is the title?

2.

Who is the target audience for the leaflet?

3.

Why is the leaflet being produced (the purpose)?

4.

What is the theme or key message?

5.

What are the key facts to include?

6.

What graphics should be included in the leaflet? Photographs, drawings, graphics, special artwork for
layout

7.

Who needs to check the draft and approve it?

8.

Who will do the layout and prepare the camera-ready version?

9.

Printing considerations:

10. Distribution plan:
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Publications 5: Posters



What is a Poster?



How to Produce a Poster



Examples of Posters



Poster Prototype



Worksheet

Posters can be effective tools for utilities to announce special events, promote conservation and
pollution prevention, encourage people to pay their bills on time, announce new services, and
many other purposes. A poster is a “message in a flash.” Most people glance at a poster just long
enough to get a quick idea what it is about. If it is interesting, they may take a longer look at the
message. Therefore, the message must be simple and immediately understood.
WHAT IS A POSTER?

A poster is a stand-alone communication tool. No person will be there to introduce the subject or
explain it. Therefore, in a few seconds the poster must attract attention of the viewer, interest
them to read the whole thing, and convey a clear message. This makes a poster much different
than fact sheets and news releases, which contain much more information than what can be put
on a poster. The following gives a brief explanation of posters:


Target Audience. This is typically a wide variety of groups including customers, prospective

customers, general public, school children, and others. It is important to fully understand the
audience so you can be very precise on how to quickly communicate with them.


Purpose. For the most part, a poster can alert a target audience about an idea—for example,

announcing an event that they may want to attend. It can also relay an educational message
such as, “Conserving water will save you money.” Posters cannot relay very much
information. So the message—and the action to be taken by the audience—should be simple.


Messages. Posters can be produced on a number of subjects. However, the subject must be

very simple and quickly communicated through a visual and a few words. The general
guidelines are that the headline for a poster should be only three to five words. The subheads,
or supporting information, might go up to 15 to 20 words. The graphic (drawing, chart,
photograph) must be simple and contribute to helping convey the message. Effective posters
contain memorable “one liners,” such as: “Save Water: The World is in Your Hands” or
“When it’s Running, it’s pouring down the drain.”
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Size of Poster. The standard printed poster is 50 cm by 70 cm. You can also have them
printed on a full sheet (which is normally the size of paper that printing companies buy), 70
cm by 100 cm. Or, you can also print smaller posters on a quarter sheet, which is 35 cm by
50 cm. Of course, you can have different sizes printed, but often it will cost more because the
printing companies will waste paper. Posters don’t have to be on paper. They can be painted
on the sides of buildings, sides of trucks, on tee shirts, billboards along the road, bumper
stickers, and in many other forms. The basic approach for all these types of posters is the
same. KEEP IT SIMPLE.

HOW TO PRODUCE A POSTER

This section contains suggestions on how to produce a poster:


What and Who. Working with the department manager, you must decide who you want to

reach (the target audience) and what you want to say (the message). You should be able to
answer these questions:
- Why do you want a poster?
- What is it going to achieve?
- Why is this target audience important?
- What is the target audience’s current understanding and attitudes toward this message?
- How will this poster support the priority goals of the utility?


Jot Down Ideas. From the very beginning, begin jotting down words and phrases that might

communicate the message you want. This will be divided into the headline and supporting
blocks that appear on the poster. Discuss these ideas with the department manager and other
staff to get their ideas.


The Visual. From the beginning, make rough sketches of possible visuals that can be used on

the poster. The visual and words must complement each other, and together they must
clearly, quickly, and simply communicate the message. As you get closer to producing the
poster, you may have to hire an artist to help with the final drawing and layout. The printing
company may also be able to help with the art work and/or guide you on the layout, colors,
quality of paper, etc.


The Headline. The general guideline is that a poster headline should contain between three to

five words. That’s right three to five words! So the message has to be simple. The words
have to be clear and easily understood. Every word counts!


Supporting Information. The supporting information can be in the form of bullets or lines of

specific information. At the bottom you can have additional information in smaller type such
as the name of the utility, address, and telephone number. However, the main supporting
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information should probably not contain more than 15 to 20 words and be large enough to
see from five meters away.


Layout and Design. The poster has three main elements—headline, visual, and supporting
information—that must be integrated into an appealing layout that attracts the attention of
viewers. The three elements must be laid out so they are interesting and relate to each other.
Placement of the elements is important if the poster is to be attractive. There are locations on
the poster, which are more interesting than other locations. For example, the center, edges,
and corners are not good places to put important written or visual information. The “principle
of thirds” is very important. As the chart below shows, where the lines that divide the poster
into thirds intersect are the most important locations on a poster. Key messages should be
located at those intersections. This is where people focus more of their attention.



Pre-Testing. It is essential that you test the headline and visual on people who represent the
target audience. You are so close to the subject it is hard to be able to look at your product
through the eyes of the audience. You may be convinced that a poster concept is perfect;
however, pre-testing may indicate that it is poorly understood by you target audience. Pretesting is simple. Take a prototype of the poster out and ask people representing the target
audience what they understand from the poster. You can also take several examples of the
drawing and the headline and see which one they think is most interesting and which one
they best understand.



Printing. You will need to work closely with the printing company on the final layout and get

their guidance on the kind and size of paper, the type fonts, colors, etc. They will guide you
on the cost and what will look the best. You will need to know in advance how many copies
to have printed and your budget for this poster.


Distribution. Posters take a lot of effort to produce and cost a lot of money. Therefore, it is

extremely important that they are distributed to all the key places to ensure that the target
audiences see them. It is important to select locations where there is not a lot of clutter,
which could divert attention from your poster. It must be where your target audience will be.
Also, make sure that there are copies in the customer services center, government offices,
and other locations around the utility.
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Number of Copies. This depends on the target audience, the number of locations that posters

can be displayed, and the cost. The printing company can advise you on the best way to make
copies and the cost of each method. The more copies you print, the cheaper it is per copy.
The cost for each additional copy is primarily the cost of the paper and ink, both are fairly
inexpensive as compared with the set-up costs.


Color and Style. Posters have to be attractive, as well as simple. The visual and headline must

attract attention, so that people will stop and spend time looking at the poster. Therefore,
getting a professional artist to help with the layout is recommended. You must always try to
look at the draft poster through the eyes of the target audience. For example, young people
like different colors than older people. The words must be interesting and immediately
understood; the same for any graphics.

EXAMPLE OF POSTERS

Three examples of posters are shown here. The first two were developed for by HCWW
supporting water conservation efforts. These posters are examples of good artwork: simple but
interesting messages and attractive layouts.
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This is a poster produced by the USAID/Secondary Cities project for all the participating
utilities. The theme is: “Water means life. For a better life and a clean environment, save a drop
of water for you and your children.” This is the beginning of a campaign to promote water
conservation and pollution prevention of water.
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Poster Prototype
Purpose: This poster is to encourage customers and prospective customers to use the utility’s Customer
Services Center.
Message: The following is the copy (written information) for this poster:

The headline is: FOR YOUR HEALTH—SAFE WATER
Subhead: Visit Our Customer Services Center to
 Apply for New Connections
 Pay Bills
 Request Repairs
 Complaints and Suggestions
Bottom

At Your Service
(name of utility)
(location & telephone number)
Customer service center and Hotline

Visual: Located at one-third toward the top will be a drawing (not the words) of a water drop character similar to
the logo shown below, which is from the American Water Works Association. The water-drop character with a
glass of water is used to illustrate water and drinking.
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Worksheet: Producing a Poster
1.

What is the primary message to be conveyed and what is the target audience suppose to do as a
result of seeing the poster?

2.

Who is the target audience and why were they selected?

3.

Ideas for the headline:

4.

Ideas for the visuals:

5.

Results from Pre-Tests:

6.

Who will prepare the visuals and final layout?

7.

Printing considerations: How many copies will be printed? What size? Type of paper? Colors to use?
Cost?

8.

Where will the posters be displayed?
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Publications 6: Displays



What is a Display?



How to Produce a Display



Example of a Display



Display Prototype



Worksheet

WHAT IS A DISPLAY?

A display is a story told primarily by visuals—pictures, drawings, charts, or actual objects. It can
be a powerful way to communicate to a number of people—those who come into your Customer
Services Center or attend festivals, community events, or school events. In a preceding section
on leaflets, we explained how a small water/wastewater utility in the central part of the United
States sets up a display at community events during the summer time, to give people free cups of
cool water along with leaflets telling about their services. It is always a good idea where possible
to combine displays with other communication techniques, such as handing out leaflets.
Displays should be designed to communicate visually. They should be interesting and fun to
view. They are like several posters on one board, which are combined to tell a story. The
information must be condensed, as most viewers will only spend a few seconds or a couple of
minutes viewing the display. Therefore, like a poster it must quickly tell the story.


Target Audience. Probably the most important audience will be the people who come into the
customer services center—customers and potential customers. However, displays made for
the customer services center can be used elsewhere. For example, for a meeting on rates, you
may want to prepare special displays for local leaders on the cost of water treatment and
delivery. Displays can be prepared for use at community events or press conferences. In each
case, the target audience should be determined and the display designed for them. As with all
communication materials, it is extremely important to know the target audience and make
sure you answer their questions and provide the information they need and can understand.



Purpose. A display should tell viewers something that they did not know before. It can

provide new information, such as how their water is treated. It can influence their attitudes,
such as explaining why they have to pay for water. Or, it can also ask them to take specific
actions, such as conserving water or preventing its pollution. It is important that you know in
the beginning the purpose of the display. Your department manager and other technical staff
should agree upon the purpose of a display before beginning work on it.
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Messages. The subject should be fairly specific, as the viewers will spend a short time

studying the display. Therefore, it is generally recommended that there be one theme—which
is conveyed by the title—and no more than four or five sub-themes to be conveyed. Each
should be illustrated with a visual. Displays could be prepared showing the treatment process
(stressing the benefits to health); the cost of treating and distributing water (showing how
much money each step costs); how to conserve water in the home; how to prevent water
pollution; or general subjects such as the water cycle or water balance. Remember that the
display will provide a summary of the subject. It is a good idea to combine a leaflet or fact
sheet with a display so that the viewers can take them home and study the information in
more detail.


The Display Background. Displays can be put on a number of backgrounds—including on the

wall of a room where people assemble, such as the customer services center. It is normally
recommended that a display be put on a separate background so that it can be taken outside
to special events such as local fairs. In each case, you will have to figure out how you will
attach the visuals and titles to the background.


Color and Style. The background color should be neutral in most cases, such as white or a

light cream color. You may want to put a border around it so that it looks like a picture frame
or window. The visuals and signs should be of color, which will be easily seen by the viewer
and interesting. There are a number of designs that can be used. It is important that the
elements of the display flow to tell the story you want. The design should guide the viewer
from the beginning of the story to the end. Some visuals should be bigger than others to make
the display more interesting. The letters should be large so they are easily read. It is always
good if actual objects or models can be combined with the display, for example, a meter or
water quality-testing device.

HOW TO PRODUCE A DISPLAY

In developing a display it is important that you constantly think about the target audience. What
do they understand about the subject? What will interest them the most? The following are the
main steps in producing a display:


Deciding upon the Subject. Working with the department manager, decide upon the subject

that the display will focus on, such as how water is treated, or its cost, or why this is
important to the utility.
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Who Is the Target Audience and Why. Who is the display directed toward—Customers?
Potential customers? General public? Local leaders? Influential groups? Young people?
Others? It is important to decide what you want the target audience to know or do as a result
of the display. Do you want them to understand that treated water is safer for health, the cost
of producing safe water, how they can conserve water, or why it is important to not pollute
water?
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Jot Down Ideas. The first step is to talk to people to get their ideas on what should be the
main message—the overall theme (title) and the key points to support that theme. Remember
the overall message should be limited to only four or five supporting messages. As part of
this process, begin to identify visuals that can be used to show the key points. This would
include photographs, drawings, charts, and actual objects. It is important to test your ideas on
technical staff at the utility, the head of the Customer Service Center, and the department
manager. You will have to go through a process of sorting ideas and giving priorities to the
most important items. Eventually you will have a list that you can use to begin the production
process.



Begin Collecting Visuals. You may have to hire a photographer or artist to help you at this

point. Also, you may be able to use graphics included in the CD distributed with these
Guidelines. As you assemble the visuals, you may have to modify your original plan for the
display. Some visuals may not appear to be as interesting as you thought and others may be
better to emphasize.


Organize into a Display Design. As you think through the visuals and messages you might

want to use, it is a good idea to make small “thumbnail sketches” of possible layouts for the
display. Once you have collected many of the visuals, you should get the board for the
display and begin putting the visuals onto it to see how the final design will look. At this
stage, you will have to decide the size of each visual and begin to develop the headline and
other titles. You may need to hire an artist and sign painter to help with this stage.
Remember, the number of words on the signs should be as few as possible. The writing
should be large and easy to read.


Do a “Dummy.” It is a good idea to put the visuals and signs on to the board temporarily,

maybe with tape. This will allow you to show the display to utility staff members, the
department manager and, if at all possible, members of the target audience. See what is most
interesting to them. Find out what they don’t understand and what is not interesting to them.
During this stage you can change your layout, remove some items and add others. Do this
until everybody seems pleased with the display.


Finalize and Hang. Once the testing of the dummy is done, do the final mounting of the
visuals and signs on the background board. Once that is done, hang the board where you
want, in the customer services center or elsewhere. Make sure there is sufficient light on the
display so that people coming into the room are attracted to it. If possible, it is a good idea to
have spot lights shining on the display. If the display is at a community event, it is important
to have utility staff present to explain the messages, answer questions, and hand out
additional information.



Care and Maintenance. It is important to check the display periodically to make sure it
continues to look good. If some visuals begin to fall off, they should be fixed. You should
also update the display when new information becomes available. For example, the amount
of water treated, number of customers, cost per cubic meter, and similar information should
constantly be updated.
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EXAMPLES OF DISPLAYS

Here is an example of a display used in the USAID Cairo Air Improvement Project to explain to
government officials, media representatives, and other influential groups the lead pollution
abatement program and how it is beneficial to the health of people living in Cairo.

This display is not a good example: too many pictures and not interesting. Although used as a discussion guide
where an expert explains the information to a small group, it would not work as a stand-alone display as it is too
complicated.

Left: A poorly designed display. There is too much information. It is not likely to attract people to come and take a
look at it.
Right: A simple, much more attractive and easy-to-understand display.
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DISPLAY PROTOTYPE

A display that each utility should have is one that explains how the water is treated and delivered
to customers’ homes. The following is an outline for such a display.
Sample: Display Outline
Title:

WHERE DOES THE WATER COME FROM FOR YOUR TEA?

Components:

(1) VISUAL – Woman with water container on head and sick child
TITLE – Before Water Treatment Unhealthy Water Was Used
(2) VISUAL – Pumping from the Nile
TITLE – Water for Treatment Starts from the Nile (or canal or pump)
(3) VISUAL – Treatment reservoir with chemicals being added
TITLE – Water Is Treated and Filtered
(4) VISUAL – Water storage tower
TITLE – Water Put into Storage Tank
(5) VISUAL – Workmen laying pipe to a home
TITLE – A Distribution Network is Installed and Maintained
(6) VISUAL – Water flowing from kitchen tap into tea pot
TITLE – Clean Safe Water for Your Tea
(7) VISUAL – Husband and wife drinking tea with health happy child playing and kitchen sink in
the background
TITLE – Treated Water Means a Healthy Family

Closing Sign: For Your Health, We Are Providing You and Your Family Safe Water

Have the utility name and if available, logo at the end.

The layout of the visuals and titles should be arranged so the viewer can easily follow the story. One possibility for
this display would be to have the visuals connected with a drawing of a pipe with arrows showing the direction of
the water flow.
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Worksheet: Producing a Display
1.

What is the subject? Why has it been selected?

2.

Who is the target audience?

3.

What does the target audience know about the subject? What are members’ attitudes towards it?

4.

What is the theme and title?

5.

What are the key points to include in the display?

6.

What visuals will be used?

7.

What title and subtitles will be used?

8.

The size of the background board and the material:

9.

Design considerations:

10. Who will produce the visuals and signs?

11. Where will the display be hung?
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Publications 7: Press Kit



What is a Press Kit?



Tips for Producing a Press Kit



Example of a Press Kit



Worksheet

WHAT IS A PRESS KIT?

A press kit is a standardized set of materials that can be easily distributed to press and media
contacts. It provides an overview of the utility, its operations, its priorities, and its plans for the
future. Media representatives are often called upon to write upon topics about which they have
limited knowledge. Press kits ensure that media representatives writing about the water and
wastewater sector are well informed about key issues related to the industry, and are in touch
with the ideas and perspectives of the regional utility. A press kit may have “fixed” and
“dynamic” components. For example, as displayed in the press kit example below, a press kit
may have a shell, which contains fixed information unlikely to change or require regular updates,
inside of which are a series of information sheets, which can be updated as appropriate, or can
include customized information depending on the immediate needs of the press kit.
TIPS FOR PRODUCING A PRESS KIT



Select Appropriate Content. The press kit will play a key role in the media coverage given
to the water and wastewater sector. In fact, in many ways the press kit will serve as a
“rough draft” for media coverage. So, carefully think through the content that will be
included, and determine what “story” the utility wishes to tell through the press kit.
Information should be accurate, but not overly lengthy or technical. It will need to be
understood by a reader without extensive technical experience with the sector. Consider
including a mini-CD with graphics or additional information you wish for the media to
have access to. Include on the press kit contact information through which media
representatives can find out additional information. Make sure the contact information is
up to date.

The range of information that can be presented as part of a press kit can vary. Things to
cover will include: an overview of utility accomplishments, and a snapshot of recent
reform efforts; the social and health benefits derived from clean water and wastewater
services; an overview of the water treatment process, including the cost and complexity
of utility operations; and trends in production costs per capita vs. inflation rates, among
others.
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Layout: Don’t overwhelm the press kit with technical information. Make sure that the

press kit is easy to read and visually appealing. Use appropriate graphics, especially
pictures. Consider having a “fixed” piece and a “dynamic” portion of the press kit, to
allow for updates and/or tailoring for specific audiences.


Involve Technical Staff: Technical staff should play a key role in producing the content to

be included in a press kit. Content should be accurate, but accessible, easy to understand
to someone with limited technical knowledge. Technical staff should also be aware of
the press kit, and be able to refer to it when appropriate.

EXAMPLE OF A PRESS KIT

The following graphic provides a useful template for what a press kit could look like. The folder
on the left includes “fixed” content, unlikely to need regular updates. The pages on the right
included “dynamic” content that can be updated or adjusted to a particular audience easily.
These pages come in staggered heights allowing their titles to be easily read and referred to.
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Worksheet: Producing a Press Kit
1.

What are the key themes or key messages? What messages do we want to be sure that media
representatives are familiar with? What information will be important in conveying these messages?

2.

How will this information be organized? What ideas do we have about layout?

3.

What are the key facts to include?

4.

What graphics and pictures should be included in the Press Kit ? Photographs, drawings, graphics,
special artwork for layout

4.

Who needs to check the draft and approve it?

5.

Who will do the layout and prepare the camera-ready version?

6.

Printing considerations:

7.

Distribution plan:

8.

Update and monitor effectiveness: Have messages from the press kit been included in press covereage?
How frequently do we need to update the information in the kit?
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PUBLICATIONS 8: PRESS RELEASE



What is a Press Release



News Style



How to Produce a Press Release



Format of a Press Release



Press Release Sample



Worksheet

WHAT IS A PRESS RELEASE?

A press release is primarily a brief story written for newspapers, but can also be used for sending
information to other media outlets such as magazines, radio, and television. The reason for
producing press releases is to get more information with greater accuracy in newspapers and
other media about your utility. Newspaper reporters are busy people with many demands for
their attention. If you provide them information in the correct style required for a newspaper, you
will make their job easier. The result often is they will put your news release into the newspaper
with few modifications. It also means that the information will be more accurate than if they
interviewed a utility staff member and wrote the article themselves. There is a special style
required for press releases, which is different than fact sheets or leaflets. It is critical that a press
release report on something that is “newsworthy.”
Here are key factors to consider in producing press releases:


Target Audience. The primary audience of a press release is the readers of newspapers.

Newspapers can be a good channel of communication to reach policy makers and influential
groups. Press releases can also target other press outlets, such as TV.


Purpose. To disseminate information about the utility to a broad audience, especially
influential groups. The press release has to report on something that is newsworthy. An
example could be the opening of the Customer Services Center, a visit by a high-level
official, a special workshop for a local women’s group, or the opening of a key piece of
infrastructure.



Messages. They could be grouped into the following categories: 1) events such as

workshops, meetings, tours; 2) introducing a new service, such as initiating computerized
billing services or water being provided to a new region; 3) special accomplishments such as
a record number of customers or expanding wastewater services; and 4) activities of the
utility such as contests for school children or the release of new leaflets. In some cases, you
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may also want to use newspapers, radio, and TV to alert the public about a disruption of
service or some other problem about which your customers need to be quickly told.


Size of News Releases. Most press releases are roughly one page in length. This depends

upon the subject and what the newspaper will accept. It is always a good idea to keep in close
contact with media staff to know what they are interested in and the desired length. Sending
news releases to media organization does not replace the need for you maintaining constant
contact with media representatives and securing their support.


Number of Copies. You can give copies of the press release to all the newspapers in your

region. You can also give copies to the news departments at radio and TV stations, even
though their writing style is different they can use the news content and easily rewrite it into
a broadcast news script. In some cases, a newspaper or magazine will ask for an “exclusive”
story, which means the news release will not be given to other media outlets. You and your
department manager will have to decide if you will do an exclusive.
NEWS STYLE

The best way to learn how to write press releases is to study articles in your local newspapers
and those from outside. See how they write the first paragraph, the types of words used, how
they refer to officials, and any other style of writing. There are several things to keep in mind
about news releases:


What Is News? News depends upon: 1) timeliness—something that is happening now, not

several weeks ago; 2) local importance—stories that have a local interest such as local
groups, local events, etc. which are of interest to local audiences; and 3) relevance—events
or subjects that impact the people in the coverage area of the newspaper.


How Do You Report the News? The general approach is to explain the “5 Ws and H”:

- Who — Who said it? Who is important?
- What — What happened? What was important?
- Where — Where did it happen? The local importance.
- When — When did it happen? Remember timeliness.
- Why — Why is it important? Why is it important to readers in this area?
- How — How did it happen? Was there anything unusual about it?


Make It Readable. Press releases should be written so that they are very easy to read. That

normally means:
- Short sentences.
- Short paragraphs.
- Easy-to-understand words.
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- Personal words including names (especially people from the region), direct quotes from
someone, human interest words.
- Active rather than passive style.
- Key point given fast—the first paragraph must capture the story.
- Information that the reader is interested in, not only information about dignitaries and
how well the utility is operating.


The Inverted Pyramid. The first paragraph is the most important. Many readers only read the
headlines and then the first paragraph of a newspaper article. Therefore, the first paragraph,
which is called the “lead paragraph,” must catch their attention and encourage them to read
more. If they don’t read more, at least the lead paragraph will give them the basic
information. The lead paragraph should include as much as possible of the Who, What,
Where, When, Why, and How. Once the lead paragraph gives the interesting summary, then
you can use several follow-up paragraphs expanding on the same information giving the
details.

When writing the lead paragraph, always ask yourself what is of most interest to the reader
and what will encourage them to read more of the article.
HOW TO PRODUCE A PRESS RELEASE

The following is a summary of the steps to take in preparing and disseminating a press release:
1. Select the Subject. Working with the department manager, select the subject and title for the
news release. It is a good idea to get his or her ideas on what should be included in the news
release.
2. Gather Information. Meet with the relevant staff at the utility to gather the information needed
for the news release.
3. Prepare a Draft. You may want to prepare a draft of the lead paragraph and show it to the
department manager for his or her comments and suggestions. The reason for this is that the
lead gives the overview of the story. Once the lead is agreed to, preparing the rest of the
article is straightforward.
4. Secure Approvals. It is important that the technical staff check the draft for accuracy (such as
how many kilometers of pipe, etc.) and for the department manager to check and approve the
news release.
5. Distribute the News Release. You should have the names of all the newspapers, magazines,
radio, and TV stations serving your area. You should also have the names of the people at
these media who are responsible for news or serve as the liaison with your utility. It is
important to deliver the news releases directly to these people. You might want to call them
after they receive the news release to see if they need any additional information and to
explain why this is such an important story.
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6. Monitor What They Publish. It is important to carefully watch what they do with the news
release. If they publish it, see what changes they made so that in the future you can improve
what you send to them.
FORMAT OF A PRESS RELEASE

The following is a format which can be used for press releases. You may want to check with
local newspapers to see if they prefer a different format.
Worksheet: Structure for a Press Release
THE HEADLINE (The Title)
CONTACT: (name of person they can contact for more information)
TELEPHONE NUMBER: (for the contact person)
DATE: (the date sent to the media)
RELEASE DATE: (use only if the story should not be published before a certain date)
THE NEWS STORY (should be double-spaced so the reporter and editor can make changes in the copy)

-End(so they know the article is finished)
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PRESS RELEASE SAMPLE

The following is an example of a press release. The subject is announcing the opening of the new
customer services center.
Sample: Press Release
New Services Available For (Your Town) Water Users
Contact: (Your name or the utility Chairman’s name)
Telephone Number: (telephone number for the contact person)
Date: (today)
RELEASE DATE: Immediate

H.E. Governor (his name) is inaugurating the first Customer Service Center at the
(Governorate) Water and Wastewater Company headquarters on (day and date) to provide
new services to water users in our area. Because of the new Customer Service Center,
customers of the (name) Water and Wastewater Utility will have easier access to the services
available to them. Joining the Governor will be officials from the Governorate, municipality,
and USAID.
The inauguration of the Customer Service Center will begin at (time) at the headquarters (or
whatever location). H.E. the Governor will be joined by the Utility Chairman, Mr. (name) and
other distinguished guests including (name the key ones and their affiliation). Following the
ribbon-cutting officially opening the Customer Service Center, the Governor and other
distinguished guests will take a tour of the Center. They will see the displays describing the
services that customers can receive at the Center such as requesting new connections, paying
bills, reporting breaks in lines or other problems, submitting complaints, and gathering
information on how to conserve water. The utility manager, Mr. (name), and the head of the
Customer Service Center, Mr. (name), will brief the visitors on the services that customers
can receive, explain the displays, and show them the printed materials customers can obtain.
Mr. (name) of USAID, which provided assistance to establish the Center, will brief the
officials about the importance of the Customer Services Center in the new utility program.
Utility Chairman Mr. (name) says, “This is an important event for the (name) Water and
Wastewater Company and our community, as this is the first Customer Service Center at our
utility and in the region. We are pioneers in improving our service to customers and making
quality services available to those who want to sign up for treated water. This will contribute
to the health of the people in our area and will encourage industry to our community, which
will lead to more employment in the region.”
The (name) Water and Wastewater Company was established in (date), which allows the
water/wastewater utility to become semi-autonomous from government and enable it to keep
the funds paid by customers and put it into improving services in the future.
-End-
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Worksheet: Producing a Press Release
1.

Subject: A summary of the subject. This could be the first draft of the lead paragraph.

2.

Title and key points to make:

3.

Resource persons at the utility for gathering information:

4.

Outline for the article:

5.

Names of who will receive the news release: Names of the contact person and the newspaper, magazine,
radio or TV

6.

Summary of what media actually used the news release:
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Community Outreach and Events 1: Working with the Media



How Do We Work with the Media?



Find Out What They Want



Understanding Each Medium



Tips for Working with the Media



Interview Outline



Media Frequently Asked Questions example



Worksheet: Tracking media contacts

The media—television, radio, newspapers, and magazines—are key channels of communication
for reaching large numbers of the public. The media can increase the general public’s
understanding on subjects such as the importance of treated water for public health, and the
importance of saving water. They can motivate people to take action such as keeping drains clear
of garbage. The media provides an important communication channel into the communities you
serve. It is extremely important for your utility to develop close working relationships with the
mass media.
This section provides practical suggestions on how you can develop close working relationships
with the media. You will be asking the media to prepare programs or articles about your utility.
At the same time, you will be helping them do their job in covering subjects of local interest.
HOW DO WE WORK WITH THE MEDIA?

The key to success in working with the media is developing “personal relationships” with key
media representatives. It is important that your department manager and utility Chairman get to
know key media representatives. These senior utility officials will become the primary
spokespersons for your utility. Reporters will normally ask to interview them. You can help your
utility staff to prepare for interviews and ensure that they have the information needed to answer
reporters’ questions. You can also help the reporters prepare for the interviews by providing
them with fact sheets, press kits, or helping them develop the questions to ask during the
interview.
It is important that you maintain a list of key media representatives. This includes their names,
position in the media, and telephone numbers. Get to know them and learn what kind of stories
they are interested in developing. With a media outlet, there can be different people who handle
news, business, sports, public affairs features, youth programs, and entertainment. Get to know
the ones that best fit the needs of the utility. This would almost always include the news and
public affairs staff. However, the youth programs might also be important. Your department and
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the utility Chairman should also get to know the newspaper editor/manager and the radio and
television program managers.
FIND OUT WHAT THEY WANT

Your job is to match up information that the utility has with the information needs of media
representatives. This will mean that you must get to know the media representatives and know
what type of information they are interested in. Many people are trying to get information about
their organizations in the newspaper or on television. People like you with ideas for stories
constantly contact media representatives. So, there is competition for their attention and for their
stories. By knowing what types of stories they are most interested in, you can avoid wasting their
time with story ideas that do not interest them. It is important to build up your credibility so that
when you do call them the media representatives will be receptive to your ideas. This also means
you have to be very responsive when they call you asking for help.
You have to make sure that you are giving them new information and ideas. For example, they
will probably cover a school tour the first time it is given. However, they will not do it every
time there is a new tour. You have to find a new story for them to cover.
UNDERSTANDING EACH MEDIUM

Each medium has different needs and requires different types of assistance:


Television. Probably the most powerful medium for reaching large audiences, television is a

highly effective communication tool if used properly. Producing a television program is
complex and takes expensive equipment and highly trained specialists. You have to rely on
the television station personnel to handle the production. You can, however, provide them
ideas for programs, make people available for interviews, help them make the arrangements
to gather video footage at your utility, and provide them with information (fact sheets,
reports, leaflets, etc.). Television is a visual medium. Having someone interviewed without
visuals, called “talking heads,” does not take advantage of the power of the medium. With a
little bit of work with the television staff, you can help them get videotape footage of the
subject or you can give them charts, drawings, photographs, models, or actual objects to help
visualize the subject.


Radio. A much easier medium to work with than television, radio is especially good for
urgent news. For example, if you have a break in one of the water mains, you can use radio to
easily and quickly inform people that their water will be turned off. You can call the station
and often they will either put you on the air directly, record you for later broadcast, or make
their own announcement. Radio is normally the fastest medium to respond to this type of
news. However, that doesn’t mean you shouldn’t also alert the other media. Radio also has a
number of other uses, including news, public affairs programs, and children’s programs.



Newspapers. Good channels of communication to reach policy makers and influential

groups, newspapers tend to serve the higher educated strata of society. Newspaper articles
usually can provide more information than normally is possible on radio and television.
Therefore, you should be ready to give them more information.
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Magazines. If you have magazines in your area, you need to study them carefully and

determine what types of articles they publish. Magazines tend to focus on features, which
contain human interest or in-depth stories. You need to make sure that you have the type of
story that will interest them and the information they need.
TIPS FOR WORKING WITH THE MEDIA



Maintain contact with key representatives. The most important thing is to keep in constant

touch with the key media representatives. Every couple of weeks, you should give them a
brief telephone call and find out what they are working on and if there is anything you can do
to help them. You might brief them on some of the activities going on at the utility. If they
are interested in any of these activities, you should offer to help them contact the right people
and collect information on the subject. In those cases you should follow up immediately with
your department manager so he or she knows what is going on.


Provide the information. It is important to continually provide the media representatives

information about your utility. This can be done verbally over the telephone or in meetings,
fact sheets, press kits, news releases, or other means. They should be invited to meetings,
workshops, special tours, and to meet influential visitors. Make sure the information is new
and fits their needs. Repeating the same old thing to them will hurt your reputation as a good
source of news.


Help them line up interviews with utility staff. In many cases, it is best to ask the reporters to
interview utility staff or visitors to gather their own information. This will often be the utility
Chairman or PA department manager. You should contact the reporter with the idea and offer
to help him or her to arrange an interview with the appropriate person. Of course, you will
want to have the approval of the department manager before contacting the reporter.



Prepare utility staff for the interview. It is important that the utility staff member is prepared

for the interview. Make sure he or she knows the subject and has all the information needed.
If it is for television, it would be good to prepare visuals (photographs, drawings, charts) or
to take actual objects (such as a meter, water testing device, etc.) or models. Try to find out
from the reporter in advance what type of information he or she needs so you can prepare the
utility staff member. “Talking points” of key issues which may be raised, and suggested
utility responses to these issues are useful in preparing staff and coordinating messages. An
example of talking points produced by the Cairo Water Company are provided below, full
text is provided in the CD that accompanies these Guidelines.
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Help the reporter develop the interview outline. Reporters generally know little about how a
water/wastewater utility operates. Therefore, you should offer to help them prepare for the
interview by providing them background information and even helping them to form the
questions to ask during the interview. Most reporters will welcome this assistance as it makes
them look good and enables them to gather the most important information. You should help
them understand the key points and areas where they should ask questions. You must also
make sure they have that the name and title of the person they are interviewing is correct.
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Below we present two examples of outlines that can be used to help newspaper/magazine and
television/radio reporters with interviews.


Be sure to quickly follow up with their calls for help. When a reporter calls you for help, it is
very important that you quickly follow up. Reporters often have tight deadlines. For example,
the radio or television news programs is going on the air in a few hours, the newspaper is
going to be printed that night, or the magazine’s deadline is within the next day. They are
often under pressure to get a program produced or story written quickly. Your getting back to
them quickly and helping them get the information will build your credibility as a good
person to contact for help. This will increase the amount of information that medium
publishes about your utility.
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INTERVIEW OUTLINE

Below is an example of an interview outlines you can use to help reporters develop stories.
Interview Outline
Outline: Newspaper and Magazine Interview

1. Name of Reporter and Station: Mr. (name, title, and name of television or radio station)
1. Name of Reporter and Newspaper: Mr. (name, title, and name of newspaper)
2. Possible Title of Story: A New Customer Service Center Opening For (your town)
3. Interviewee:
(nameService
of utility)
2.
Possible TitleMr.
of (name),
Story: AChairman
New Customer
Center Opening For (your town)

4. Date and Location of Interview: (date and location—suggest to be in front of the Customer Service Center
with
the sign, or Mr.
inside
with all
the signs(name
and service
stations open for business)
3.
Interviewee:
(name),
Chairman
of utility)
5. Key Information/Most Important Point:
4. Date and Location Interview:
The (name of utility) opens the first Customer Service Center in the region on (date). The Governor, HE (name)
will inaugurate the Center along with other dignitaries. The Center is designed to increase the quality of services
to customers,
potential customers,
and
the general public to ensure that they receive safe and health water.
5.
Key Information/Most
Important
Points:
6. Suggested
Script Outline
forfirst
Reporter
to Use
to Interview
The
(name of utility)
opens the
Customer
Service
Center inthe
the Utility
region Chairman:
on (date). The Governor, HE (name)
will inaugurate the Center along with other dignitaries. The Center is designed to increase the quality of services
Reporter:
Thepotential
people of
(your town)
to have
new
important
service
available
to help
them
with their
to
customers,
customers,
andare
theabout
general
publica to
ensure
that they
receive
safe and
health
water.
water supply. The (name of utility) is opening the first Customer Services Center in our region. Today we are
very lucky to have Mr. (name), Chairman of (name of utility), to tell us about this new Center and how you can
take
advantageQuestions
of it. Mr. (Chairman’s
to our program.
am sure
6. Suggested
for Reportername),
to Askwelcome
the Chairman
(the 5 WsI and
H): our viewers will be interested to
learn more about this new Customer Services Center.

When will the Customer Services Center be opened?
Visuals
Suggested Questions
 Possible
Where is
it located?
 Possible
Who will
be involved
inauguration
the Center?
close-up
of thein the 1.
Could you of
please
tell us when the Customer Service Center will be
 invitation
Why is opening this Customer
Services Center important to our community?
inaugurated?
 Video
Whatfootage
services
Center
provideistothe
theCustomer
community?
of will
the the
street
2. Where
Service Center located?
 and
How
can
front
of the
the public
Centermake use of the Center?
 Utility
HowChairman
does this Center fit into3.the
overall
objectives
Who
will be
involved of
in the utility?
inauguration of the Center?
 Video
Whatfootage
other information
the Center
do you
our readers
would
be interested
of inside about
4. Why
is opening
thisthink
Customer
Services
Center
importantintoknowing?
our
the center with service
community?
stations
7. Suggested
Pictures:
(A picture
of5.the
utility
Chairman
in front
of the
Customer
Center with the sign)
Video footage
of signs
at
What
services
will the
Center
provide
to theService
community?
the service stations inside
the Center
Show the address and
6. How can the public take advance of these new services?
telephone number
7. How does this Center fit into the program of your utility?
8. What other information about the Center do you feel our viewers
need to know?
Mr. (name of utility chairman), thanks for taking time to join us today and brief our viewers about this new
Customer Services Center here in (name of town). I hope our viewers will visit the Center soon and take
advantage of your numerous services.
I am (name of reporter), reporting from the new (name of utility) Customer Service Center, located at
(address).
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FREQUENTLY ASKED QUESTIONS (FAQ) EXAMPLE

Below is an example of FAQ for utility staff working with the media, prepared by the Cairo
Water Company:
 -١هﻨﺎك دول ﺗﺴﺘﺨﺪم ﻣﻮاد أﺧﺮى ﻣﺜﻞ اﻷوزون ﻓﻰ ﺗﻨﻘﻴﺔ ﻣﻴﺎﻩ اﻟﺸﺮب ﻟﻤﺎذا ﺗﺴﺘﺨﺪم ﻣﺼﺮ اﻟﻜﻠﻮر ﺣﺘﻰ اﻵن ﻓﻰ ﺗﻨﻘﻴﺔ ﻣﻴﺎﻩ
اﻟﺸﺮب وهﻞ هﻮ ﺁﻣﻦ ؟
اﻟﺸﺮآﺔ ﺣﺮﻳﺼﺔ آﻞ اﻟﺤﺮص ﻋﻠﻰ اﻟﻤﺮاﻗﺒ ﺔ اﻟﻜﺎﻣﻠ ﺔ ﻟﻜﺎﻓ ﺔ اﻟﻤﺮاﺣ ﻞ اﻹﻧﺘﺎﺟﻴ ﺔ ﻟﻤﻴ ﺎﻩ اﻟﺸ ﺮب ﻟﻠﻤ ﻮاﻃﻨﻴﻦ ﻟﻀ ﻤﺎن وﺻ ﻮﻟﻬﺎ ﺁﻣﻨ ﺔ
وﻣﻄﺎﺑﻘﺔ ﻟﻠﻤﻌﺎﻳﻴﺮ اﻟﻮاﺟﺐ ﺗﻮاﻓﺮهﺎ ﻓﻰ اﻟﻤﻴﺎﻩ اﻟﺼﺎﻟﺤﺔ ﻟﻠﺸﺮب
واﻻﺳﺘﺨﺪاﻣﺎت اﻟﻤﻨﺰﻟﻴﺔ ﻃﺒﻘﺎ ﻟﻘﺮار وزﻳﺮ اﻟﺼﺤﺔ رﻗﻢ  ٤٥٨ﻟﺴﻨﺔ ٢٠٠٧ﻣ ﻦ ﺧ ﻼل ﻗﻴ ﺎم ﻣﻌﺎﻣ ﻞ اﻟﺸ ﺮآﺔ ﺑﺮﻓ ﻊ وﺗﺤﻠﻴ ﻞ اﻟﻌﻴﻨ ﺎت
دورﻳﺎ ﺑﻜﺎﻓﺔ اﻟﻤﺤﻄﺎت وآﺬﻟﻚ ﺗﺤﺪﻳﺪ ﻧﺴﺐ اﻟﺸﺒﺔ واﻟﻜﻠﻮر اﻟﻤﻨﺎﺳﺒﺔ ﻟﻠﺘﻌﻘﻴﻢ ﺑﺎﻹﺿﺎﻓﺔ اﻟﻰ وﺟﻮد ﻣﻌﻤﻞ ﻣﺮﺟﻌ ﻰ ﻟﻠﺸ ﺮآﺔ اﻟﻘﺎﺑﻀ ﺔ
ﻟﻤﻴﺎﻩ اﻟﺸﺮب واﻟﺼﺮف اﻟﺼﺤﻰ ﻳﻘﻮم ﺑﻤﺮاﻗﺒﺔ اﻟﻤﻴﺎﻩ اﻟﻤﻨﺘﺠﺔ ﻣﻦ اﻟﻤﺤﻄﺎت واﻟﺤﺼﻮل ﻋﻠﻰ ﻋﻴﻨﺎت ﻣ ﻦ اﻟﺸ ﺒﻜﺎت اﻟﻤﺨﺘﻠﻔ ﺔ  ،آﻤ ﺎ
ﻗﺎﻣﺖ ﺷﺮآﺎت ﻣﻴﺎﻩ اﻟﺸﺮب ﺑﺘﺠﻬﻴﺰ ﻣﻌﺎﻣﻞ ﻣﺘﻨﻘﻠﺔ ﻷﺧﺬ ﻋﻴﻨﺎت ﻣ ﻦ اﻟﻤﻨ ﺎزل واﻟﻤﺤ ﻼت اﻟﺘﺠﺎرﻳ ﺔ ﻟﻼﻃﻤﺌﻨ ﺎن ﻋﻠ ﻰ وﺻ ﻮل اﻟﻤﻴ ﺎﻩ
ﻣﻄﺎﺑﻘﺔ ﻟﻠﻤﻮاﺻﻔﺎت اﻟﻘﻴﺎﺳﻴﺔ ﻟﻠﻤﻮاﻃﻨﻴﻦ .
وﻓﻰ ﺣﺎﻟﺔ وﺟﻮد ﺷﻜﻮى ﻣﻦ ﻧﻮﻋﻴﺔ اﻟﻤﻴﺎﻩ ﻓﺈﻧﻪ ﻳﺘﻢ ﺗﺤﺮك هﺬﻩ اﻟﻤﻌﺎﻣﻞ إﻟﻰ ﻣﻮﻗﻊ اﻟﺸﻜﻮى وﺗﺤﻠﻴﻠﻬﺎ ﻋﻠﻰ اﻟﻔﻮر .
أﻣﺎ ﺑﺎﻟﻨﺴﺒﺔ ﻻﺳﺘﺨﺪام اﻟﻜﻠﻮر وﻋــﺪم اﺳﺘﺨﺪام ﻣﻄﻬﺮات ﺑﺪﻳﻠﺔ ﻓﺈﻧﻪ ﻳﺠﺐ ﺗﻮﺿﻴﺢ ﺑﻌﺾ اﻟﺤﻘﺎﺋﻖ اﻟﻤﺆآــﺪة :
ﺟﻤﻴﻊ أﻧﻮاع اﻟﻤﻄﻬﺮات ) اﻷوزون – ﺛﺎﻧﻰ أآﺴﻴﺪ اﻟﻜﻠﻮر – اﻟﻜﻠﻮر ( ﻟﻬﺎ ﻧ ﻮاﺗﺞ ﺛﺎﻧﻮﻳ ﺔ ﺗ ﺆﺛﺮ ﻋﻠ ﻰ ﺻ ﺤﺔ اﻹﻧﺴ ﺎن إذا ﻣ ﺎ ﺗﻌ ﺪت
اﻟﺤﺪ اﻷﻗﺼ ﻰ اﻟﻤﺴ ﻤﻮح ﺑ ﻪ و ﻓ ﻰ ﺣﺎﻟ ﺔ اﻟﺘﻌ ﺮض ﻟﻬ ﺎ ﻟﻤ ﺪة ﻃﻮﻳﻠ ﺔ وﺟﻤﻴ ﻊ ه ﺬﻩ اﻟﻨ ﻮاﺗﺞ ﻣﻨﺼ ﻮص ﻋﻠﻴﻬ ﺎ ﻓ ﻰ ﻟﻤﻌ ﺎﻳﻴﺮ اﻟﻮاﺟ ﺐ
ﺗﻮاﻓﺮهﺎ ﻓﻰ اﻟﻤﻴﺎﻩ اﻟﺼﺎﻟﺤﺔ ﻟﻠﺸﺮب .
و ﺗﻠﺠ ًﺎ ﺑﻌﺾ اﻟﺪول ﻻﺳﺘﺨﺪام ﺑﺪاﺋﻞ اﻟﻜﻠﻮر ﻓﻰ اﻟﺘﻄﻬﻴ ﺮ اﻟﻤﺒ ﺪﺋﻰ ﻟﻠﻤﻴ ﺎﻩ اﻟﺨ ﺎم ﻧﻈ ﺮا ﻟﻄﺒﻴﻌ ﺔ ه ﺬﻩ ﻟﻤﻴ ﺎﻩ وزﻳ ﺎدة ﻣﺮآﺒ ﺎت اﻟﺘ ﻮاﺗﺞ
اﻟﺜﺎﻧﻮﻳﺔ ﻻﺳﺘﺨﺪام اﻟﻜﻠﻮر ﺧﺎﺻﺔ ﻋﻨﺪ زﻳﺎدة اﻟﻤﺤﺘﻮى اﻟﻌﻀﻮى ﻟﻬﺬﻩ اﻟﻤﻴﺎﻩ .
وﻓﻰ ﺟﻤﻴﻊ ﺣﻼت اﺳﺘﺨﺪام ﺑﺪاﺋﻞ اﻟﻜﻠﻮر ﻓﻰ ﺗﻄﻬﻴﺮ اﻟﻤﻴﺎﻩ اﻟﺨﺎم ﻻﺑﺪ ﻣﻦ اﺳﺘﺨﺪم اﻟﻜﻠ ﻮر اﻟﻨﻬ ﺎﺋﻰ ﻟﻠﺤﻔ ﺎظ ﻋﻠ ﻰ ﻧﻮﻋﻴ ﺔ اﻟﻤﻴ ﺎﻩ ﻓ ﻰ
ﺷﺒﻜﺔ اﻟﺘﻮزﻳﻊ .
وﻧﻈﺮا ﻷن ﻧﻮﻋﻴﺔ ﻣﻴﺎﻩ اﻟﻨﻴﻞ ﻓﻰ ﻣﺼﺮ ﺗﺤﺘﻮى ﻋﻠﻰ ﻣﺮآﺒﺎت ﻋﻀﻮﻳﺔ أﻗﻞ ﺑﻜﺜﻴ ﺮ ﻣ ﻦ ه ﺬﻩ اﻟ ﺪول ﻓ ﺈن اﻟﻜﻠ ﻮر ﻣ ﺎزال أﻧﺴ ﺐ ﻃ ﺮق
اﻟﺘﻄﻬﻴ ﺮ وأرﺧﺼ ﻬﺎ ﺧﺎﺻ ﻪ وأﻧ ﻪ ﻳ ﺘﻢ ﻗﻴ ﺎس اﻟﻨ ﻮاﺗﺞ اﻟﺜﺎﻧﻮﻳ ﺔ ﻟﺘﻔﺎﻋﻠ ﻪ ﻣ ﻊ اﻟﻤﻴ ﺎﻩ ) ﻣﺮآﺒ ﺎت اﻟﺘ ﺮاى ه ﺎﻟﻮ ﻣﻴﺜ ﺎن – ﻣﺮآﺒ ﺎت
اﻟﻬﺎﻟﻮاﺳ ﺘﻴﻚ أﺳ ﺪ ( ﻓ ﻰ ﻃ ﺮد اﻟﻤﺤﻄ ﺎت وﺷ ﺒﻜﺎت اﻟﺘﻮزﻳ ﻊ ﺑﺼ ﻔﺔ دورﻳ ﺔ ﻓ ﻰ اﻟﻤﻌﻤ ﻞ اﻟﻤﺮآ ﺰى ﻟﺸ ﺮآﺎت ﻣﻴ ﺎﻩ اﻟﺸ ﺮب ﺑﺎﻟﻘ ﺎهﺮة
اﻟﻜﺒﺮى وﺟﻤﻴﻊ اﻟﻨﺘﺎﺋﺞ أﻗﻞ ﻣﻦ اﻟﺤﺪ اﻷﻗﺼﻰ اﻟﻤﺴﻤﻮح ﺑﻪ
 -٢ﻣﺮا آـــﺰ ﺧﺪة اﻟﻌﻤﻼء ﺗﺠﺮﺑﺔ ﻧﻤﻮذﺟﻴﺔ ﻻﻗﺖ ﻧﺠﺎﺣﺎ آﺒﻴﺮا ﻓﻰ ﺑﻌﺾ اﻟﺸﺮآﺎت ﻓﻠﻤﺎذا ﻟﻢ ﻳﺘﻢ ﺗﻌﻤﻴﻤﻬﺎ ﻋﻠﻰ ﻣﺴﺘﻮى اﻟﻤﻨﺎﻃﻖ
آﻠﻬﺎ أو ﺿﻢ ﻣﺠﻤﻮﻋﺔ ﻣﻦ اﻷﺣﻴﺎء إﻟﻰ ﻣﺮآﺰ واﺣــﺪ ؟
ﻓﻌﻼ ﻣﺮاآﺰ ﺧﺪﻣﺔ اﻟﻌﻤﻼء ﺗﺠﺮﺑﺔ أﺛﺒﺘ ﺖ ﺗﻤﻴﺰه ﺎ وﻧﺠﺎﺣﻬ ﺎ ﻟﻌ ﺪة أﺳ ﺒﺎب ﺣﻴ ﺚ أﻧﻬ ﺎ ﺗﻘ ﻮم ﺑﺘﺠﻤﻴ ﻊ اﻟﺨ ﺪﻣﺎت آﻠﻬ ﺎ ﻓ ﻰ ﻣﻜ ﺎن واﺣ ﺪ
ﻟﻠﺠﻤﻬﻮر واﺧﺘﺼﺎر اﻟﻤﺴﺘﻨﺪات اﻟﻤﻄﻠﻮﺑﺔ ﻣﻨﻬﻢ ووﺟﻮدهﺎ ﺑﺎﻟﺪور اﻻرﺿﻰ ﺳﺎﻋﺪ آﺒ ﺎر اﻟﺴ ﻦ ﻓ ﻰ اﻟﺤﺼ ﻮل ﻋﻠ ﻰ اﻟﺨﺪﻣ ﺔ ﺑﻄﺮﻳﻘ ﺔ
ﻣﻴﺴﺮة واﻟﻘﺪرة ﻋﻠﻰ رﺻـﺪ ﻋﺪد اﻟﻌﻤــﻼء اﻟﻤﺘﺮددﻳﻦ ﻟﻠﻤﺮآﺰ وﻣﺎ ﺗﻢ ﺣﻴﺎل ﺷﻜﻮى آﻞ ﻣﻨﻬﻢ ﺣﻴﺚ أن ﺷﺮآﺔ ﻣﻴﺎﻩ اﻟﺸﺮب ﺑﺎﻟﻘ ﺎهﺮة
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ﻗﺎﻣﺖ ﺑﺘﺪﺑﻴﺮ ﺳﻴﺎرات ﺧﺪﻣﺔ ﻋﻤﻼء ﻣﺘﻨﻘﻠﺔ ﻟﻠﻤﻨﺎﻃﻖ اﻟﻌﺸﻮاﺋﻴﺔ أو اى ﻣﻨﻄﻘﺔ أﺧ ﺮى اﻣ ﺎ ﺑﺎﻟﻨﺴ ﺒﺔ ﻟﻀ ﻢ ﻋ ﺪة اﺣﻴ ﺎء ﻟﻤﺮاآ ﺰ واﺣ ﺪ
ﻓﻬﺬا ﻳﺮهﻖ اﻟﻤﻮاﻃﻨﻴﻴﻦ .
وﻗﺪ اﻓﻖ اﻟﺴﻴﺪ اﻟﻤﻬﻨﺪس  /أﺣﻤﺪ اﻟﻤﻐﺮﺑﻰ وزﻳﺮ اﻹﺳﻜﺎن واﻟﻤﺮاﻓﻖ واﻟﺘﻨﻤﻴﺔ اﻟﻌﻤﺮاﻧﻴﺔ ﻋﻠﻰ ﻃﻠﺐ رﺋ ﻴﺲ ﻣﺠﻠ ﺲ إدارة اﻟﺸ ﺮآﺔ
اﻟﻘﺎﺑﻀ ﺔ ﻟﻤﻴ ﺎﻩ اﻟﺸﺮﺑﻮاﻟﺼ ﺮف اﻟﺼ ﺤﻰ ﺑﺘﺨﺼ ﻴﺺ أﻣ ﺎآﻦ ﺗﺼ ﻠﺢ ﻹﻧﺸ ﺎء ﻣﺮاآ ﺰ ﻟﺨﺪﻣ ﺔ اﻟﻌﻤ ـﻼء ﺑ ﺎﺟﻬﺰة اﻟﻤ ﺪن اﻟﺠﺪﻳ ﺪة ﻋﻠ ﻰ
ﻣﺴﺘﻮى اﻟﺠﻤﻬﻮرﻳﺔ أو ﺗﺨﺼﻴﺺ ﻗﻄﻌ ﺔ ارض ﻟﻜ ﻞ ﻣﺮآ ﺰ ﻓﻴﻤ ﺎ ﻋ ﺪا ﻣ ﺪن اﻟﻘ ﺎهﺮة اﻟﺠﺪﻳ ﺪة  ٦ ،أآﺘ ﻮﺑﺮ  ،اﻟﻌﺒ ﻮر ﻓﻴﻘﺘ ﺮح إﻧﺸ ﺎء
ﻣﺮآﺰﻳﻦ ﻓﻰ آﻞ ﻣﻨﻬﺎ ﻟﻜﺜﺮة ﻋﺪد اﻟﻤﺸﺘﺮآﻴﻦ ﺑﻬﺬﻩ اﻟﻤﺪن اﻟﺜﻼث .
 -٣ﻟﻤﺎذا ﺗﻌﺪدت ﺷﻜﺎوى اﻟﻤﻮاﻃﻨﻴﻦ ﻣﻦ ارﺗﻔﺎع ﻓﻮاﺗﻴﺮ اﻟﻤﻴﺎﻩ وهﻞ ﻟﻬﺬا ﻋﻼﻗﺔ ﺑﺎرﺗﻔﺎع ﺗﻌﺮﻳﻔﺔ اﻟﻤﻴﺎﻩ ؟
اﺳﻌﺎر اﻟﻤﻴﺎﻩ ﻃﺒﻘ ًﺎ ﻟﺸﺮاﺋﺢ ﻣﻦ اﻟﺸﺮﻳﺤﺔ اﻻوﻟﻰ ﻟﻠﻌﺸﺮة اﻣﺘﺎر اﻻوﻟ ﻰ ﻟﻠﻮﺣ ﺪات اﻟﺴ ﻜﻨﻴﺔ  ٢٣ﻗﺮﺷ ﺎ ﻟﻠﻤﺘ ﺮ ﺗ ﺰداد اﻟ ﻰ  ٣٨ﻗﺮﺷ ﺎ
وﻓﻰ اﻟﻤﺤﻼت اﻟﻤﺤﻼت واﻟﻮرش إﻟﻰ  ٧٠ﻗﺮﺷﺄ ﻓﻰ اﻟﻤﺘﻮﺳﻂ ﻣﻊ اﻟﻌﻠﻢ أن هﺬﻩ اﻟﺘﺴﻌﻴﺮة ﻟﻦ ﺗﺰﻳﺪ ﻓ ﻰ اﻟﻔﺘ ﺮة اﻟﻘﺎدﻣ ﺔ وﺗﻤﺜ ﻞ ه ﺬﻩ
اﻟﺘﻌﺮﻳﻔ ﺔ  %٣٠ﻓﻘ ﻂ ﻣ ﻦ ﺗﻜﻠﻔ ﺔ إﻧﺘ ﺎج اﻟﻤﻴ ﺎﻩ وأن اﻟﺪوﻟ ﺔ ﺗ ﺪﻋﻤﻬﺎ ﺑﻨﺴ ﺒﺔ  %٧٠آﻤ ﺎ أن ﻗ ﺮار ﺗﺤﺪﻳ ﺪ اﻟﺘﻌﺮﻳﻔ ﺔ ﻣ ﻦ اﺧﺘﺼ ﺎص
رﺋﻴﺲ اﻟﻮزارء وﻟﻴﺲ ﺷﺮآﺎت اﻟﻤﻴﺎﻩ .
اﻣﺎ ﺑﺨﺼﻮص ارﺗﻔﺎع اﻟﻔﻮاﺗﻴﺮ ﻓﺬﻟﻚ ﻗﺪ ﻳﻌﻮد إﻟﻰ ﻋﺪة أﺳﺒﺎب ﻣﻨﻬﺎ اﻻﻋﺘﻤﺎد ﻋﻠﻰ اﻟﺘﻘﺪﻳﺮات اﻟﺠﺰاﻓﻴﺔ ﻟﻠﻌﺪادات اﻟﺘﻰ آﺎﻧ ﺖ ﻣﻌﻄﻠ ﺔ
وﺑﻌﺪ ﺗﺮآﻴﺐ ﻋﺪادات ﻇﻬﺮت زﻳﺎدة ﻓﻰ اﻻﺳﺘﻬﻼك أو وﺟﻮد ﺗﺴﺮب ﻓﻰ اﻷدوات اﻟﺼﺤﻴﺔ ﻣﻤﺎ ﻳﺆدى إﻟﻰ زﻳﺎدة اﻻﺳﺘﻬﻼك .
أو وﺟﻮد أﻧﺸﻄﺔ ﺗﺠﺎرﻳﺔ ﺑﺒﻌﺾ اﻟﻌﻘﺎرات ﻗﺪ ﺳﻤﺢ ﻟﻬﻢ اﻟﻤﻼك ﺑﺘﻐﺬﻳﺔ هﺬﻩ اﻷﻧﺸ ﻄﺔ دون اﻟﺘﻌﺎﻗ ﺪ اﻟﺮﺳ ﻤﻰ ﻣ ﻊ ﺷ ﺮآﻪ اﻟﻤﻴ ﺎﻩ ﻣﻤ ﺎ
أدى إﻟﻰ ﺗﺤﻤﻴﻞ ﻓﺎﺗﻮرة اﺳﺘﻬﻼك اﻟﻤﻴﺎﻩ ﻟﻬﺬﻩ اﻟﻌﻘﺎرات ﺑﻘﻴﻤﺔ آﺎﻣﻞ أﻏﺮاض اﻻﺳﺘﺨﺪام ) ﺳﻜﻨﻰ  ،ﺗﺠﺎرى  (.....ﻣﻤ ﺎ ﻳﺸ ﻌﺮ ﺑﻌ ﺾ
اﻟﻤﻮاﻃﻨﻴﻦ ﺑﺎرﺗﻔﺎع ﻗﻴﻤﺔ ﻓﺎﺗﻮرة اﻟﻤﻴﺎﻩ وﺣﺴﻤﺎ ﻟﻬﺬﻩ اﻟﻤﺸﻠﻜﺔ ﻳﺘﻌﻴﻦ ﻋﻠﻰ أﺻﺤﺎب هﺬﻩ اﻟﻤﺤﻼت اﻟﺘﻰ ﺗﺘﻐﺬى ﻣﻦ اﻟﻌﻘﺎرات ﺑﺎﻟﺘﻘﺪم
ﻟﻠﺸﺮآﺔ اﻟﺘﺎﺑﻌﺔ ﻟﻠﺘﻌﺎﻗﺪ ﻋﻠﻰ وﺻﻼت ﻣﺴﺘﻘﻠﺔ ﻟﻬﺬة اﻟﻤﺤﻼت .
وﺗﻘﻮم اﻟﺸﺮآﺔ ﻣﻦ ﺟﺎﻧﺒﻬﺎ ﺑﺤﺼﺮ اﻟﻤﺤ ﻼت اﻟﻤﺨﺎﻟﻔ ﺔ اﻟﻤﺸ ﺎر إﻟﻴﻬ ﺎ ﺑﻬ ﺪف ﻗﻄ ﻊ اﻟﻤﻴ ﺎﻩ ﻋﻨﻬ ﺎ ﻓ ﻰ ﺣﺎﻟ ﺔ ﻋ ﺪم اﻟﺘﻘ ﺪم ﻟﻠﺘﻌﺎﻗ ﺪ ﻋﻠ ﻰ
وﺻﻼت ﻣﺴﺘﻘﻠﺔ ﻟﻬﺬﻩ اﻟﻤﺤﻼت آﻤﺎ ﺗﻘﻮم اﻟﺸﺮآﺔ ﺣﺎﻟﻴﺎ ﺑﺘﺮآﻴﺐ ﻋﺪادات ﻣﻴﺎﻩ ﻟﺠﻤﻴﻊ اﻟﻤﺸﺘﺮآﻴﻦ وآ ﺬﻟﻚ اﺳ ﺘﺒﺪال ﺟﻤﻴ ﻊ اﻟﻌ ﺪادات
ﻏﻴﺮ اﻟﺼﺎﻟﺤﺔ ﻳﺘﻢ ﺗﻘﺴﻴﻢ ﻗﻴﻤﺔ هﺬﻩ اﻟﻌﺪادات ﺑﻮاﻗﻊ اﺛﻨﻰ ﻋﺸﺮ ﻗﺴﻄﺎ ﻋﻠﻰ ﻓﻮاﺗﻴﺮ اﻻﺳﺘﻬﻼك .
 -٤ﺗﺴﺒﺐ ﺗﺮآﻴﺐ اﻟﻌﺪادات اﻟﺠﺪﻳﺪة ﻓﻰ ﻇﻬﻮر اﻟﻌﺪﻳﺪ ﻣﻦ ﺷﻜﺎوى اﻟﻤﻮاﻃﻨﻴﻦ ﻣﻦ اﻟﺘﻘﺪﻳﺮ اﻟﺠﺰاﻓﻰ ﻟﻔﺎﺗﻮرة اﻟﻤﻴﺎﻩ ﻓﻬﻞ ﻟﻬﺎ ﻋﻼﻗﺔ
ﺑﺬﻟﻚ ؟
ﺗﺮﺣﺐ اﻟﺸﺮآﺔ ﻣﻦ ﺟﺎﻧﺒﻬﺎ ﺑﺸﻜﺎوى اﻟﻤﺸﺘﺮآﻴﻦ وﺗﻘﻮم ﺑﻔﺤﺼﻬﺎ واﻟﺮد ﻋﻠﻴﻬﺎ ﻓﻰ أﺳﺮع وﻗﺖ ﻣﻤﻜ ﻦ ﺣﺮﺻ ﺎ ﻋﻠ ﻰ راﺣ ﺔ ﺟﻤﻬ ﻮر
اﻟﻤﺸﺘﺮآﻴﻦ واﻟﻤﺤﺎﺳﺒﺔ ﻋﻠﻰ اﺳﺘﻬﻼك اﻟﻤﻴﺎﻩ ﻻ ﺗﺘﻢ ﺑﺎﻟﺘﻘﺪﻳﺮ اﻟﺠﺰاﻓﻰ آﻤﺎ ﻳﺄﺗﻰ ﺑﺎﻟﺸ ﻜﺎوى وإﻧﻤ ﺎ ﻃﺒﻘ ًﺎ ﻟﻺﺳ ﺘﻬﻼآﺎت اﻟﻔﻌﻠﻴ ﺔ اﻟﺘ ﻰ
ﻳﺴ ﺠﻠﻬﺎ اﻟﻌ ﺪاد اﻟﻤﺮآ ﺐ ﺑﺎﻟﻌﻘ ﺎر أو ﺑﺎﻟﻤﺘﻮﺳ ﻄﺎت اﻟﻔﻌﻠﻴ ﺔ ﻓ ﻰ ﺣﺎﻟ ﺔ ﺗﻌﻄ ﻞ اﻟﻌ ﺪاد وﺟ ﺎرى ﺣﺎﻟﻴ ًﺎ اﺳ ﺘﺒﺪال آﺎﻓ ﺔ اﻟﻌ ﺪادات اﻟﻌﺎﻃﻠ ﺔ
ﻹﻣﺎآﻨﻴ ﺔ ﻣﺤﺎﺳ ﺒﺔ آﺎﻓ ﺔ اﻟﻤﺸ ﺘﺮآﻴﻦ ﻃﺒﻘ ًﺎ ﻟﻠﻘ ﺮاءات اﻟﻔﻌﻠﻴ ﺔ ﻟﻬ ﺬة اﻟﻌ ﺪادات آﻤ ﺎ ﺗ ﻢ ﺗﺤ ﺪﻳﺚ أﺳ ﻠﻮب اﻟﻘ ﺮاءات ﺑﺎﺳ ﺘﺨﺪام أﺟﻬ ﺰة
اﻟﻘ ﺮاءة اﻟﻤﺤﻤﻮﻟ ﺔ ) اﻟﻬﺎﻧ ﺪ هﻴﻠ ﺪ ( ﺑ ﺪ ًﻻ ﻣ ﻦ اﻟ ﺪﻓﺎﺗﺮ وأﺻ ﺒﺤﺖ اﻟﻘ ﺮاءات ﻳ ﺘﻢ ﺗﺴ ﺠﻴﻠﻬﺎ ﺑﺸ ﻜﻞ ﻣﺒﺎﺷ ﺮ ﻋ ﻞ أﺟﻬ ﺰة اﻟﻜﻤﺒﻴ ﻮﺗﺮ
ﻻﺳﺘﻜﻤﺎل إﺟﺮاءات دورة إﺻﺪار اﻟﻔﻮاﺗﻴﺮ .
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 -٥هﻨﺎك ﺑﻌﺾ اﻟﻤﻨﺎﻃﻖ ﻣﺎزاﻟﺖ ﺗﺸﻜﻮ ﻣﻦ ﺿﻌﻒ أو اﻧﻘﻄﺎع اﻟﻤﻴﺎﻩ وﺗﺴﺘﺨﺪم اﻟﺤﻨﻔﻴﺎت اﻟﻤﺠﺎﻧﻴﺔ ؟
ﻣﺴﺄﻟﺔ ﺿﻌﻒ أو اﻧﻘﻄﺎع اﻟﻤﻴ ﺎﻩ ﻓ ﻰ ﻣﺤﺎﻓﻈ ﺎت آﺜﻴ ﺮة ﺗﺤﻘﻘ ﺖ ﻓﻴﻬ ﺎ اﻟﺨﺪﻣ ﺔ ﺑﺸ ﻜﻞ ﻣﻠﺤ ﻮظ ﻓﻨﺴ ﺒﺔ اﻟﺘﻐﻄﻴ ﺔ ﺑﺎﻟﻘ ﺎهﺮة ﺗﻘﺘ ﺮب ﻣ ﻦ
 %٩٩ﺣﻴﺚ أن هﻨﺎك ﻣﻨﻄﻘﺘﻴﻦ ﻟﻴﺴﺎ ﺑﻬﻤﺎ ﺷﺒﻜﺎت ﻣﻴﺎﻩ ﻧﻬﺎﺋﻴ ًﺎ ﺳﻮاء ﺷﺒﻜﺎت ﻣﻨﻈﻤ ﺔ أو ﺷ ﺒﻜﺎت ﻋﺸ ﻮاﺋﻴﺔ وه ﻢ )ﺗ ﻞ اﻟﻌﻘ ﺎرب ،
وﺟﺒﻞ ﻋﺰ ( وهﺎﺗﻴﻦ اﻟﻤﻨﻄﻘﺘﻴﻦ ﻣﻦ اﻟﻤﻨﺎﻃﻖ اﻟﺘﻰ ﺳﻴﺘﻢ ازاﻟﺘﻬﺎ وﺑﻬﺎ ﺣﻨﻔﻴ ﺎت ﻣﺠﺎﻧﻴ ﺔ وﻻ ﻳﻮﺟ ﺪ ﺑﺎﻟﻘ ﺎهﺮة اﻟﻜﺒ ﺮى ﻣﻨ ﺎﻃﻖ اﺧ ﺮى
ﺑﻬﺎ ﺣﻨﻔﻴﺎت ﻣﺠﺎﻧﻴﺔ ﺣﻴﺚ ﺗﺤﺴﻨﺖ اﻟﺨﺪﻣﺔ وﺗﻢ اﻟﻘﻀﺎء ﻋﻠﻰ ﻣﺸﺎآﻞ اﻻﻧﻘﻄﺎع ﻓﻰ ﺟﻤﻴﻊ ﻣﻨﺎﻃﻖ اﻟﻘ ﺎهﺮة اﻟﻜﺒ ﺮى اﻣ ﺎ ﺑﻨﺴ ﺒﺔ اﻟ ﻰ
ﺑﺎﻗﻰ اﻟﻤﺤﺎﻓﻈﺎت ﻓﻘﺪ ﺗﻢ اﻻﻧﺘﻬﺎء ﻣﻦ ﻣﺸﻜﻠﺔ اﻟﺘﻐﺬﻳﺔ ﺑﻨﻈﺎم اﻟﻤﻨﺎوﺑﺔ اﻟﺬى آﺎن ﻳﺘﻢ ﻣﻦ ذى ﻗﺒﻞ .
 -٦ﻣﺎ هﻰ اﻷﺳﺎﻟﻴﺐ اﻟﺘﻰ ﺗﺘﺒﻌﻬﺎ اﻟﺸﺮآﺔ ﻟﺘﻘﻴﻞ اﻟﻔﺎﻗﺪ ﻓﻰ ﻣﻴﺎﻩ اﻟﺸﺮب واﻟﺬى ﻳﺰﻳﺪ ﻋﻦ  %٣٠ﻣﻦ آﻤﻴﺔ اﻟﻤﻴﺎﻩ اﻟﻤﻨﺘﺠﺔ ؟
ﺗﻘﻮم اﻟﺸﺮآﺔ ﺑﺈﺗﺒﺎع ﻋﺪة أﺳﺎﻟﻴﺐ ﻟﻠﻌﻤﻞ ﻋﻠﻰ ﺗﻘﻠﻴﻞ اﻟﻔﺎﻗﺪ ﻓﻰ ﻣﻴﺎﻩ اﻟﺸﺮب وﻣﻦ اهﻤﻬ ﺎ  :ان اﻟﺸ ﺮآﺔ ﺗﺴ ﺘﻌﻴﻦ ﺑ ﺎﻟﺨﺒﺮات اﻟﻌﺎﻟﻤﻴ ﺔ
ﻟﺘﻘﻠﻴﻞ اﻟﻔﺎﻗﺪ ﻣﻦ ﻣﻴﺎﻩ اﻟﺸﺮب ﺣﻴﺚ ﻳﺘﻢ اﻻﺳﺘﻌﺎﻧﺔ ﺑﺎﻟﺨﺒﺮات اﻟﻌﺎﻟﻤﻴﺔ ﻓﻰ ﻣﺸ ﺮوﻋﺎت اﻟﺸ ﺮآﺔ ﻟﺘﻘﻠﻴ ﻞ ﻧﺴ ﺐ اﻟﻔﺎﻗ ﺪ وذﻟ ﻚ ﻟﻠﻮﺻ ﻮل
إﻟﻰ اﻟﻨﺴﺒﺔ اﻟﻌﺎﻟﻤﻴﺔ اﻟﻤﺴﻤﻮح ﺑﻪ ﻓﻘﺪ ﺗﻢ ﺗﻔﻌﻴﻞ أﺣﺪث ﺑﺮاﻣﺞ اﻟﻜﺸﻒ ﻋﻦ اﻟﺘﺴﺮب واﺳﺘﺨﺪام أﺣﺪث اﻷﺟﻬﺰة اﻟﺘﻜﻨﻮﻟﻮﺟﻴ ﺔ وأدﻗﻬ ﺎ
ﻣﺜﻞ أﺟﻬﺰة ﻣﺴﺠﻼت اﻟﻀﻮﺿﺎء وﺟﻬﺎز اﻹﺧﺘﺮاق اﻷرﺿ ﻲ وﻏﻴﺮهﻤ ﺎ ﻣ ﻦ اﻷﺟﻬ ﺰة اﻟﺘ ﻲ ﺗﻬ ﺪف ﻟﻠﺘﻐﻠ ﺐ ﻋﻠ ﻰ ﻣﺸ ﻜﻼت اﻟﺘﺴ ﺮب
ﺑﺸﺒﻜﺎت ﻣﻴﺎﻩ اﻟﺸﺮب ﻣﻤﺎ ﺳﻴﻜﻮن ﻟﻪ ﻣﺮدود اﻗﺘﺼﺎدي وﺑﻴﺌﻲ وﻗﺎﻣﺖ اﻟﺸﺮآﺔ اﻟﻘﺎﺑﻀﺔ ﺑﺘﺰوﻳﺪ اﻟﺸﺮآﺎت اﻟﺘﺎﺑﻌﺔ ﺑﺄﺣﺪث اﻟﺴ ﻴﺎرات
اﻟﻤﺠﻬ ﺰة ﺑﺎﻟﻤﻌ ﺪات اﻟﺘﻜﻨﻮﻟﻮﺟﻴ ﺔ ﻟﻺﺻ ﻼح ﺑ ﺪون ﺣﻔ ﺮ ﻋ ﻦ ﻃﺮﻳ ﻖ ﻧﻈ ﺎم اﻟﺤﻘ ﻦ اﻟﻜﻤﻴ ﺎﺋﻲ ﺑﺎﻹﺿ ﺎﻓﺔ إﻟ ﻰ إﻣﻜﺎﻧﻴ ﺎت اﻟﺘﺼ ﻮﻳﺮ
اﻟﺘﻠﻔﻴﺰﻳﻮﻧﻲ ﻟﻤﻮاﻗﻊ اﻟﺤﻔﺮ .
آﻤﺎ ﺗﻘﻮم اﻟﺸﺮآﺎت ﺑﺤﻤﻼت رﻓﻊ اﻟﺨﺮاﻃﻴﻢ ﻟﻤﻦ ﻳﺒﺎﻟﻎ ﻓﻲ إهﺪار اﻟﻤﻴﺎﻩ ﺑﺼﻮرة ﻣﻠﻔﺘﺔ ﻣﻊ اﺗﺨﺎذ اﻹﺟﺮاءات ﻧﺤﻮهﻢ.
وﺗﺤ ﺮص اﻟﺸ ﺮآﺔ آ ﺬﻟﻚ ﻋﻠ ﻰ ﻋﻘ ﺪ ﻧ ﺪوات ﺧﺎﺻ ﺔ ﺑﺘﺮﺷ ﻴﺪ اﺳ ﺘﻬﻼك اﻟﻤﻴ ﺎﻩ ﺑﺎﻟﺘﻌ ﺎون ﻣ ﻊ اﻟﻤ ﺪارس واﻟﻤﻜﺘﺒ ﺎت ﻟﺘﻮﻋﻴ ﺔ اﻟﻜ ﻮادر
اﻟﺸﺎﺑﺔ ﺑﺄهﻤﻴﺔ اﻟﻤﻴﺎﻩ وﺧﺎﺻﺔ ﻓﻲ اﻟﻔﺘﺮة اﻟﻘﺎدﻣﺔ.
آﻤﺎ أن ﻓﻜﺮة إﻧﺸﺎء اﻟﻤﺪارس اﻟﻤﺘﺨﺼﺼﺔ ﻹدارة وﺗﺸﻐﻴﻞ وﺻﻴﺎﻧﺔ ﻣﺤﻄﺎت وﺷﺒﻜﺎت ﻣﻴﺎﻩ اﻟﺸﺮب ﻹﻋﺪاد ﺟﻴﻞ آﻮادر ﺷﺎﺑﺔ ﻟﻠﻌﻤ ﻞ
ﺑﻬﺬﻩ اﻷﻣﺎآﻦ ﻣﻤﺎ ﺳﻴﺆدي إﻟﻰ ﺗﻘﻠﻴﻞ اﻟﻔﺎﻗﺪ ﻣﻦ اﻟﻤﻴﺎﻩ ﺑﻬﺎ.
 -٧وﻓﻲ اﻟﻨﻬﺎﻳﺔ ﻓﻤﺎ هﻲ اﻟﺮؤﻳﺔ اﻟﻤﺴﺘﻘﺒﻠﻴﺔ ﻟﻠﺸﺮآﺔ اﻟﻘﺎﺑﻀﺔ وﺷﺮآﺎﺗﻬﺎ اﻟﺘﺎﺑﻌﺔ؟
ﺑﺪأت اﻟﺸﺮآﺔ اﻟﻘﺎﺑﻀﺔ ﺑﺮﻧﺎﻣﺞ ﻋﻠﻤﻲ ﻟﺘﺤﺪﻳﺪ اﻹﺣﺘﻴﺎﺟ ﺎت اﻟﻤﺴ ﺘﻘﺒﻠﻴﺔ ﻣ ﻦ ﻣﺸ ﺮوﻋﺎت اﻟﻤﻴ ﺎﻩ واﻟﺼ ﺮف ﺣﻴ ﺚ ﺗﻌﺎﻗ ﺪت ﻣ ﻊ ﻣﻜﺘ ﺐ
اﺳﺘﺸﺎري ﻟﻜﻞ ﺷﺮآﺔ ﺗﺎﺑﻌﺔ ﻟﻬﺎ ) ٢٣ﺷﺮآﺔ ( ﻹﻋﺪاد اﻟﻤﺨﻄﻄﺎت ااﻟﻌﺎﻣﺔ ﻟﻜﻞ ﻣﺤﺎﻓﻈﺔ وﻣﻜﺘﺐ اﺳﺘﺸﺎري ﻋ ﺎﻟﻤﻲ ﻹﻋ ﺪاد اﻟﻤﺨﻄ ﻂ
اﻹﺳﺘﺮاﺗﻴﺠﻲ اﻟﻘﻮﻣﻲ ﻟﻠﻤﻴﺎﻩ واﻟﺼﺮف.
وﺟﺎري وﺿﻊ ﺧﻄﺔ ﻟﻠﻤﺸﺮوﻋﺎت اﻟﺘﻲ ﺗﺤﺘﺎج إﻟﻴﻬﺎ اﻟﺪوﻟ ﺔ ﻋﻠ ﻰ ﻣﺴ ﺘﻮى اﻟﻤﺤﺎﻓﻈ ﺎت ﺣﺘ ﻰ ﻋ ﺎم  ٢٠٣٧وأن ﺗﻤﻮﻳ ﻞ اﻟﻤﺨﻄﻄ ﺎت
اﻟﻘﻮﻣﻲ هﻮ ﺟﺰء ﻣﻦ ﻣﻨﺤﺔ اﻻﺗﺤﺎد اﻷوروﺑﻲ وﻗﺪرهﺎ  ٦٤٠ﻣﻠﻴﻮن ﺟﻨﻴﻪ ﻟﺪﻋﻢ وﺗﺤﺪﻳﺚ ﻗﻄﺎع اﻟﻤﻴﺎﻩ واﻟﺼﺮف وﻳﺘﻀﻤﻦ اﻟﻤﺨﻄﻂ
اﻟﻌﺎم اﻟﻜﺜﻴﺮ ﻣﻦ ﻣﺠﺎﻻت ﻣﺸﺎرآﺔ اﻟﺤﻜﻮﻣﺔ واﻟﻘﻄﺎع اﻟﺨﺎص واﻟﺘﻌﺎون ﻣﻊ اﻟﻬﻴﺌﺎت اﻟﺪوﻟﻴﺔ وﻳﺸﺎرك ﻓ ﻲ ﺑﺮﻧ ﺎﻣﺞ اﻟﺘﺤ ﺪﻳﺚ ﻣﻤﺜﻠ ﻮ
اﻟﻤﺠﺘﻤﻊ اﻟﻤﺪﻧﻲ وﺧﺒﺮاء ﺗﺨﻄﻴﻂ اﻟﻤﻴﺎﻩ.
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واﻧﻪ ﺗﻢ ﺧﻼل اﻟﺴﻨﺔ اﻟﻤﺎﻟﻴﺔ  ٢٠٠٩/٢٠٠٨ﻧﺤﻮ  ٤٣ﻣﺸﺮوع ﻟﻠﻤﻴﺎﻩ ﻃﺎﻗﺘﻬ ﺎ  ٢٫٦ﻣﻠﻴ ﻮن ﻣﺘ ﺮ ﻣﻜﻌ ﺐ ﻳﻮﻣﻴ ﺎ واﺳ ﺘﺜﻤﺎراﺗﻬﺎ ٤٫٧
ﻣﻠﻴﺎر ﺟﻨﻴ ﻪ و  ٨٨ﻣﺤﻄ ﺔ ﺻ ﻐﻴﺮة ﺑﻄﺎﻗ ﺔ  ١٩٥أﻟ ﻒ ﻣﺘ ﺮ ﻣﻜﻌ ﺐ وﺗﻜﻠﻔ ﺔ  ٣٢٧ﻣﻠﻴ ﻮن ﺟﻨﻴ ﻪ واﺳ ﺘﻜﻤﺎل  ٣٨ﻣﺸ ﺮوﻋﺎ ﻟﻠﺸ ﺒﻜﺎت
ﺑﺘﻜﻠﻔﺔ  ٣٫٣ﻣﻠﻴﺎر ﺟﻨﻴ ﻪ ﻟﺘﺼ ﻞ اﻟﻄﺎﻗ ﺔ اﻹﻧﺘﺎﺟﻴ ﺔ ﺑﻨﻬﺎﻳ ﺔ اﻟﻌ ﺎم اﻟﺤ ﺎﻟﻲ ﻋﻠ ﻰ ﻣﺴ ﺘﻮى اﻟﻤﺤﺎﻓﻈ ﺎت إﻟ ﻰ  ٢٨٫٧ﻣﻠﻴ ﻮن ﻣﺘ ﺮ ﻣﻜﻌ ﺐ
ﻳﻮﻣﻴﺎ ﺑﺎﻹﺿﺎﻓﺔ إﻟﻰ  ٩٦ﻣﺸﺮوﻋﺎ ﻣﺘﻜﺎﻣﻼ ﻟﻠﺼﺮف اﻟﺼﺤﻲ ﺑﻄﺎﻗﺔ  ٢٫٣ﻣﻠﻴﻮن ﻣﺘﺮ ﻣﻜﻌ ﺐ ﻳﻮﻣﻴ ﺎ واﺳ ﺘﺜﻤﺎرات  ٨٫٨ﻣﻠﻴ ﺎر ﺟﻨﻴ ﻪ
واﺳﺘﻜﻤﺎل  ٢٩ﻣﺸﺮوﻋﺎ ﻟﻠﺸﺒﻜﺎت ﺑﺘﻜﻠﻔﺔ  ٢٫١ﻣﻠﻴﺎر ﺟﻨﻴﻪ ﻟﺘﺮﺗﻔﻊ اﻟﻄﺎﻗﺔ اﻹﺳﺘﻴﻌﺎﺑﻴﺔ ﻓ ﻲ ﻧﻬﺎﻳ ﺔ اﻟﻌ ﺎم اﻟﺤ ﺎﻟﻲ إﻟ ﻰ  ١٤٫٣ﻣﻠﻴ ﻮن
ﻣﺘﺮ ﻣﻜﻌﺐ ﻳﻮﻣﻴﺎ.
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Worksheet: Tracking Mass Media Contacts

List of Media and Contact Persons:

Type of
Contact Person
Medium
1. Television Station Contacts:

Telephone Number

Remarks/Type of
Stories Wanted

2. Radio Stations Contacts:

3. Newspapers Contacts:

4. Magazines Contacts:

5. Other Media Contacts:

Names of newspaper editors/managers and radio and television station managers which the utility Chairman
and/or utility manager need to meet:

Possible stories that reporters should be informed about:
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Community Outreach and Events 2: Press Forum and Conference



What is a Press Forum or a Press Conference?



Why are Press Fora or Conferences Valuable?



How to Organize a Press Forum or Conference



Worksheet

WHAT IS A PRESS FORUM OR CONFERENCE?

A press forum or conference provides a forum for utility representatives or subject matter experts
to address the media community concerning an issue or event relevant to the utility. The press
event can either be REACTIVE (i.e. a PRESS CONFERENCE responding to a newsworthy
event, such as a pipe burst or the opening of a new water treatment plant), or PROACTIVE (i.e. a
PRESS FORUM, a regularly scheduled press gathering built around an issue or concern of issue
to the utility, such as water conservation. Press fora and conferences provide an excellent
opportunity for utility staff and leadership to foster close relationships with the media.
WHY ARE PRESS FORA AND CONFERENCES VALUABLE?

Too often, press are poorly informed of issues important to water and wastewater utilities. In the
absence of reliable, verifiable information, press coverage can be misinformed or negative. Press
fora and conferences provide an excellent opportunity for a utility to take a PROACTIVE
approach with respect to the media. Both the utility and the press need one another; press needs
the utility to provide accurate information about this important community resource; the utility
needs the press in order to communicate its activities, priorities and accomplishments. In such a
situation, a proactive engagement serves the interests of both parties.
HOW TO ORGANIZE A PRESS FORUM OR CONFERENCE

The following is a summary of the steps to take in order to host a press conference or forum:
1. Select the Subject. Working with the department manager, select the subject and title for
the press event. The subject can either be proactive (i.e. a press forum) or reactive (i.e. a
press conference). In either case, the utility should have something interesting to
contribute on the selected subject.
2. Gather Information. Meet with the relevant staff at the utility to gather the information
needed for the news release.
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3. Assign an issue lead(s). Assign a press counterpart, or counterparts, from within the
utility or the sector, who will serve as the key presenter(s) to the media, and will answer
questions.
4. Prepare a Press Release. Determine what additional information the press will require in
order to write authoritatively and accurately about the sector. Please also refer to
preceding section Publications 8: Producing a Press Release.
5. Arrange for forum/conference logistics and invite participants. Should be a central
location, easy to access and familiar to press representatives. Your department should
maintain a continually updated roster of key press figures.
6. Maintain press relationships and follow up. Hosting regular press fora and conferences
will lead to strong and sustained contact between the press and your utility. You will
need to have in place the process and personnel required to maintain and sustain these
relationships. Also, your utility should track the success of the forum or conference,
tracking the amount of coverage the event generated, and the degree to which utility
positions were reflected in the ensuing coverage. You should use this feedback to refine
and improve future events.
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Worksheet: Producing a Press Conference or Forum

88

1.

Subject: The issue to be addressed. This can either be reactive, i.e. a press conference dealing with an
emerging issue or story, or proactive, i.e. a regularly scheduled press forum addressing an issue important to
the utility.

2.

Resouce persons at the utility:Technical staff who will prepare AND present at the forum or conference.

3.

Necessary supporting materials to be distributed, and if necessary created:

4.

Approvals and logistics: Who, when and where

5.

Press invitees: Names of the contact person and the newspaper, magazine, radio or TV

6.

Follow up and tracking of media coverage:
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Community Outreach and Events 3: Designing and Implementing a
Communications Campaign



What is a Communication Campaign



Identifying the Subject for a Campaign—Establishing Priorities



Analyzing Your Target Audience



Developing the Communication Campaign Plan



Producing the Campaign



Evaluating the Impact



Worksheet

This section explains how to produce a communications campaign, one that will use several
communication channels to achieve the desired goals. As such, this section will call upon many
of the other functions described in these Guidelines to help your utility address a broader
communication need.
WHAT IS A COMMUNICATION CAMPAIGN?

A communication campaign uses a variety of channels of communication to help the
organization achieve an important goal, such as increasing the number of new customers by ten
percent in two years. The goal normally includes an indicator to monitor if you are successful or
not; in this case, increasing the number of customers by ten percent would be the indicator.
Communication campaigns almost always intend to have the target audience take action or
change their behaviors—such as conserving water—or, in this case, to have new customers sign
up for connections.
The unique aspect of a campaign is that it can use a variety of channels of communication. The
goal, message, and target audience determines the mix of channels to use. Of course, it can be
limited by the available budget. Many campaigns use mass media, if you are targeting large
audience groups, which potential customers might be. In other cases, the most effective channels
are direct media such as fliers and information on the backs of bills. In most cases, it is also
important to use face-to-face communication channels such as your utility customer services
staff, local groups, and school children.
Lastly, a campaign normally has a set time period to achieve the goal. In the case of our example
of increasing the number of customers, it was one year. Therefore, the use of several
communication channels is sequenced in a planned way over that period of time to achieve the
goal. For example, you probably would prepare the basic information—such as fact sheets and
leaflets—before beginning the face-to-face communication activities with local group briefings,
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etc. Following the work with utility staff and local groups, you could enlist the mass media to
further spread the information.
In summary, a communication campaign has a goal with a measurable indicator related to
changed behaviors of a target audience within a set time period, which is achieved by using
multiple channels of communication.
IDENTIFYING THE SUBJECT FOR A CAMPAIGN—ESTABLISHING PRIORITIES

Maybe the hardest element of a communication campaign is selecting the subject.
Communications campaigns are lengthy and expensive exercises, so this decision should be
considered carefully and should respond to a clearly identified need or opportunity. This decision
will have to be made by the utility Chairman, department manager, and other senior staff. It will
have to be a subject that is high priority for the utility, such as getting customers to pay their bills
on time.
To select a campaign subject, a number of problems and opportunities should be analyzed. In
each case, these questions should be asked:





What is the problem or opportunity? Why is it suitable to address this now?
Whom does this problem or opportunity affect?
Is there a good chance a campaign on this subject can be successful?
What resources would be required in terms of time and money for a campaign on this
subject?

ANALYZING YOUR TARGET AUDIENCE GROUP

Once you select the target audience, it is important to learn as much about them as possible,
including:






How many people make up the target audience group?
Where are they located?
Why are they currently not doing the desired practice?
Why would they change their practices?
What are the best channels of communication for reaching them?

DEVELOPING THE COMMUNICATION CAMPAIGN PLAN

A campaign plan includes the information detailed below. In this case, we are using as an
example campaign subject increasing the timely paying of bills.


90

Goal. This includes what behavior change is intended—the amount of change and time
period. For example, increasing the percentage of bills paid on time by 20 percent in three
months.
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Target Audience. An analysis of the target audience and why they are not currently paying on
time would serve as a baseline. For example, 40 percent or 10,000 customers do not pay their
bills within the one-month deadline; the reason is a combination of not receiving the bills and
not knowing why it is important to pay on a timely basis.



Campaign Theme. Based upon what you learn about the target audience and the message, you
should develop a campaign theme or slogan. This is a headline that will be used on all the
materials and programs produced. It is a one-line statement that tells the audience what and
why they should take the action desired. In our example, the theme could be “Paying your
bill on time saves both you and the utility money” or “Paying your bill on time enables us to
improve our services to you and the community.” The materials produced will include further
information that supports the theme.



Channels of Communication. You will need to select the most effective channels of

communication to get your message to the target audience. In our example, there could be
several channels of communication:
- The analysis of why the customers are not paying their bills indicates that some of them
are not receiving their bills. This means that action has to be taken to make sure that the
bill collectors deliver the bills to the customers. Therefore, one important channel of
communication is the utility bill collector. Collectors need to be trained on what to tell
the customer on why it is important to pay the bills on time.
- Another channel could include putting messages on the back of or along with the bills
explaining why it is important to pay the bill on time and how they can do so.
- There also could be some signs or a poster in the Customer service Center encouraging
customers to pay their bills on time.
- The most important channels of communication are those directly reaching the customer
at the time they receive their bills, the bill collector or customer service center staff, and
the information attached to the bill. However, as a supplement to the direct channels, you
can also have some mass media exposure through television, radio, and/or newspaper
interviews with the utility manager about the campaign that gives wide coverage on the
subject.


Timetable for Campaign. To organize and produce this campaign will take some time. A
timetable needs to be set up that identifies each step, who is responsible, and when it will be
completed. For example, the following steps are involved in our mini-campaign:

- Prepare a fact sheet on why it is important to pay bills on time.
- Train the bill collectors.
- Prepare the statement for the back of the bill or produce a bill stuffer.
- Prepare signs or a poster for the Customer service Center.
- Contact the local mass media and arrange interviews of the utility Chairman on the
subject.
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The timetable will include the start and completion dates for each step.


Production Plan and Budget. It is important that the plan includes an explanation of how the
materials, training, contacting the mass media, and other items will be carried out and who
will be responsible. It should also include an estimate of the cost in terms of money and time.

PRODUCING THE CAMPAIGN

The campaign plan should spell out how the materials and programs will be produced. This may
require hiring outside consultants to help design the materials and production houses to produce
some of the materials, such as leaflets. In addition to producing the campaign, it is important to
make sure that the materials are distributed on time to the target audience.
EVALUATING THE IMPACT

Since communication campaigns can require a considerable amount of resources in terms of staff
time and budget, it is important that they be monitored and evaluated to make sure they are worth
the cost. The following are some steps that should be taken:


Monitor the production and dissemination of the campaign materials and programs. Using the

campaign plan as the base, you should carefully monitor each activity to make sure it is being
done on time. Also, watch for problems that may develop in the production of any of the
programs, training the staff, and arranging mass media programs. Make sure everything is
ready when the campaign is to be launched.


Secure feedback from utility staff and others. Once the campaign is launched, it is a good idea

to encourage the utility staff involved—such as the Customer Service Center staff and bill
collectors—to report back to you and the head of the Customer Service Center any comments
and reactions they are receiving from the target audience.


Talk to the target audience. As the campaign progresses, it is a good idea for you to visit with

some of the target audience and ask them questions related to the campaign such as: Did they
receive the information? What was their reaction to the information? What did they do about
it? If they did nothing, why?


Measure the impact results with the indicators. The real measurement is the impact the

campaign had on changing the behaviors of the target audience. As the campaign is planned,
the mechanisms for monitoring the impact should be established. It could be to monitor the
number of people who pay their bills on time, the number of new customers, or other
campaign targets. Some subjects such as preventing pollution may be harder to monitor,
although conducting a survey of the customers to find out is useful.
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Worksheet: Producing a Communications Campaign
1.

What is the campaign?

2.

Who is the target audience?

3.

What is the campaign theme? What information supports this theme?

4.

What channels of communication will be used and why? (face-to-face channels, publications, media)

5.

The Campaign Production Plan:
Campaign Activity/Product

6.

Who is Responsible

Completion Date

The Monitoring and Evaluation Plan:
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Community Outreach and Events 4: Engaging Youth and Schools



Why is it Important to engage with Youth and Schools?



What Are the Messages?



School Curriculum



School Tours



How to Organize a Tour for a School Group



Alternative to Tours of Treatment Plant



Worksheet

WHY IS IT IMPORTANT TO ENGAGE WITH YOUTH AND SCHOOLS?

Young people will be tomorrow’s customers and local leaders. They are generally more
receptive to water conservation and pollution prevention messages than older people, and often
they will promote these ideas at home to their families and among their friends. Working with
the headmaster and teachers, there can be class projects organized related to their school
studies—such as science courses—which will enhance the student’s understanding of the
importance of water and its proper use. Some projects can be done in the community so that the
educational impact goes beyond the students directly involved.
WHAT ARE THE MESSAGES?

Students and their teachers can learn how the utility operates and be briefed on a number of
subjects:


Why is it important to treat water? Describe the link to health of the people and economic
development of the community.



Basic information on the utility—number of customers, amount of water treated each day,
kilometers of water and sewage lines, where the water comes from, etc.



How is the water treatment done?



Why it is important to conserve water? How can they encourage their families to conserve
water at home?



Why it is important to prevent pollution of the water? How can they encourage their families
to prevent pollution at home and to report on polluters in the community?



Explain the role of the Customer Service Center and how customers can use the services and
how people can sign up for new connections.



Discuss class projects they can carry out related to water quality, conservation, or preventing
pollution.
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SCHOOL CURRICULUM

One of the most useful mechanisms through which to disseminate messages of importance to a
utility within a school is via the school curriculum used. HCWW currently uses a set of extracurricular educational materials developed under the USAID funded WSPRR project. This
curriculum provides a wide array of tools that can be used in educating students and teachers
about water management, and a set of activities that teachers can use in classrooms to give their
students hands-on experience with the issues. The curriculum was used in over 350 schools
throughout Egypt over the past year. A graphic used in this curriculum is shown below. Full
materials from the curriculum are included in the CD which accompanies these Guidelines.
When implementing this curriculum in schools,
utilities should undertake some of the following
steps:
1. Receive approvals: Write to the appropriate
department at the local Ministry of Education office,
receive their go-ahead, as well as any schools they
recommend to participate in the program.
2. Contact target schools: Coordinate
implementation plans with the principal, identify
target classrooms.
3. Implement the curriculum: The curriculum is
teac
her driven. The first step is to educate the
teachers, and to provide the teacher with
the teacher manual included in the
training materials. Utility staff can be on
hand in the classroom when the teacher
initiates the module to support.
4. Document and monitor feedback: Monitor
the progress of the program, including
documenting successes, and photos that
can be used in utility publications. Make
recommendations concerning
improvements to the curriculum in the
future.
Many additional resources can be easily accessed
via the internet. The accompanying is taken from
Denver Water’s Teacher Resource Packet,
included in the CD that accompanies these
Guidelines, and accessible via denverwater.org.
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ENVIRONMENTAL CLUBS

Environmental clubs also play an important
role in informing and enlisting youth support.
Such clubs are integrated into the ongoing
functioning of many schools, and are an
invaluable mechanism of inserting water and
wastewater issues into the school agenda. A
wide range of educational and promotional
materials can be distributed to these clubs. A
graphic from a story board game that can be
used in environmental clubs is shown here
above. Social media fora, discussed in a
subsequent section, are an effective tool to
keeping these groups informed.
SCHOOL TOURS

School tours are an invaluable resource in exposing youth to the processes involved in water
treatment, its importance in ensuring societal health, and the important role played by the utility.
Before beginning to organize a tour, be sure to seek the approval of the utility Chairman and the
manager of the water treatment plant. Once that is done, work can begin with the Ministry of
Education, the school headmaster, and appropriate teachers. The manager of the water treatment
plant or s staff member will be the person to describe that process. The head of the Customer
Service Center should also be involved and explain what services are available and give the
students a tour of the center. Other staff may also be involved depending upon the subjects
covered.
Generally the tour will be done at the water treatment plant because the utility will want to stress
the importance of pure and safe water to the health of people in the community. It will also
provide the opportunity to stress the importance of water conservation and pollution prevention.
Safety considerations must be taken into account in selecting the site and how the tour is
conducted. If available and convenient, the students should also be given a tour of the Customer
Service Center and shown how it serves customers.
HOW TO ORGANIZE A TOUR FOR A SCHOOL GROUP

The following steps should be done to organize a tour of a w/ww facility for school groups:


Approvals. Secure approvals of the utility manager, head of the Customer Service Center,

and the manager of the water treatment plant. Also determine how many students can be
included on the tour.
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Contact the School. Work with the school headmaster to identify one or more classes and
determine what teachers should be involved.



Work with the Teachers. Brief the teachers on the tour and set the date. Provide information

to the teachers so they can prepare the students on what to expect and why it is important.
Where possible, the tour should be linked to what the students are studying, such as science
or environment or other appropriate subjects. This will mean that you and the teachers will
have to share ideas and information in advance so that the students are prepared and that the
tour covers subjects relevant to what the students are studying. Where possible, it is a good
idea to have a presentation at the school—as in the example above—in advance to brief the
students on what they will see and to get them thinking about water conservation and
pollution prevention.


Possible Class Projects. Discuss with the teacher and headmaster possible class projects that
can be done following the tour (such as checking water quality, a community survey on water
conservation techniques being used, etc.).



Transportation. Arrange transportation and other logistical arrangements.



Handouts. Prepare sufficient copies of the handouts to give the students and teachers. Many

such examples are provided in the CD which accompanies these Guidelines, some cartoon
images are provided below.


Arrange for Resource Persons.

Make sure the water treatment
plant manager or a staff member
is available and prepared, as well
as any other staff at the utility
needed, including the Customer
Service Center staff.


Make Sure the Physical Facilities
Are Prepared. Make sure the

plant is clean and everything in
order. If possible, a display
should be prepared so that the
students can see the whole
process.


Customer Services Center. Make sure the head of Customer Service Center and the staff are

available and prepared to explain what they do and have materials to give the students.
Posters, displays, and other materials should be available.


Serve as Tour Organizer and Facilitator. Be prepared to serve as the host for the students and

teachers by explaining the overall role of the utility and introducing the speakers. Also, make
sure that the students get copies of the handouts.
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Report. Prepare a report of the tour including information on the number of students, subjects

covered, follow-up to be done by the teachers and students, etc. This report should be given
to the utility Chairman, department manager, Ministry of Education, and the school
headmaster.


Evaluation. Evaluate the tour and make notes on how to improve the next tour.

SCHOOL VISITS

An alternative to bringing the students to the treatment plant is to take the tour to the school.
There are two possible ways this can be done: 1) one or more of the w/ww utility staff visit the
school and give a presentation; or 2) prepare a teacher’s guide and presentation materials for the
school teachers to present to their students. In both cases, there should be good visual materials
prepared showing the water treatment process, conservation techniques, costs, and other
information. The best would be a video of the treatment plant and conservation techniques.
However, that is expensive. Another method is using slides or overhead transparencies. There
should be some simple handouts, which include photographs, and the same information that is
presented so that the students can study and take home. There should also be practical
assignments given to the students such as repairing faucets, testing water quality, giving prizes
for competitions, etc. Many such resouces are readily available. Below is an example developed
by the UK’s Unitied Utilities, accessible via thewaterfamily.co.uk.

98

WATER AND WASTEWATER SECTOR PUBLIC AWARENESS GUIDELINES

CHEMONICS INTERNATIONAL INC. / WATER AND WASTEWATER SECTOR SUPPORT PROGRAM

Worksheet: Organizing School Tours
1.

Name of the contact person at the Ministry of Education to get approvals and guidance:

2.

Name of the school head master and teachers involved:

3.

Information on the subjects the students are studying and how that it relates to the information presented on
the tour:

4.

Outline of subjects to be covered during the tour, who will be responsible for each topic and the approximate
time for each topic:

5.

Date and schedule for the tour:

6.

Transport arrangements:

7.

Handouts to be given out:

8.

Person responsible for logistics:

9.

Evaluation form prepared and duplicated. The questions to ask are:

10. Arranging for local media coverage. Those invited are:
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Community Outreach and Events 5: Civil Committees/Stakeholder Meetings



Why Civil Committees Meetings?



Who should participate in Civil Committees?



How to Organize and Conduct a Successful Civil Committee Meeting



Worksheet

It is important for commercially oriented water and wastewater utilities to have the support of
local political leadership and influential groups. These groups can be influential in explaining
and defending utility activities and priorities, informing citizens and addressing citizen concerns,
and providing a useful two-way communication resource with stakeholder groups. In addition to
using the media and producing printed materials, there will be times when face-to-face meetings
need to be conducted with influential groups. This section gives some tips on how to organize
and conduct successful meetings for these important groups.
WHY CIVIL COMMITTEE MEETINGS?

Unlike the communications materials and programs discussed elsewhere in these Guidelines,
civil committee meetings allow for the two-way flow of information, ideas, and sharing of
concerns. The essential component of a successful civil committee is the interaction between the
participants and the organizers. A number of benefits can be derived from civil committees,
including:


Explain the Utility and its Operations. Local influential groups need to know about the utility

and its programs and why they are important to the community. Also, its is important for
local leaders to understand the basics of the water sector so they can act as an informed
sounding board for community concerns.


To Counter Misunderstandings. When it is apparent that there are misunderstandings about a
utility’s operations, it is effective to get together and discuss the issues and concerns. It is
important to let the participants explain their viewpoints and then discuss the information as
seen from the utility leaders’ perspective.



To Gather Information on Concerns and Criticisms. It is always a good idea to create a forum
for local groups to express their concerns and criticisms of the service they are receiving.
This feedback is good for the utility leaders to learn about and to discuss with local groups. It
is then important for the utility leaders to discuss these concerns and problems with the utility
staff and take actions to correct the situation.



To Gain Support from Local Leaders. Utilities will need local support on raising tariffs,

collecting bills, increasing the number of connections, and other aspects of their programs.
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Ensuring the two-way flow of information with key local figures is important to enlisting this
support.
WHO SHOULD PARTICIPATE IN CIVIL COMMITTEES?

These are groups that your utility needs for approving something or influencing others to support
your program. This includes the political leadership from the governorate and municipality;
village/municipal councils; mass media representatives; NGOs and other community groups;
religious groups; educators and academics; and industrial associations and chambers of industry.
In particular, utilities find that organizing an NGO Forum, in which the vision and objectives of
the local water utility can be compared with those of local community groups, and as a result a
shared set activities and objectives be developed.
HOW TO ORGANIZE AND CONDUCT A SUCCESSFUL CIVIL COMMITTEE MEETING

The following steps are required to organize a successful meeting:


Clearly Spell Out the Purpose of the Meeting. This will involve analyzing what are the

problems and concerns of the target audience groups. The utility and utility senior staff must
articulate exactly what they want to achieve from the meeting—increase knowledge levels,
change attitudes, gain support, change practices, etc.


Prepare the Agenda. The agenda should state the purpose of the meeting, list the topics to be

discussed, identify the resource persons, and give the schedule and meeting location.


Finalize the Logistics. Select the location and make sure it is the right size for the group
invited. Make sure that needed audiovisual equipment, newsprint stands, and other
equipment are available and working correctly. Make arrangements for the coffee breaks and
meals. Carefully think through the seating arrangements. If groups are small, the tables can
be put in a circle or rectangle so the participants can see each other.



Prepare and Send Invitations. The invitations should be sent to participants well enough in

advance so they can arrange their schedules to attend. The invitation should state the subject
of the meeting, date, time, and location. A copy of the agenda should be included with the
invitation. For especially important participants, it is a good idea to telephone and personally
invite them and be ready to explain why it is so important for them to attend.


Finalize Arrangements for all Presenters. It is important to contact all the presenters early and

make sure that they are available for the meeting. They also need to know exactly what they
will be responsible for—preparing a paper, giving a lecture, answering questions, etc.—so
they can properly prepare.


Invite the Media. If appropriate, the media representatives should be invited. They should be

telephoned in advance and then sent copies of the invitation and agenda. At the breaks and
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after the meeting, the resource persons and key participants should be available for the media
representatives to interview.


Make Arrangements for Documenting the Proceedings and Disseminate. Depending upon the

importance and purpose of the meeting, the type of recording should be decided. It could be
asking a person to keep notes on the presentations and summarizing the discussions. It is
important that any conclusions and recommendations be captured and included in the
proceedings report for the meeting. For more important meetings, it might be good to record
either on audiotape or videotape. Each participant should receive a copy of the meeting
report. A list should also be drawn up on who else needs to receive the report.
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Evaluate the Meeting. There are two ways to evaluate a meeting. Most often, at the end of the
meeting, the participants are asked to fill in a short questionnaire asking them what they
thought was the best and weakest part of the meeting and what suggestions they would have
for improving the next meeting. A second method is to follow up several weeks later and talk
to some of the participants to ask their opinions on how the meeting went and whether it
made a contribution to what they are doing.
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Worksheet: Organizing a Civil Committee Meeting
1.

What is the subject of the meeting?

2.

Why is the meeting being held?

3.

What is the expected outcome of the meeting?

4.

When and where will the meeting be held?

5.

What arrangements need to be made for the meeting room, including chairs, tables, audiovisual equipment,
snacks/meals, etc.

6.

Is there an agenda, including purpose, presenters, subjects, schedule, date, time, location?

7.

Do invitations need to be sent, including subject, date, time, location, and a copy of the agenda.

8.

How will the outcomes of the meeting be documented, and who will follow up?

9.

How will the meeting be evaluated?
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Community Outreach and Events 6: Briefings and Site Visits for Community
Groups



Why Conduct Briefings and/or Site Visits for Local Groups?



Who Is the Target Audience?



What Are the Possible Messages?



Who Should Be Involved in the Briefings and/or Tours?



Example of a Community Briefing



How to Organize a Site Visit



Worksheet

As part of the public awareness program, your utility will want to meet and brief many local
groups, such as key local decision makers, women’s associations, sports clubs, and other groups.
It is important that they know why treated water is safer for health, the types of services the
utility provides, and the need to conserve and prevent the pollution of water. The important role
of youth engagement has already been highlighted earlier in these Guidelines; this section
focuses on other important community groups.
WHO IS THE TARGET AUDIENCE?

The preceding section focuses on civil committee groups who in one way or another have power
over the utility. This section focuses on groups who have no authority over the utility, but can
influence those groups who oversee the utility. These community groups are an important
channel of communication to the people in the community. Examples include youth groups,
women’s associations, religious groups, sports clubs, professional groups and associations,
chambers of commerce, and even water user associations. Since everybody uses water, any
group can be a potential audience for briefings and tours.
A special note about one target audience in particular, donor representatives. Local donor
representatives can help to maintain open channels of communication related to utility priorities,
ongoing activities, and accomplishments. The international donor community can provide
tremendous assistance to a utility as it seeks to upgrade its infrastructure, improve its systems
and operations, and upgrade the skills of its staff. However, like any relationship, donor relations
need to be carefully managed. The aims and objectives of both parties, the donor and the utility,
need to be transparently presented and carefully managed. Any donor interaction will
continuously refer back to the Scope of Work and an agreed upon action plan. Regular reporting
channels need to be kept open, in addition to close coordination with the appropriate HCWW
units. Regular and transparent communication is a powerful tool in ensuring the success of
ongoing donor relationships.
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WHY CONDUCT BRIEFINGS AND/OR SITE VISITS FOR LOCAL GROUPS?

There are many reasons for conducting briefings or tours for community groups. First of all, it
gives a good impression and shows that the utility is dedicated to serving the community. In
other words, it builds a positive image of the utility. Depending upon the group, the briefing can
focus on being informational such as telling them why treated water is safer for human health.
The briefings can also encourage the audience to take actions such as conserving water and
preventing pollution.
WHAT ARE THE POSSIBLE MESSAGES?

Before the briefing or tour, it is important to determine what the group is interested in learning
and what the utility is interested in telling them. Potential topics include:


How treated water contributes to better public health.



Basic information about the utility including how much water treated each day, how many
kilometers of pipe, etc.



Show how the water is treated (either through a tour of the treatment plan or through the
display in the Customer Service Center).



The services that are available to water users and how to use the Customer Service Center.



Tips on conserving water and preventing its pollution.



Suggestions on how community groups can help the utility.

WHO SHOULD BE INVOLVED IN THE BRIEFINGS AND/OR TOURS?

For most groups, the PA department will do most of the work. Depending upon the subjects
covered, the manager of the water treatment plant or other utility staff may also be involved in
the briefing. One of the problems of tours and briefings is that they take a lot of time to carry
out. Generally, the groups will be fairly small, maybe 20 to 30. Therefore, it takes a lot of staff
time to reach a small number of people, as compared with using the mass media. However, the
goodwill earned may be worth the effort.
HOW TO ORGANIZE A SITE VISIT

The following are the key steps for organizing a briefing and/or tour for local community groups:


Approvals. Make sure that the department manager is aware of the briefing and approves it.

You need to tell them about the group, the subjects to be covered, and who from the utility
will be involved.


Finalize the Agenda. Working with a representative from the group, finalize what subjects

should be covered and what the group will see. What they see will depend partly on the size
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of the group and age. For example, it might be difficult for older people to tour the treatment
plant.


Arrange for the Resource Persons. Once the agenda is finalized, you will be able to
determine who from the utility should be involved. For more important groups, the utility
Chairman might spend a few minutes welcoming the group. In most cases, technical staff
will explain what services are available and how the participants can receive these services.
If there is a tour of the treatment plant, the plant manager should meet with the group and
explain what is happening at that plant.



Make Sure Physical Facilities Are Prepared. Before the meeting and/or tour make sure that the

physical facilities are prepared. This includes the meeting room and customer services center.
If they are visiting the plant, everything there must be in good order.


Have Printed Handouts. It is useful to have leaflets to give these groups. There could be a

general leaflet explaining the operations of the utility. A customer services guide (see section
Publications 3) is also an important handout. If people in the group have questions about
specific services—such as how to obtain a new connection—you should have the fact
sheets/instructions and forms available to give them.
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Invite the Media. It is always a good idea to invite the media to cover the briefing and tour. It
is good public relations for the utility and the group involved.
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Worksheet: Organizing a Site Visit
1.

Name of the Group:

2.

Contact Persons (name and phone number):

3.

What is the purpose of the visit and why is it important?

4.

Number of People in the Group:

5.

Date, Time and Location:

6.

The Agenda:

7.

Handouts to Provide:

8.

Special Arrangements Required, including arrangements for meeting room, refreshments, etc.
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Community Outreach and Events 7: Internet and Social Media Channels



Why should we invest in the Internet and Social Media Channels?



Suggestions for producing websites and Social Media Groups



Examples of Relevant Websites and Social Media Groups



Worksheet

WHY SHOULD WE INVEST IN THE INTERNET AND SOCIAL MEDIA CHANNELS?

Websites and social media are becoming an increasingly important channel through which
utilities communicate with key stakeholder groups. A utility may maintain its own website, or
may maintain a page via the central HCWW site, and/or may maintain social media pages like on
Facebook. Utility stakeholders, particularly youth, are increasingly turning to the web for
updates and information. In addition, the web provides an important tool for the sharing of
information. For a limited initial investment, and a moderate commitment to update and keep
current, an effective web strategy can enable a utility to access a wide range of stakeholder
groups.

SUGGESTIONS FOR PRODUCING WEBSITES AND SOCIAL MEDIA GROUPS



Keep it Simple. Be realistic about your abilities to update and produce content: start
simple and scale up. Emphasize simple and easy-to-read layouts. Don’t confuse the
reader with confusing or excessively flashy designs.



Be Interactive. Make it easy for readers to get involved, submit content, and to interact

with a community of water enthusiasts.


Invest in the Design. Either enlist a qualified web design company, or ensure you have the

competence in-house to produce an attractive design. Ensure that that in-house staff have
the necessary competence to update and keep current.


Pilot the Designs Chosen. Show the designs and concepts short-listed to a key group of
stakeholders in order to determine the appropriateness of content, and to fine-tune the
information provided.



Updating. Be realistic about your ability to update and post new content. It’s better to

under commit and deliver than to over-promise. However, make every effort to keep
your internet pages up to date. There’s nothing more off-putting to a web user than
outdated content.
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EXAMPLES OF RELEVANT WEBSITES AND SOCIAL MEDIA GROUPS
Denver Water Company, website home:

Orange County Water District, website home:
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Egypt Water Conservation Community:
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Worksheet: Developing a Web Presence
1.

Who is the target audience?

2.

What internet channels would best reach this group(s)?

3.

What information do these audiences need to know about our sector? What do they already know about
the subject? What are members’ attitudes towards it?

4.

What interactive features will our web presence contain?

5.

Who is responsible for designing and building our pages? Who will update?

6.

Have you secured utility leadership/HCWW approval? If not, who is responsible for this?

7.

What are the key points to include in our webpage or social media group?

8.

What visuals would best make these points?
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Monitoring and Reporting 1: Customer and Staff Surveys



Why Surveys?



Steps for Carrying Out a Survey



Survey Templates and Examples

WHY SURVEYS?

Measuring and evaluating utility performance, as well as the impact of public awareness
activities, is a critical feedback mechanism for utilities. Not only do surveys enable utilities to
monitor and address problem areas (a particular region with inadequate service; a particular
initiative or product offered by the utility that is well or poorly adopted), they also allow the
utility to highlight areas of achievement and accomplishment. Both results, negative and
positive, are useful inputs for utility decision-makers.
For surveys to be effective, several conditions need to be met. They need to measure results, not
activities. For example, the number of callers into the 125 hotline is a more useful indicator than
the number of newsletters distributed. They need to establish a baseline and monitor progress
over time. Questions and survey methodology should remain consistent so that substantive
comparisons can be made with respect to utility performance over time. They should be
realistic, by not requiring excessive time commitment from either survey taker or implementer.
All Egyptian water and wastewater utilities are currently undertaking two surveys sector wide: 1)
a monthly customer survey, and 2) a quarterly staff survey. In addition, coastal utilities also
administer surveys among beach users during the summer months. These surveys provide
valuable feedback on a utility’s operations, and the success of utility communications efforts.
They also provide a baseline for numerous other utility communications products, such as
brochures or web material. While the two surveys target very different audiences, both play an
integral role in informing and guiding utility activities.

STEPS FOR CARRYING OUT A SURVEY

1. Identify Survey Questions. The final text for both customer and staff surveys is provided
centrally by HCWW. There is little room for tailoring content locally. For substantive
comparisons to be drawn between utilities, it is important that the questions and
methodologies used for gathering the surveys to be kept consistent across utilities.
Furthermore, a consistent question format allows for meaningful comparisons to be
drawn concerning utility performance over various time periods. Useful local insights
will also be drawn from open-ended answer formats in the survey. Keep track of
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feedback or suggestions concerning survey questions, and raise them during the annual
survey review.
2. Select Survey Respondents. For the customer survey, as directed by HCWW, select your
monthly target audience by analyzing results from the 125 hotline. The selected location
will correspond with an area with a high incidence of 125 complaints over the past
month. For the staff survey, a particular unit will be identified; this year, maintenance
workers are being prioritized.
3. Run the Survey. For the customer survey, 100 questionnaires will be completed, each one
involving a 10-15 minute face-to-face interview. For the staff survey, 100 questionnaires
will be completed with staff from the selected department. The interview is expected to
take 30 minutes to complete. Staff surveys are completed anonymously. Completely and
accurately transcribe the results of the interviews.
4. Take Advantage of Interview Synergies. While conducting the survey interview, take the
opportunity to ensure the customer or staff member is familiar with utility activities and
services, and track any additional feedback provided by the interviewee. Where
appropriate, pass out utility fliers or other service information. If a customer registers a
complaint, instruct them to submit the issue via the 125 hotline, and follow up with the
appropriate department on your return to the office.
5. Analyze and Report Survey Results. Compile survey results in the format provided by
HCWW, and submit survey results. Make note of priority areas of accomplishment or
failure, share results with other departments as appropriate, and make appropriate
responses.
SURVEY TEMPLATES AND EXAMPLES

An example of a survey used during summer months is included below. This and other survey
templates and examples, including for employees and clients, are provided in the CD which
accompanies these Guidelines.
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Monitoring and Reporting 2: Reports


Process for Producing Reports



Report Templates and Examples

Utilities submit quarterly achievement reports to HCWW. These reports play an important role
in communicating achievements and utility activities, and providing feedback to HCWW that
can be used in sector-wide reporting and documentation. Well designed reports provide an
effective opportunity to portray utility events and achievements in a strong light; weak reports
will result in insufficient attention on utility accomplishments.
PROCESS FOR PRODUCING REPORTS:

Reporting by the utility is led by utility monitoring and evaluation staff. Utilities make use of a
reporting template provided sector wide in preparing their reports. The following steps can be
used to produce reports:


Information gathering: Accurate and well-designed information is critical to a report’s

success. Be sure to solicit information and feedback from utility technical staff for
relevant information. You may want to have a form or template that you send around to
utility technical departments in order to ensure that their content is represented in reports.
Another valuable input is the surveys. Be sure to know your information needs in
advance of your information gathering efforts.


Assemble report: Start with the template below, and insert the required. Be sure to make
effective use of pictures and graphics; often, these are able to tell your story more
effectively than text. The purpose of the report is to highlight achievements. Present your
material in a full but concise manner. Don’t leave out important details; at the same time
don’t produce long-winded answers that will not end up being read. Keep in mind that
information in the report may subsequently be used by others, including HCWW, in their
documents. As a result, your report should clearly highlight achievements and events,
while at the same time being simple and easy to follow. Be sure to highlight the impact
of utility activities, not just the activity itself. Be sure to submit reports on time. Make
sure to use utility editing capabilities to ensure quality.



Use information for other reporting and documentation needs: Just as the sector may use
your quarterly report to report on sector-wide accomplishments and achievements, so too
you can use the information gathered in the report for other documentation needs. For
example, photos you use reporting on an event or achievement can subsequently be used
for a brochure or a leaflet. File and disseminate your reports so they can be easily
referred to later.

REPORT TEMPLATES AND EXAMPLES

An example of a quarterly progress report is included below. This and other report templates and
examples are provided in the CD which accompanies these Guidelines.
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Monitoring and Reporting 3: New Staff Orientation



Why orientations?



What makes orientations effective?



Orientation examples

WHY ORIENTATIONS?

Orientation programs play an important role in introducing new hires to a utility, and ensuring
that they are well informed with a utility’s operations and systems, and prepared to play a
beneficial role in the utility’s operations. Well designed and implemented orientation programs
provide the opportunity to prepare staff to make valuable contributions to the utility’s operations
over their careers. Most new hires come from outside the sector, and don’t fully understand the
process of water and wastewater treatment, and the important role that these functions play in
society. Orientations play an important role in stimulating loyalty to the utility, and instilling a
sense of pride in being part of the water sector. Orientations give a background on the water
process, its importance in society, the government commitment and level of investment in the
sector, and how every team member at the utility plays an important role in accomplishing this.
As new hires, the communication potential of these orientation sessions is significant; you will
have the opportunity to influence these positions from the start. Consider preparing standard
orientation materials that can be used during all orientation sessions.
WHAT MAKES ORIENTATIONS EFFECTIVE?

New staff orientations are held regularly, monthly, quarterly, or at some other suitable regular
interval. Exact materials used will vary, but they will include an overview of the sector and the
organizations and departments involved, as well as information on the exact role of the new hire.
Orientations involve tours of facilities, including treatment plants and other utility infrastructure,
and introductions to utility staff. Orientations will draw upon existing materials, including staff
handbooks, and will include sources and resources for additional information. Get technical staff
involved in orientations; this will help introduce the new hires to utility team members, increase
their understanding of the various roles of technical departments, and help new hires to feel part
of the team.
ORIENTATION EXAMPLES

The following example from an American university may give you some ideas about materials
that can be developed to support the integration of new hires:
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REFERENCES AND ATTACHMENTS
Three documents in particular were referred to in the production of these Guidelines:
Communication Handbook: Customer Education & Public Awareness Programs for
Water/Wastewater Utilities. John Wood. Chemonics International, October 1999. Part of
the Institutional Development Services for Secondary Cities Project in Egypt, administered
by Chemonics International, funded by USAID.
Rouse, Michael. Institutional Governance and Regulation of Water Services. IWA Publishing,
2007. Chapter on “Transparency and Public Participation: It’s Good to Talk.”
Strategic Communication Planning: A Guide for Water Utilities. AWWA Research Foundation,
2006.
The accompanying CD contains many materials that will be useful as you plan your own
communications and PA activities. The contents of the CD includes the following:
 UNICEF training documents
 Photos to use
 Customer Survey: survey, example analysis, reporting template
 Staff survey: survey, analysis template
 CH2MHill/USAID schools curriculum
 Additional pictures they can use./additional graphics. HCWW CD.
 UNICEF Training Materials
 Publications examples.
 Internal staff newsletter.

Many of these materials can also be accessed via the WWSS program website:
www.egyptwwss.org, password “wwss4all”, in particular the Publications section.
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HIGHLIGHTS OF COMMUNICATIONS STRATEGY AND ACTION PLAN
Context:
•

HCWW’s communications and public outreach efforts are guided by its Communications
Strategy, first developed in 2006, and updated semi-annually since then. This document
represents an update to this Strategy, and was undertaken by a combined team from HCWW
and the USAID-funded WWSS program.

•

HCWW’s public outreach and education activities are carried out by its Public Awareness
Department. Press relations are handled by a Public Relations unit attached to the
Chairman’s office.

•

The objectives of the Strategy are to: boost perception of HCWW and the sector, instill an
awareness of conservation issues, increase public’s appreciation of costs and process of water
treatment, create and promote a participatory approach, and ensure the requisite skills of
sector staff.

•

This Strategy recommends the establishment of the position of the Spokesperson to
coordinate press relations.

•

This proposed Strategy includes a Year 1 Action Plan, laying out the tasks, responsibilities,
resources and timing for communications activities in the upcoming year.

Components:
•

This Strategy begins with an overview of key factors affecting HCWW’s communications
environment, including the high profile of the water and sanitation sector, the confusing
roles and responsibilities concerning sector stakeholders, the importance of public
participation and meeting public expectations, the challenge of interacting with the media,
HCWW’s internal preparedness to address communication challenges, and the ongoing
review and refinement of communications activities.

•

The Strategy continues with an overview of key Audiences and Stakeholder groups,
including media, customers, political leaders, subsidiary and HCWW staff, civil society,
youth, and donor organizations.

•

This is followed by a review of core Messages that HCWW will use in its communications
activities, including a primer on water related issues, including water’s critical role in public
health, the importance of conservation, the primacy of the customer in sector operations and
the customer’s duty to promptly pay water bills, the achievements of HCWW to date and the
challenges upcoming, including the costly nature of sector operations, and the importance of
sector staff.

•

The Strategy is concluded with a summary of key Channels to be used by HCWW, including
among others various media activities, newsletters, and social media channels, and, in the
Year 1 Action Plan, the timing, resources required, and responsibilities for each.

• Key Messages and Channels were specified for each Audience/Stakeholder group. A
summary of the Strategy, including a mapping of key Messages, Channels and Audiences, is
provided on the Communications Strategy Summary which follows.
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COMMUNICATIONS STRATEGY SUMMARY
Summary of HCWW Communications Strategy
Context / Communications Environment:
• Increased exposure and importance of water and sanitation
• Confusing sector roles and responsibilities
• Importance of public participation
• Need to meet public expectations
• Challenging media relationships
• Internal organization, including Spokesperson
• Ongoing review and evaluation of communication activities
Audiences

Objectives:
• Boost perception of organization and sector
• Instill awareness of conservation among water users
• Increase public’s appreciation of costs and process of water
treatment
• Create and promote a participatory approach
• Continue investing in professionalism and awareness of HCWW
and subsidiary staff

Messages

Channels
Press club
Press conference
Press kit
Placed media coverage
Press issue rapid response
Newsletter
Media campaign

Media

•
•
•
•
•
•

Water sector basics
Water and public health
Water conservation
Customer-service orientation
Highlight success and vision for the future
Sector constraints and challenges

•
•
•
•
•
•
•

Customers

•
•
•
•
•
•
•

Water sector basics
Water and public health
Water conservation
Customer-service orientation
Public duty to pay bills
Highlight success and vision for the future
Sector constraints and challenges

•
•
•
•
•
•
•
•

Placed media coverage
Media campaign
Sector events
Civil committees
Internet and social media channels
Brochures and publications
Customer surveys
Youth and schools

Legislators and decisionmakers

•
•
•

Water sector basics
Highlight success and vision for the future
Sector constraints and challenges

•
•
•
•

Newsletter
Civil committees
Ministerial coordination and site visits
Seasonal outreach

HCWW and subsidiary
staff

•
•
•

Water sector basics
Customer-service orientation
Importance of sector staff

•
•
•
•

Newsletter
Civil committees
Seasonal outreach
Support for local PA units

Civil Society

•
•
•
•
•
•

Water sector basics
Water and public health
Water conservation
Customer-service orientation
Highlight success and vision for the future
Sector constraints and challenges

•
•
•
•

Media campaign
Internet and social media channels
Seasonal outreach
NGO forum

Youth

•
•
•

Water sector basics
Water and public health
Water conservation

•
•
•
•

Media campaign
Internet and social media channels
Youth and schools
Seasonal outreach

Water sector basics
Highlight success and vision for the future
Sector constraints and challenges

•
•
•
•
•
•
•

Newsletter
Ministerial coordination and site visits
Sector events
Internet and social media channels
Brochures and publications
Seasonal outreach
Donor outreach

International donors
organizations

•
•
•
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1. INTRODUCTION AND BACKGROUND
Since its creation in 2004, the Holding Company for Water and Wastewater (HCWW) has owned and
overseen the regional utilities throughout Egypt’s governorates responsible for the delivery of water and
wastewater services to Egyptian citizens. This role includes a range of communications and public
outreach responsibilities aimed at establishing the companies as service providers and building
relationships with key stakeholders, including customers. The ability of HCWW and its subsidiaries to
communicate the urgency of sector reform, and the improvements and accomplishments achieved to date,
has become increasingly important in order to maintain and build on sector progress.
HCWW’s communications activities are guided by a Communications Strategy, which was developed in
2006, and was partially updated in 2008. In order to ensure its continued relevance to HCWW’s current
operational and contextual environment, HCWW, drawing upon the support of the USAID-funded Water
and Wastewater Sector Support (WWSS) program, decided to update this Strategy. This update, laid out
in the pages that follow, provides direction to HCWW’s communications activities in the coming years.
This Strategy includes a one-year Action Plan, included as Section 10 in this document, to guide
HCWW’s immediate communications activities. The Action Plan will be updated annually.

2. HCWW COMMUNICATIONS TEAM AND RESOURCES
HCWW’s communications activities are implemented primarily by the General Department for Public
Awareness and Customer Service, with support from selected other organizational units, including the
General Department for Public Relations. The Public Awareness (PA) Department, located within the
Institutional Performance Development sector, and reporting to the Deputy Chairman for Financial and
Administrative Affairs, was established in 2006. The organizational preparedness of HCWW to succeed
in its communications environment is an ongoing consideration. Following up on the 2006 establishment
of the PA Department, it is now recommended that HCWW develop the position of a Spokesperson. This
position will be tasked with leading press interaction and other outreach efforts. Many of the activities
laid out in this Strategy will eventually be taken on by this position.
As HCWW implements the tasks outlined in the coming pages, it should continue to make use of
outsourcing arrangements, where applicable. For example, in the Year 1 Action Plan below in Section
10, HCWW plans to make use of a media company in developing its annual media campaign. In
addition, HCWW can draw upon the resources of specialized consultants from the sector for activities
such as responding to technical issues in the media, developing and delivering training, and other areas.
Similarly, HCWW can continue to make use of the support and resources of donor organizations, such as
UNICEF or USAID, in driving forward its communications efforts. The Strategy that follows is
ambitious and broad in scope. Many resources critical to its successful implementation may well be
found outside of HCWW.

3. STRATEGY UPDATE PROCESS
In order to update HCWW’s Communications Strategy, a workshop was held in March 2010, drawing
upon the input of the HCWW and WWSS teams, and other sector experts. The workshop involved a
series of brainstorming facilitated by WWSS staff. It began with an overview of HCWW’s operating
context, including a SWOT analysis of what has changed since the initial Strategy was developed.
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Sessions followed focusing on key audiences/stakeholders, messages, and channels. In addition, the
HCWW/WWSS team coordinated closely with UNICEF and its recently published “Market Research
Report on Water, Sanitation and Hygiene” for Egypt, as well as the data resulting from monthly public
awareness surveys led by HCWW and select subsidiaries, in producing the Strategy and Action Plan. This
Strategy and its related Year 1 Action Plan were subsequently finalized through weekly meetings between
HCWW, WWSS, and Cairo Water Company PA staff.
Funded by USAID, the WWSS program provides technical services and related resources to HCWW and
selected water and wastewater subsidiaries to: 1) increase their financial and commercial viability; 2)
Improve capital investment planning and program/project management; and 3) Build the capacity of staff
for increased management and operational efficiency. Following this update to HCWW’s
Communications Strategy, the WWSS team will support HCWW in implementing select activities in the
Action Plan, including the development of communications guidelines for subsidiaries.

4. COMMUNICATIONS ENVIRONMENT
HCWW operates in a rapidly changing operational environment, and its communications activities are
continually challenged to keep pace with the change. The section below details key operational factors
affecting HCWW’s communications activities in the near term:

4.1. Increased exposure and importance of water and sanitation:
Water and wastewater management are important
Box 1: Main cooperating stakeholders in water and
national priorities. The entities working in the sector,
wastewater management in Egypt:
including HCWW and its subsidiaries, in addition to
Ministries:
other Ministerial and non-ministerial stakeholders,
•
Housing, Utilities and Urban Development
receive significant attention from the general public as
(MHUUD)
well as the highest levels of political leadership. A
•
Water Resources and Irrigation (MWRI)
•
Agriculture and Land Reclamation (MALR)
partial list stakeholders cooperating with HCWW and
•
Environment (MOE)
its subsidiaries in the management of water and
•
Health and Population (MOHP)
wastewater is provided in the Box 1. Water and
•
Finance (MOF)
wastewater sector reform is a priority issue among a
•
Planning (MOP)
large cross-section of the international cooperation
Other GOE Agencies:
sector, and a wide range of donor organizations are
•
Egyptian Water Regulatory Authority (EWRA)
currently supporting this sector. Increased political
•
National Organization for Potable Water and
attention and investment to the sector will be
Sanitary Drainage (NOPWASD)
beneficial to sector performance, but will also bring
•
Cairo and Alexandria Potable Water and
Wastewater Organization (CAPWO)
along with it increased expectations and demands.
The sector, led by HCWW, needs to be prepared for
both the opportunities and the obligations of such increased attention.
Considerable attention will be focused on the issue of sanitation and the comprehensive delivery of
wastewater services in the coming years. The recently developed National Rural Sanitation Strategy
attests to the national prominence of this task. There is a sense of urgency related to increasing the
percentage of the population with access to wastewater services. HCWW will need to address this issue
with sensitivity in the coming years; emphasizing progress being made, while at the same time managing
expectations among those demanding immediate results. In particular, its efforts to emphasize sanitation
practices among water users should take into account that many citizens continue to lack access to
adequate sanitation facilities.
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4.2. Confusing and overlapping sector roles and responsibilities:
As in many countries, water management in Egypt is a complex and at times overlapping management
challenge. Many entities are either directly or indirectly involved in the management of water resources,
its treatment, its delivery to homes and businesses, and the associated regulatory and oversight functions.
The process includes HCWW, its regional subsidiaries, the ministerial and non-ministerial organizations
listed on Box 1, as well as a range of other governmental and non-governmental organizations including
local associations and councils. Often, the roles and responsibilities of each organization within this
framework, and the accountability of each for various system components, are poorly understood.
HCWW is in many ways the most visible of all of these entities in supplying water and wastewater
services to customers. As a result, there is the risk that HCWW will be held responsible for issues outside
of its direct area of oversight. Much of this is facilitated by HCWW’s recent improvements in the way
that it engages the public in its operations, through customer service centers, the 125 hotline, or regular
customer surveys. Criticism may also come from regional government entities, including governors, who
until recently, before the establishment of HCWW, were themselves responsible for delivering water and
wastewater services to their constituents.
In order to address this confusion, HCWW needs to help clarify sector roles and responsibilities. HCWW
should continue to position itself as an “operations and maintenance” company, and to clarify the areas of
responsibility that fall inside and outside of this role. At the same time, the unity of the sector as a whole
should be emphasized, and HCWW should take a lead in ensuring that sector stakeholders are cooperating
and well coordinated. Ultimately, all sector organizations are pulling toward the common goal of
affordable and reliable water and wastewater services for all. HCWW’s efforts should serve to clarify
roles, not evade responsibility. Within this overall framework, HCWW should deal in a clear and
transparent way with areas in which progress has been delayed, or difficulties have been faced.

4.3. Public participation:
HCWW has made considerable investments in recent years in increasing its engagement with its
customers. Key initiatives include the development of customer service centers in all subsidiaries, the 125
hotline, and regular customer surveys. With greater public engagement, however, comes the opportunity
for unrealistic public expectations, and the airing of criticisms and grievances that to date have had no
viable outlet. Developing effective procedures and platforms to channel public participation is critical.
A considerable body of global best practice exists in this area, from which HCWW could profitably draw.
For example, the example of local municipal boards in the US provides a useful case study. In this
example, a local utility creates a public participation board, which meets regularly and provides a
platform for citizen engagement. During regularly scheduled hearings, issues are debated, expert
witnesses are brought in to testify, and open discussions are supported for a certain consultative period.
Minutes of board discussions are maintained and disseminated. This and other similar examples could
provide HCWW a roadmap through which public participation can be effectively but efficiently
channeled.
New tools for interacting with customers should be capitalized upon. In addition to existing channels,
HCWW should continue to find ways to get its messages across, including the quarterly newsletter under
development, ongoing publications, and emerging social media channels such as Facebook. In addition,
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HCWW needs to redouble its commitment to forging relationships at the local level with influential
political groups, including governors and local councils.
Of critical concern to HCWW’s public participation efforts is the question of water tariffs. The sensitivity
of issues related to water tariffs long predates the foundation of HCWW.
“Historically, water and wastewater sector operations have been heavily subsidized by the government. Since
the public has paid very little in tariffs relative to the cost of service, public perception of the value of that
service is presumed to be quite low… In addition, there is an expectation that the government will continue to
provide basic services for ‘free’ and a belief by some that water is a gift from God and therefore should be
‘free.’ ” (2006 Strategy)

While Egypt’s water tariffs remain low in regional and international comparisons, the potential
sensitivities of any adjustments to water tariffs could be large. Ongoing emphasis should be made to
distinguish costs related to water (the resource) and water services (treatment and delivery costs) in the
mind of the public, and to make clear to the public the costs associated with water production,
distribution, and treatment.

4.4. Need to meet public expectations:
Along with HCWW’s increased engagement with its customers comes increased public expectations
regarding water service and quality improvement, fair and accurate billing, respectful treatment,
transparency and candor, and attention to conservation. Major sector reforms, including the creation of
HCWW, have increased the public’s expectations regarding sector performance. HCWW has made great
strides with respect to service delivery. In order to retain the public’s trust, however, it must also openly
acknowledge the fact that in many areas much remains to be done. HCWW must exert every effort to
maintain open communications with its customers, highlighting success, frankly acknowledging failure,
and communicating with transparency and candor. For the outreach efforts of HCWW to be taken
seriously by the public, they will need to be accompanied by noticeable service improvements.
While frankly acknowledging sector challenges, HCWW should also take a more proactive role in
framing the dialogue about sector accomplishments and achievements. Rather than ignoring public
criticism, HCWW should work proactively to get its point of view across. In order to do so, HCWW
should invest in developing summarized, easy to understand, and compelling case studies of sector
success. For every negative story published, HCWW needs to have a coherent response prepared, and a
plan for ensuring that its viewpoints receive adequate attention.
In building trust with customers, the issue of billing is critical. Billing is a tremendously sensitive issue; in
some cases, rapid increases in household bills led to fierce resistance and attacks in the media. HCWW
needs to build and maintain public trust through a fair, reliable, and transparent billing process. As will be
continually emphasized throughout this Strategy, the emphasis at this stage must be on improved service
delivery as a way to build a relationship of trust with customers. This will set the stage for additional
generations of reform in the future. This will also bring about an increased environment of accountability
for water utility customers. If HCWW improves service delivery, and ensures open and honest
communication, it can also expect the public to have a greater stake in sector performance, including an
obligation to pay their bills promptly.

4.5. Challenging media relationships:
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HCWW has made great strides in recent years in improving its relationship with customers. However,
much remains to be done with respect to its relationship with the media. Considerable negative media
coverage still exists, and many journalists are poorly informed about the water sector. In the absence of
other voices, these journalists repeat what they hear reported from other sources, much of which is
negative. There is an urgent need to improve sector outreach efforts with the media, including educating
journalists with key background information to enable them to report on the water sector with greater
accuracy. HCWW needs to ensure that its perspectives, stories, and successes are accessible to media
representatives, and promote a more balanced and informed reporting on issues related to water and
wastewater in the press.

4.6. Internal organization:
With the increased exposure of HCWW and its subsidiaries comes the need to reexamine the alignment of
the HCWW’s internal organization to manage strategic communications. The Public Awareness
Department, established in 2006, is capably handling the HCWW’s public outreach while also supporting
the subsidiaries’ communications efforts. As mentioned in Section 2, due to the increased media exposure
of HCWW and its subsidiaries, it is now recommended that the position of an HCWW Spokesperson be
established. The Spokesperson will lead and coordinate activities targeting the media, and represent the
HCWW in public fora.

4.7. Ongoing review and evaluation of communications activities:
Ongoing efforts to fine-tune and analyze the effectiveness of HCWW messages and activities should be
built into its communications efforts. In light of this, Section 9 addresses ongoing steps to be undertaken
regarding message evaluation and feedback. The messages and channels selected for HCWW’s current
and evolving list of priority stakeholder groups should continue to change and adapt reflecting HCWW’s
emerging communications environment. Given HCWW’s customer-oriented focus, feedback on its
messages and service are valuable inputs that HCWW can use to refine and improve messages and
activities.

5. OBJECTIVES
Taking into account the issues and challenges described above, the objectives of HCWW communications
activities include the following:
Boost perception of organization and sector: Position the HCWW as an effective organization and
service provider in the mind of key stakeholders, including customers and the media. Emphasize the
critical role played by HCWW in providing customer service, protecting public health, and protecting the
environment. Improve the understanding of key stakeholder groups of the institutional arrangement of the
sector, including HCWW’s specific roles and responsibilities.
Instill awareness of conservation and water resources issues among water users: Promote awareness
of water conservation, and change attitudes and behaviors related to water use. Build an appreciation of
the importance of wastewater services, and raise awareness of customers about water conservation
technologies. Educate consumers on the link between water use, and financial and environmental costs.
Increase public’s appreciation of costs and process of water treatment: Encourage customers to pay
their bills promptly by changing public opinions related to water and wastewater services, improving the
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public’s understanding of the intricacy of water treatment processes, highlighting the amount of effort and
cost being invested in water processing and wastewater treatment, and improving outreach to customers.
Create and promote a participatory approach: Build an effective partnership with all stakeholders,
including political leaders, media, and customers, in order to provide a unified platform for sector
improvement. Acknowledge the important role of each stakeholder group. Emphasize coordination
among other governmental stakeholders. Develop a new openness about HCWW activities and
operations. Promote substantive two-way engagement with customers, emphasizing transparency and
candor. Highlight and promote emerging avenues for customer engagement, including the hotline and
customer service centers. Promote engagement and participation in all areas of operations, including
building advocacy groups at the local level, and improving communication with local leaders. Continue to
develop a customer-oriented approach in all areas of operation.
Continue investing in professionalism and awareness of HCWW and subsidiary staff: Invest in
sector staff to improve awareness, build capacity, and shift staff culture and attitudes by empowering staff
at all levels as “brand ambassadors” for the sector. Improve the consistency of product and service across
regional and sectoral units; build capacity of staff to ensure consistent products, messages and services.

6. AUDIENCES AND STAKEHOLDER GROUPS
HCWW and its subsidiaries interact on a daily basis with a wide range of stakeholder groups. To
effectively make its case for a commitment to sector reform, and to ensure that its messages are broadly
disseminated, HCWW should prioritize the following stakeholder groups in its ongoing communication
activities. When reaching out to each of these groups, HCWW needs to understand the segmented
communications requirements of each, and tailor its messages accordingly. A summary of key messages,
and a “mapping” of which should be prioritized for each stakeholder group, is included in the
Communications Strategy Summary earlier in this document.

6.1. Media:
Egyptian media, including radio, print and TV, plays an active role in discussing and framing important
national issues, and frequently addresses issues related to water and sanitation. To date, HCWW has been
under-effective in guiding the way in which the water and sanitation sector is reported. Many negative, at
times outright hostile, stories appear in the national and regional press, and national media figures
generally exhibit a poor level of understanding on water and sanitation issues. HCWW needs to build
relationships with those writing about water and sanitation issues in Egypt, understand their positioning
and vested interests, and make sure its issues and viewpoints are reported. In order to build the
effectiveness of its media outreach efforts, HCWW should consider developing the position of
Spokesperson, and identifying a roster of key technical issue experts who can serve as the approved
HCWW expert to the media when such a topic is addressed. In short, HCWW needs to be PROACTIVE,
not REACTIVE with respect to the media.

6.2. Customers:
HCWW and its subsidiaries include residential, commercial, government, and other groups as customers.
Serving these groups represents the core purpose of HCWW’s operations. Efforts to involve customers
further in HCWW operations, including feedback channels such as customer service centers and the 125
hotline, should be highlighted and extended. A spirit of trust, confidence and transparency should be built
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between HCWW and its various customer groups. Underperformance to date should be frankly
acknowledged, and HCWW’s vision to address these areas in the future should be highlighted. Emerging
and innovative ways to reach out to various customer groups should be continuously considered.

6.3. Legislators and Decision-makers:
HCWW maintains important relationships with political and other decision-makers on both the local and
central levels, including the People’s Assembly, governmental and non-governmental agencies, including
those referenced earlier in Box 1, political parties and non-sector agencies, as well as local councils and
citizen groups. Coordinating between these various groups can be challenging and contentious. HCWW
needs to invest in these relationships, and ensure an ongoing emphasis on important areas of shared
cooperation. Currently, outreach with political leaders is handled at various levels within the organization.
The new Department for Regulatory Relations, reporting to HCWW’s Chairman, will facilitate
coordination between senior legislators and decision-makers, and will manage and coordinate HCWW
outreach to political stakeholders, including the bi-monthly ministerial coordination meetings laid out in
the Year 1 Action Plan.

6.4. Subsidiary and HCWW staff:
Sector staff, including HCWW and subsidiary employees, are critical partners in achieving sector goals,
and succeeding at sector reform. HCWW invests time and financial resources in ensuring the capabilities
and professionalism of its staff. Key investments need to be made in order to ensure that the skills of
sector staff are maintained, that HCWW and subsidiary staff remain “brand ambassadors” for the water
sector, and that the standardization of service and performance is maintained across units and between
subsidiaries. The water sector in Egypt is in the early stages of significant reform. Open channels of
communications will be critical in ensuring the success of ongoing reform efforts.

6.5. Civil Society:
The various groups that bring together citizen interests, including NGOs, clergy, business associations,
private sector, and political parties and other community groups, can play a significant role in
broadcasting HCWW messages and marshalling public support behind the HCWW agenda. Water-related
NGO partnerships and representative organizations can play an important role in disseminating and
amplifying HCWW messages. Messages need to be tailored for each group in order to ensure its
relevance to the particular agenda of each.

6.6. Youth:
A significant engagement with youth benefits HCWW on multiple levels. They are the leaders of
tomorrow, as well as future customers of water utilities. Youth voices have demonstrated their
effectiveness in taking messages learned from school and disseminating them among parents and other
family members at home. HCWW has been active in addressing its messages to youth audiences,
particularly via educational channels targeting schools and universities, and partnerships with synergistic
organizations and audiences such as UNICEF. It should continue these efforts and continue to identify
new channels to engage youth in water management.
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6.7. International Donor Organizations:
Water management, and the related issues of sanitation, public health, and infrastructure development, are
important public priorities, and receive considerable political and donor support. However, investments
by donors in water and wastewater projects take place against a backdrop of many competing areas for
donor engagement and support. HCWW needs to continue its strong relationships with the donor sector,
highlight the success of reform to date, emphasize the strong role played by HCWW in achieving sector
goals, and make the case for additional investments. To date, HCWW has built effective working
relationships with a variety of donor groups, including USAID, GTZ, the EU, JICA, UNICEF and Dutch
and Italian cooperation agencies. Relationships with these organizations should be maintained, and
additional partnerships should be considered.

7. CORE MESSAGES
To achieve its communications objectives, HCWW should articulate and continually reinforce a limited
number of key messages, including the following. A “mapping” of messages to stakeholder groups is
provided in the Communications Strategy Summary table earlier.

7.1. Water Sector Basics:
“Basic education on water supply and management.”
This message is intended as a general overview of key elements of water management, the role of
HCWW and its subsidiaries in delivering superior water and wastewater services, and the role that water
and wastewater services play in a well-functioning society. This message will include several
components, including the following:
•

Sector/institutional setting: Providing an overview of the sector reform process to date, the roles
responsibilities of the various governmental and non-governmental agencies involved in the
process, and the overall vision and outlook for the sector in the future; Making clear the specific
role of HCWW and others in the process; and Emphasizing HCWW’s national corporate role as a
holding company, and on the benefits and value-added services of HCWW’s new role.

•

Water treatment process: Overview of the water cycle, the source of drinking water, the process
of production, treatment and conveyance, including the costs of production, and trends in
production costs per capita vs. inflation rates. HCWW messages at this stage should continue to
emphasize water service and conservation, not tariffs. It should be made clear that HCWW and its
subsidiaries are selling water services, not water; while water may or may not be free, water
services, including treatment and delivery, are expensive and valuable. HCWW should continue
to emphasize customer service with the objective of building public trust and goodwill.

7.2. Water and Public Health:
“Water is key to life and health, and HCWW and its subsidiaries are trusted stewards of this
precious resource.”
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This message lays out the importance of water and sanitation systems to environmental health, and the
importance of water quality and sanitation to societal health.
“A sound water and sewer system is essential to the protection of public health and the environment and
fundamental to Egypt’s social and economic development” (2006 strategy).

It emphasizes that sanitation is important, and that customers should connect to the wastewater system
wherever possible. However, HCWW should build a recognition that wastewater services are not
available in all areas into its messages, so that areas in which wastewater networks are not currently
available do not undermine HCWW’s communications efforts in this area.

7.3. Water Conservation:
“Water is precious, treatment is costly, and all citizens need to help conserve.”
This message emphasizes that water is scarce, production is costly, and that water conservation is critical.
Water may be free, but treatment and delivery are costly.
“Water is scarce… supply in Egypt is limited, and the country will be challenged to meet the escalating
demand for water as the population and economic activity expand” (2006 strategy).

This message not only lays out the importance of the quantity of water resources, but also their quality. It
emphasizes the challenges posed by water pollution, and the linkage between the amount of water used by
customers to the amount that in turn needs to be treated by utilities.

7.4. Customer-Service Orientation:
“We are here to serve you, and we value your input.”
This message provides an overview of the services HCWW provides, and the avenues through which
customers can be in touch with HCWW and its subsidiaries. It emphasizes that HCWW and its
subsidiaries are established to serve their customers, and the importance of community engagement in
managing the shared resource of water.
“The Holding Company… provides proactive, efficient management (and)… is a dynamic, proactive
organization providing improved, quality, reliable service 24×7×365” (2006 strategy).

This message underscores the transparency and accountability of HCWW operations, and educates
customers about how to get involved, including channels for participation and communication, complaint
processes and procedures, and other appropriate feedback mechanisms.
In particular, HCWW should emphasize that it, the media, and NGOs are partners in delivering services
to their common constituencies. HCWW needs to be responsive to partners’ agendas, and determine how
HCWW messages can amplify theirs. This message will emphasize that HCWW understands the
important role that civil society plays in fostering sound water management, and ensuring the engagement
and partnership of the community. “The communities we serve need us; we need you to help deliver our
messages.”
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7.5. Public Duty to Pay Bills:
“Promptly paying your bill is a public duty, and helps us do our job.”
This message emphasizes the importance of the timely payment of water bills in order to sustain and
improve the system. It includes an overview of actual costs of water production compared with customer
charges through tariffs, and develops an understanding of the extent to which water services are currently
subsidized. It summarizes the price paid for water by Egyptian consumers with other comparable markets.

7.6. Highlight Success and Vision for the Future:
“While much remains to be done, our accomplishments are impressive.”
This message provides a snapshot of the reform process, and highlights the status of water and wastewater
services in Egypt before and after the formation of HCWW. It summarizes successes, and highlights
activities and plans for the future, including the continuing need for sector reform and investment. While
frankly acknowledging failures and continuing challenges, it highlights the skill of HCWW and its
subsidiaries in managing the reform process. It draws upon timely, updated indicators—the statistical
foundation of sector success—in order to make the case.

7.7. Sector Constraints and Challenges:
“Our work is costly, it takes time, and sustained commitment.”
Progress in the water and wastewater sector is challenging, requires substantial investment, and progress
takes time. Infrastructure build-out requires significant investment and sustained commitment. This
message provides a summary of the constraints and challenges under which HCWW operates, including
that the “provision of water is costly and valuable” (2006 strategy). This message draws attention to
sector accomplishments, makes the case for continued and increased resources and investments for the
sector, providing clear data about sector budget deficits and future needs. It also advocates for policies
and reforms that ensure sector sustainability.

7.8. Importance of Sector Staff: 1
“Sector staff are a valuable resource; we depend on you to deliver quality service, and will invest in
your skills and knowledge.”
This message will emphasize the importance of all HCWW and subsidiary staff. It will emphasize the
unity of the sector, and the critical role that each staff member plays. It will build loyalty to HCWW and
to the sector by building a corporate identity, and emphasizing the importance of customer service. It will
make the case that the performance of each utility will be determined by the performance of each
individual staff member, and that each staff member serves as a brand ambassador for the utility and the
sector. In addition, it will foster a culture of professionalism among sector staff by emphasizing customer
service and a customer-oriented focus. It will make the case that the image and branding of the water
sector are the responsibility of everyone. It will emphasize that HCWW will reward quality and

1

For HCWW and subsidiary staff
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performance, and insist upon quality across all operational areas. In this light, a bonus system based on
performance should be considered.

8. CHANNELS
To address these Messages to the Audiences described above, HCWW will use a wide range of Channels.
These channels form the foundation of the Year 1 Action Plan provided below in Section 10, and will be
revisited annually as part of the annual update of the HCWW Communications Action Plan. During this
coming year, the communications channels employed by HCWW will include the following:
•

•

•

•

•

•

•

•

•

Press club: a quarterly press forum organized by HCWW through which relationships with press
figures can be developed and fostered, and in which HCWW and sector messages can be
disseminated and emphasized.
Press conference: a forum for engaging with the national or local press, organized by HCWW or
subsidiaries, in which an issue or topic of concern will be addressed. Press conferences are
distinguished from the above-mentioned quarterly press club as the conferences will take place on
an as-needed basis, in response to an issue, such as negative reports in the press, or the launch of
an important new initiative or piece of infrastructure.
Press kit: a set of materials to be provided to the media which presents an overview of the sector,
the role of HCWW and its subsidiaries, some highlights from the “water sector basics” message
outlined above, and channels through which the media can attain additional information.
Placed media coverage: an HCWW-driven media spot, in which a message or messages
important to HCWW will be placed in a media outlet, most likely a newspaper. If appropriate,
HCWW will pay for this coverage, and will consider timing it around the annual World Water
Day which takes place annually in March.
Press issue rapid response: an institutionalized process through which HCWW can respond
rapidly and effectively to any water and sanitation related issue that comes to national attention,
including a designated Spokesperson at HCWW, who will maintain and draw upon a preapproved pool of “issue experts” inside and outside the HCWW to respond to particular issues in
their areas of expertise.
Newsletter: a quarterly publication distributed to staff from HCWW and subsidiaries, key
national and regional stakeholders, and to utility staff via company bulletin boards. It will be
available for mail and email distribution.
Media campaign: a comprehensive media campaign will be considered annually through which
HCWW disseminates and publicizes messages targeting the general public via a campaign in
major media outlets. This activity is not included in the PA Department’s annual budget, and will
have to be presented to and approved by the HCWW Board of Directors.
Ministerial coordination and site visits: a bi-monthly high-level forum for coordinating
between the various governmental organizations tasked with overseeing water and wastewater
management in Egypt, including those agencies mentioned in Box 1 earlier. In addition, this task
will include ongoing visits for senior decision-makers to key water and wastewater related sites to
raise awareness and highlight issues of concern.
Civil committees: local units organized by subsidiaries that will bring together a selection of key
local decision-makers and opinion leaders with subsidiary company representatives. Committees
will channel two-way communication: the subsidiaries will educate committee members on water
and sanitation issues and the company’s work, and committees will give voice to public concerns
to subsidiary leadership. HCWW will assist subsidiaries in establishing such committees.
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•

•

•
•
•
•
•

•
•

Sector events: participation of HCWW personnel in key sector events, including conferences,
exhibitions and other meetings in order to raise awareness of HCWW and its subsidiaries, and
highlight issues of concern to HCWW.
Internet and social media channels: this includes the HCWW website and online social media
channels through which HCWW can disseminate its messages to the public and to the
youth/student population.
Brochures and publications: key standard HCWW brochures and publications, including fliers,
posters and other awareness materials, which will be regularly reviewed and updated.
Customer surveys: ongoing monthly surveys carried out in each subsidiary which can be utilized
to evaluate outcomes of communications activities.
Youth and schools: ongoing engagement with youth via schools, including public and private
schools, Cairo University, school environmental clubs, and local level youth centers.
Seasonal outreach: annual outreach to key stakeholders via seasonal greeting cards carrying key
HCWW messages.
Support for local subsidiary PA activities: ongoing support – including training and guidance to local PA departments and other subsidiary staff to ensure their willingness and ability to
disseminate key sector messages locally. Integrate these messages into existing channels such as
staff/new hire orientation programs, Chairmen’s Forum, and others.
NGO forum: ongoing engagement with national NGO groups in order to build awareness and
participation with community groups regarding HCWW messages.
Donor outreach: ongoing coordination with current and potential international donors and
organizations with an interest in the sector. To ensure donor commitments are targeted, HCWW
should continually engage with them in a dialogue on sector priorities, ongoing activities, and
successes.

9. ONGOING EVALUATION
The continuous evaluation of communications efforts will be essential to the ongoing effectiveness and
relevance of HCWW communications activities. Regular feedback will be solicited from recipients of
HCWW and subsidiary communications messages, and these results will be filtered back into the
communications process. This feedback can be gathered during regular monthly HCWW and subsidiary
survey activities, or through specially developed survey mechanisms. In addition, HCWW will update the
Action Plan on an annual basis to be sure that it tracks closely to the company’s and the sector’s current
and emerging needs. The Year 1 Action Plan, which follows in Section 10, identifies indicators for
measuring the HCWW’s achievement of the objectives outlined in this strategy.

10.

YEAR 1 ACTION PLAN
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Year 1 Action Plan
Objectives
Boost organizational and sector perception
Instill awareness of conservation among water users
Increase public’s appreciation of costs and process of water treatment
Create and promote a participatory approach
Continue investing in professionalism and awareness of HCWW and subsidiary staff

Jun

10 11 12
Apr

9

May

8

Mar

7
Jan

6

Feb

5

Dec

4
Oct

3

Nov

2

Sep

Channel

Jul

Responsibilities

Aug

1
Tasks and Sub-tasks

Resources

Milestones and
Benchmarks

Task 1: Press club
Determine invite list, and define responsibility for invitations
Schedule time for conference, and coordinate with HCWW Chairman
Decide upon topic to be covered with Chairman
Determine location and prepare transportation
Document what will be inserted, press inserts, and what will be aired on
TV/radio; track and analyze resulting coverage.

Spokesperson; until this
person is in place,
Invitations, personal contacts
Manager of PA dept.

Quarterly, final week of each quarter; No site rental
required, to be onsite of issue at hand; refreshments
and printed materials to be provided.

4 annual events; #
press reports; #
press reports
positive

At HCWW,
Spokesperson; Subs'
press conferences
organized by subs.

Reactive, as needed

No site rental required, will be onsite of activity to be
publicized, i.e. 125 hotline, customer service center,
etc.; room set-up is theatre style, with banner targeting
the specific issue.

# events as
needed;
# press reports;
press reports
positive

Ongoing

Resources include printing budget and technical team
input.

# kits requested
and distributed; #
press reports; #
press reports
positive

Resources include technical team input where
necessary, and advertising budget; Timing tied to
World Water Day each March.

One annual spot; #
press reports; #
press reports
positive

Appropriate expert identified from roster of experts.

# experts identified;
# press interactions

Implement event
Conduct survey about impact, using the subsidiary customer surveys
Analyze this data to determine needs for the next conference
Task 2: Press conference
Identify issue to be addressed with Chairman
Determine invite list, and define responsibility for invitations
Schedule time for conference, and coordinate with HCWW Chairman
Determine location and prepare transportation
Document what will be inserted, press inserts, and what will be aired on
TV/radio; track and analyze resulting coverage.

Invitations, personal contacts

#

Customer survey about impact: did the message reach the public?
Analyze this data to determine needs for the next conference.
Task 3: Press kit
Develop/update static material (brochure, fact sheet, flyer, and newsletter)
Compile and include press releases

Spokesperson; until this
person is in place,
Personal contacts
Manager of PA dept.

Ongoing

Distribute to key press contacts
Task 4: Placed media coverage
Identify subject of importance to HCWW, and design article/advertisement
Publish article/advertisement in one popular newspaper

Spokesperson; until this
One popular paper, TBD at
person is in place,
the time of publication
Manager of PA dept.

Task 5: Press issue rapid response
Develop and maintain roster (fixed list) of experts on particular regions and
topics
Spokesperson; until this
Appropriate media channel,
When a topic comes up that the HCWW wishes to respond to, prepare the
person is in place,
TV, radio, print.
answers, including technical input, figures, and pictures as appropriate
Manager of PR dept.

As needed; ongoing

Choose right person from this roster of experts to address issue in
appropriate forum.
Task 6: Newsletter
Convene editorial committee to identify issues and articles for the issue.

Draft articles and format newsletter draft.

Manager of PA dept.

Print, distribute, and email distribution

Distributed to subsidiary
senior staff and key
stakeholders including local
councilors, senior HCWW
staff, key national
stakeholders, and donors;
displayed on bulletin boards
at subsidiaries.

4 annual
4 pages: P1: headlines, page 2, report or interview with newsletters
produced;
key figure; page 3 news clips; page 4 future events.
# distributed

Various channels determined
in coordination between
agency and HCWW.

Necessary resources include budget for contract with
advertizing agency and for buying media time/space.
Could also pool funding from subs. Not included in
regular PA budget for 2010, so it would need HCWW
BoD approval. UNICEF involvement a possibility. First
year issue: conservation, costs and investments of
water treatment. Note: a foundation of research
regarding a proposed mass media campaign exists
within UNICEF's 2009 report on "Market Research
Report on Water Sanitation and Hygiene."

1 annual campaign;
# press reports; #
press reports
positive;
Track qualitative
feedback from
surveys

Sector contacts

Participants to include Ministries of Irrigation,
Agriculture, Education, Health, Environment, among
others.

6 annual forums
held;
# ministries
participating

Task 7: Media campaign
Revisit and amend ongoing customer surveys to include questions related
to the UNICEF-sponsored campaign and baseline questions for the new
campaign
Extract results of UNICEF-sponsored campaign to identify lessons learned
for replication
Evaluate potential for campaign with senior HCWW leadership in light of
annual objectives; make go/no-go decision.
HCWW prepare RFP and brief for advertizing agency

PA Manager

Bids received, reviewed, and partner selected.
Launch campaign
Evaluate campaign, using customer surveys
Task 8: Ministerial coordination and site visits
Develop Action Plan for inter-ministerial coordination, including list of
participants

Department for
Bi-monthly meeting of a committee to coordinate between various agencies Regulatory Relations
overseeing water and wastewater
Assemble and maintain a list of key decision makers and influential figures
PA specialist
Assemble and maintain a running list of facilities/events that would be
useful in getting our messages across.

Regular visits to exemplary
facilities to ensure familiarity
with key issues, and to build
relationships

Ongoing

# of visits;
This will include political leaders (PM, members of
parliament). Use initial database developed for UNICEF # of attendees by
agency
event, updated regularly

Task 9: Civil committees
Promote the establishment of local committees, with a gen. sec. for the
governorate, including NGOs, media, local political figures. Assist subs by Subsidiaries, with
providing documents and ongoing TA.
support from PA dept.

Monthly meetings, occasional

Resources include travel and per diem for participants;
Participants include local leaders. Committees' dual
purpose is to serve as mouthpiece for disseminating

# civil committees
established or

Chaired by the WWC
Help to arrange for site visits for committee members to key sector facilities Chairman.

site visits
As needed

Jun
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8
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Jan
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4
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3
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2

Sep

Channel

Jul

Responsibilities

Aug

1
Tasks and Sub-tasks

Resources
purpose is to serve as mouthpiece for disseminating
HCWW views to the public, and for channeling public
concerns back to HCWW.

Milestones and
Benchmarks
established or
supported

Task 10: Sector events

Participate in ongoing sector conferences, exhibitions and other events.

PA Manager

Sector contacts

Ongoing

Coordinate with office of Chairman and Deputies to
ensure appropriate HCWW representation.

# of events with
HCWW
participation

Resources include CU student group.

# of Facebook
users

Facebook

Task 11: Internet and social media channels
Launch Facebook group, in cooperation with CU student group
When membership reaches 50,000, highlight via media channels

SMS

Website

Conduct review of current HCWW website

PA Manager, working
with appropriate student
groups
PA Manager / web
manager

Propose changes to incorporate key communications messages. Changes
to consider include: including automated complaint function and/or
PA Manager / web
customer survey; including a "kids corner" with relevant material and
manager
games for kids.
Identify pilot geographical area within CWC's area of operations
Support CWC's development of the pilot program announcing service
update messages by SMS
Develop and maintain email list for communications (newsletter, etc)

Possible resources include web development expertise, # updates made to
website;
donor assistance, MoE materials, subs' PA/hotline
# of monthly visitors
departments.

HCWW website

SMS used to announce new services, service
interruptions, 125 hotline developments, and other timesensitive information. Depending on experience,
HCWW can roll out elsewhere.

CWC PA dept. with
Cooperation with telecom
support from HCWW PA
company
dept.
PA Manager

List of email contacts

PA Manager

Distributed as appropriate

Ongoing

# sms messages
sent; # survey
responses
mentioning SMS
# contacts in list

Task 12: Brochures and publications
Review existing stock vs. upcoming events and needs
Update text in brochure and folder materials before printing

Resources include printing budget, and technical team
input

Share e-templates with subs via CD

# publications
produced, printed
and distributed

Ongoing

Ongoing distribution
Task 13: Customer surveys
Continue to conduct monthly survey in every subsidiary
Review survey questionnaire and add appropriate questions
Fact-check, periodic site visits for data validation by HCWW
Compile and analyze data at HCWW level

Surveying by subs' PA
Manager and dept.;
Ongoing monthly customer
review, site visits,
survey
analysis, and training by
HCWW PA dept.

Ongoing

# subsidiaries
carrying out
monthly surveys; #
Resources include consultant for periodic review of data training programs
and methodology, and possible donor assistance for
held for subs;
review and training of subsidiaries.
% survey
responses familiar
with HCWW
messages

Training course for subsidiary staff on running survey.

Festivals

MoE

Task 14: Youth and schools
Review and update materials/curricula being used in schools, including
drawings
Print and disseminate new updated materials via subsidiaries (5 schools
per subsidiary)

PA Manager, with Sohag
PA dept; Dissemination 5 schools per subsidiary
via subsidiaries

Hold festivals at governorate level, where schools present outputs based
on engagement with materials.

PA Manager, with
assistance of local PA
Participate in key events at the governorate level, including Reading for All departments
day.

Proactive and reactive
engagement with ongoing
festivals.

Build linkages with existing school environmental clubs to implement the
activities in the curricula

Subs PA units; school
environmental groups.

PA Manager, with local
PA departments

Resources include Sohag PA manager and/or other
design expertise, budget for printing, MoE involvement
for selection of schools and material dissemination.

Ongoing

# schools using
HCWW curricula

# festivals with
Resources include subs' PA units, and involvement
from community organizations; Timing of festivals linked HCWW or subs
participation
to World Water Day.
Note: useful approaches for youth interaction are
# clubs using
included in UNICEF's 2009 report on "Market Research HCWW or subs
content
Report on Water Sanitation and Hygiene."

Competitions

Select a theme for a school competition, such as a conservation-related
problem to solve
Identify 5-10 private schools and universities to participate in school
competition
Conduct site visit and assign projects and deadlines

Resources include space, materials, and refreshments
for competition event; and involvement from private
schools. Timing linked to International Water Day in
March.

Local PA departments,
with HCWW PA
Manager assistance.

# schools hosting
competition

Select winners and host event
Encourage projects concerning water conservation at universities and
private schools. Consider school-to school-international networks
Host 5 summer internships at HCWW and help to organize conference.

# schools
participating

Ongoing

5 interns helping
with conference

Manager of PA dept.

Task 15: Seasonal outreach
Prepare and disseminate seasonal greeting cards; one during Ramadan;
another around Coptic Christmas

Manager of PR dept.

Personal contacts and
HCWW distribution lists.

Ramadan card can include fasting schedule. Cards will 2 annual cards; #
cards distributed
include conservation messages.

Sub. Struct.

Task 16: Support for subsidiary PA activities
Review organizational structure and human resources of subs' PA
departments

Heads of subsidiary PA units

PA Manager

Heads of subsidiary PA units

4 workshops held

PA Manager

Heads of subsidiary PA units

Propose standard organizational structure, including titles and position
descriptions, for adoption across the sector
Review subs' implementation of activities quarterly in workshops

Training

PA Manager

Standard org.
structure
developed,
approved and
disseminated

Identify training needs of subsidiary PA units via ongoing quarterly
meetings

Review to include capacity of local PA units in
contributing toward the newsletter and surveys, and to # training programs
adopt HCWW messages and PA initiatives. Coordinate made available
with donors as appropriate, including USAID, UNICEF

Propose basket of courses for implementation at subsidiary level. PA unit
to deliver select courses.

TA

Develop sample designs for use by subsidiaries for: flyers attached to bills,
water tanks, billboards, etc.
Disseminate design ideas through quarterly meeting with subsidiaries and
via CD or other e-channels.
Develop Subsidiary Communications Guidelines, in coordination with
USAID/WWSS Program

PA Manager, and subs'
PA depts.

Flyers with bills, billboards
and water tanks, etc.

Resources include design assistance, and possible
donor assistance. Coordinate with ongoing new hire
orientation process organized by HR sector.

# templates
disseminated to
subs;
# subs receiving
comm guidelines; #
subs with comm
messages in new
hire orientation

PA Manager

Agreement; regular meetings,
frequency TBD.

Financial issues TBD. A list of potential NGO partners
is included in UNICEF's report on "Market Research
Report on Water Sanitation and Hygiene."

# NGO forums held;
# NGOs
participating

Communicate to donor sector needs, and coordinate
with donor agenda. Purpose: keep donors interested
and engaged.

# donors in
contacts database;
# donor programs
underway

Develop materials with key messages for new hires for inclusion in new hire
orientation program.
Task 17: NGO forum
Make an agreement between HCWW and NGO umbrella organization to
disseminate HCWW messages to customers. Make use of key figures to
broadcast messages to public.
Task 18: Donor outreach
Ongoing

Assemble and maintain a list of donor contacts
Review scope and plans of major donors, and monitor their scope with
HCWW and subsidiaries
Prepare materials and strategy for ongoing high level donor coordination
meetings.

PA Manager, in
coordination with ViceChairman's office

