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ABSTRACT 

This study focuses on measuring the effectiveness of the demarketing impact on the behavior of purchasing of 

water in individuals. This study has included five axes and each axis corresponds to the hypothesis of the research, as for 

the sixth hypothesis which focuses on the relationship between the variables of the study. A questionnaire was prepared 

consisting of 17 questions in order to test the hypotheses of the study. The questionnaire was applied to a sample consisting 

of (345) Jordanian consumers and the data has been processed through the use of SPSS analysis to extract the averages and 

one sample t-test value and to find the relationship between the components of the five study models. The analysis results 

showed the hypothesis was accepted. H1- There is an effect of demarkting promotion campaigns on the consumer behavior 

and awareness of individuals also improve their behavior at Water consumption H3- There is an effect when raising the 

price of a measurement unit of water on reducing water consumption. The foregoing shows that demarking promotion 

campaigns and raise the price of a unit of measurement of water impact on the rationalization of water consumption.           

In contrast, we find rejection of the following hypotheses: H2- Individuals give great importance to follow-up awareness 

campaigns that are carried out by civil society organizations to rationalize water consumption.H4- There is an effect for the 

amount of given water on the amount of consumption water H 5-individuals realize the importance of rationalizing water 

consumption. This indicates that the Jordanian consumer does not follow the awareness campaigns which are carried out 

by civil society organizations and rationalize consumption, even if it is reducing the amount of pumped water and also do 

not realize the importance of rationalizing water. 

KEYWORDS:  Demarketing, Rationalizing Water, Consumer, Behavior, Consumption 

INTRODUCTION 

The interest of companies to meet the needs and desires of consumers and compete with each other to use 

methods of encouragement and stimulation and persuasion is creating habits and consumption patterns which adversely 

affect society and the environment. It became necessary for civil society organizations, businesses and governments that 

work to educate individuals, to improve many of bad consumer behaviors that have become a source of concern for those 

working in the field of preserving the public health and the environment. This requires great effort and intensive awareness 

campaigns since the process to influence the behavior and try to change it is not an easy process; it takes a long time to 

change behavior and improve it commensurate with the preservation of the environment and natural resources, community 

and energy sources. The majority are talking about the role of marketing in reducing the smoking, some have considered 

that smoking is the only problem which is harmful to the individual and society. But there are also a lot of consumer habits 

that generate harm and represent significant risks to the economy, health and natural resources. These should also be given 

attention by workers in promotional activities and civil organizations societies and governments, and this requires them to 
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do awareness campaigns and to enact laws and regulations which play an important role in educating individuals to: 

• Rationalization of Water Consumption: There is a global problem concerning water and governments are 

trying to urge individuals to the rationing of water as a national treasure which must be preserved. 

• Rationalization of electricity consumption and educating individuals about the importance of energy and its 

impact on the national economy. The lack of attention to the amount of consumption or consumption of                  

non-standardized and non-programmer will adversely affect the economy and deprive others to access to them. 

• Quitting smoking and highlight its disadvantages and health problems which are endured by smokers and the bad 

influence of smoking process at non-smokers, the environment and society. 

• Rationalizing the consumption of unhealthy food, such as fat, which is considered an influential factor for heart 

disease. 

• The professionals and workers in the field of marketing should give great importance for demarketing and focus 

on improving the consumer behavior of individuals, and seeking to apply the concept of social marketing in order 

to achieve the individual, society and the environmental interests. Also work on the reduction of promotional 

activities that encourage the consumption of harmful goods and teaching individuals how to rationalize 

consumption and stay away from irresponsible marketing activities in which companies are reaping profits at the 

expense of the individual, society and the environment.  

• It takes a long time for staff to be able to achieve their goals in the process of awareness and sometimes 

individuals do not want to respond to it. Therefore, the competent authorities should initiate laws to reduce the 

consumption of some goods and work to raise prices which also determine the quantity of consumption, such as 

water and electricity, and when exceeding the prescribed limit the price should be double. They should also put 

certain procedures to protect society from individuals who do not appreciate this responsibility.                      

The aim of demarking is to persuade customers not to use the product or service and at the same time to keep 

commodity and service available in the market and bring awareness to workers in the field of demarketing that the 

purchasing behavior, influence of individuals and reducing the demand of the process is not easy, but requires 

great and continuous effort. 

RESEARCH PROBLEM 

The world is facing a problem in maintaining the wealth of water and working on rationing its consumption by 

urging individuals to rationalize it and to make them aware of the risks that may arise as a result of the lack of their 

awareness of its importance and the importance of preserving it. Proceeding from this, the demarkting strategy is one of the 

most effective concepts in rationalizing the consumption of goods and services, including water, and the result of                  

non-programmer consumption is harmful to the consumer, society and the environment. From this, the research questions 

are: 

Does demarketing play an active role in the influence of the consumer behavior of individuals for Water from this 

hypothesis we derive the following hypotheses 

• What is the effect of the demarking promotion campaigns on consumer behavior for individuals and do them 

make them aware of their behavior and improve consumption of water 
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• Do awareness campaigns that are carried out by civil society organizations have an impact on the rationalization 

of water consumption 

• Does raising the price of a measurement unit have effect on reducing water consumption 

• Does the quantity of given water have an effect on the quantity of consumption water. 

• Do individuals realize the importance of rationalizing water consumption 

• There is a significant relationship between the constructs of the study model 

RESEARCH OBJECTIVES 

We aim through this research to: 

• Identifying the demarketing impact on the consumer behavior of individuals who consume water 

• Identifying the role played by demarkting promotion campaigns and the impact on the consumer behavior of 

individuals and make them aware of their behavior and improve consumption of water 

• Knowing the extent of the follow-up of individual awareness campaigns by civil society organizations to 

rationalize water consumption 

• Identifying if the impact of raising the price of a measurement unit has an effect on reducing water consumption 

• Know the extent of the effect of the quantity of given water on the quantity of consumption water. 

• Know the extent of individuals awareness for the importance of rationalizing water consumption 

RESEARCH HYPOTHESES 

H - The demarketing plays an important role in influencing consumer behavior of individuals for water 

H1 - There is an effect of demarkting promotion campaigns on the consumer behavior and awareness of 

individuals also improve their behavior at Water consumption 

H2- Individuals give great importance to follow-up awareness campaigns that are carried out by civil society 

organizations to rationalize water consumption 

H3 - There is an effect when raising the price of a measurement unit of water on reducing water consumption 

H4 - There is an effect for the amount of given water on the amount of consumption water. 

H5 - Individuals realize the importance of rationalizing water consumption 

H6 - There is a significant relationship between the constricts of the study model 
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THE STUDY MODEL 

 

Figure 1: Study Model 

THE CONCEPT AND STRATEGY OF DEMARKETING 

The Concept of Demarkting 

Dominic et al (2001) the first who used the term "demarkting" were Kotler and Levy (1971). They identified it as 

the demarketing represents the efforts aimed at reducing the demand for a product. It is so for several reasons, including 

the absence of a sufficient quantity of the product is equal to the product demand or lead to health problems or may have 

major damage on the economy, demarketing as ‘that aspect of marketing that deals with discouraging customers in general 

or a certain class.  

ROBERT S. MOORE (2005) defined the Demarketing the act of discouraging consumption or use of specific 

products or services and Nicholas P (2014). Refers to the de-marketing with prohibitive pricing which can be used not only 

to weed out undesirable customers, but also to bolster brand equity and reputation. Arvind Ravikumar, 2011 notes that 

Demarketing is the exact opposite of marketing. Demarketing involves efforts which try to discourage (not completely 

nullify) the demand for a product.  

Demarketing must play an active role in pushing people to move away from the consumption of goods harmful to 

health and the economy. This requires the cooperation of all stakeholders, marketers and civil society organizations and 

governments. Demarketing - marketing is aimed at limiting growth; practiced, for example, by governments to conserve 

natural resources, which urges the public to limit the consumption of a product, as at a time of shortage. 

Tools used to Demarkting t include: 

Higher Prices: This is one justification for high taxes on cigarettes and liquor . - Counter-advertising -                         

e.g., counter-ads advising young people not to take crack, cocaine, or heroin.  

Limiting Advertising:  Cigarettes, for example, may not be advertised on television. 
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Limited Distribution:  Alcohol may only be sold in stores with a license Social & welfare support and 

Information dissemination of information 

The objectives of demarketing involve decreasing the consumption of a product 

Demarketing Strategy 

The demarketing strategy must start from the study of the causes of behavior and diagnosis of the factors that 

encourage individuals to continue it. Amongst these factors is the family that plays the main role in the composition of 

consumer habits of individuals. Behaviours such as water and electricity consumption and how to deal with it carefully, as 

well as the nature of food consumption, which vary from one family to another, and most notably in countries that rely on 

homemade food and also smoking which is affected by the atmosphere of the family on individuals and smokers.         

Therefore specialists in demarketing should draw strategies that give great importance to the family and the place or state 

to which the family belong to, in order to develop successful programs to guide individuals towards the correct behavior 

and, at the same time, must keep in account the friends and the group to which the individual belongs to as its role has 

become very influential on behavior. This effect increases as a result of the parents' preoccupation for children, and the 

individuals they spend a long time with, and if they don’t protect them and give them information and guidance, they will 

be heading towards injurious behavior for them and for the society.  

The environment, as well as academic achievement and age effect on the behavior of individuals since they will 

be more aware of the damage that may be caused by the excessive consumption of energy, water and harmful of foodstuffs, 

smoking and other. The demarketing management should try to develop effective extension programs based mainly on 

identifying reasons of behavior, as well as governments should put specific restrictions on harmful goods, do awareness 

campaigns which include all components of society.and work to raise prices since the price is one of the effective factors in 

reducing consumption. Dominic Medway, Gary Warnaby, Sheetal Dharni (2011) indicate that 

Kotler and Levy (1971) (p. 75), identify three types of demarketing strategies that may be practiced: 

• General Demarketing: Which is ‘required when a company wants to shrink the level of total demand’ 

• Selective Demarketing: Which is ‘required when a company wants to discourage the demand coming from 

certain customer classes 

• Ostensible Demarketing: Which ‘involves the appearance of trying to discourage demand as a device for 

actually increasing it 

Kotler indicated (2011) that the marketers in the past have based their strategies on the assumption of infinite 

resources and zero environmental impact. With the growing recognition of finite resources and high environmental costs. 

They need to revise their policies on product development, pricing, distribution, and branding. The recent financial 

meltdown has added another layer of concern as consumers adjust their lifestyles to a lower level of income and spending. 

Companies must balance more carefully their growth goals with the need to pursue sustainability. 

Berna et al (2014) verify that although there is increased awareness of issues surrounding consumer well-being, 

consumers often lack the personal commitment to improve their quality of life. This article builds on the concept of a goal 

hierarchy to propose that small acts may have unintended, large consequences on various domains of consumer well-being. 

A decrease in commitment to well-being goals (e.g., sustaining the natural environment) may stem from people's failure to 



36                                                                                                                                                                                                        Rudaina Othman Yousif 

 
Impact Factor (JCC): 4.9926;                                                                                                             Index Copernicus Value (ICV): 3.0 

achieve everyday sub goals (e.g., failing to recycle a newspaper). Four experiments in three contexts (i.e., consumer 

overspending, environmentally friendly behaviors. Ken Peattieet al (2009) defend the use of the discipline of marketing to 

contribute to consumption reduction from a social marketing perspective. The authors review the difficulties of applying 

conventional marketing theory and practice in pursuit of more sustainable consumption, and the logic of applying an 

adapted form of social marketing to promote more sustainable lifestyles and reductions in consumption.                                   

This study also uses a health-oriented social marketing campaign to demonstrate the potential of a social marketing 

approach to address ingrained forms of consumer behavior and to successfully ‘de-market’ products. 

PREVIOUS STUDIES 

By reviewing what was published about de-marketing we find that most of the studies have focused on the role of 

demarketing in reducing the phenomenon of smoking. However, our study focused on the role of demarketing in reducing 

water consumption. Nevertheless, we will show some studies which are related to the role of demarketing in reducing 

consumption as the study suggests. 

ROBERT S. MOORE’s study (2005), The Sociological Impact of Attitudes toward Smoking: Secondary Effects 

of the Demarketing of Smoking Indicates that the use of demarketing actions, such as antismoking advertising campaigns, 

has contributed to the decrease of the proportion of smokers in the general population. A consequence of demarketing 

efforts has been the development of negative stereotypes of smokers.  

On another level, the study of Brian et al (2006) examines the drivers of risky behaviors such as smoking among 

the economically disadvantaged. Smoking rates and smoking related illnesses are on the rise in this group and previous 

research has not adequately considered the efforts of smoking cessation marketing campaigns and anti-smoking policy 

directives. Data were gathered from ethnically diverse, low-income consumers. Logistic regression analysis 729 revealed 

that depression, gender, race, and age are significant predictors of risky behavior (smoking) in this group. 

The study of Panwar et al (2008) examined why people consume gutkha? Is there any specific perceived benefit 

from consumption? If yes, could this help identify various segments of gutkha consumers for evolving some more focused 

social marketing strategy to wean people away from gutkha addiction. 

The design, methodology and approach of the study considered that gutkha addiction is a social problem severely 

affecting the health and well-being of the society. A comprehensive study, involving 1400 respondents was conducted in 

the state of Gujarat. A two stage cluster sampling procedure was adopted for data collection.The findings showed that the 

cluster analysis procedure using SPSS package helped identifying three distinct segments of gutkha consumers.                

The first cluster comprising about 43 percent respondent was named as ‘Compulsives’ because they were found to be 

strong addicts, unable to live without gutkha. The second segment comprising about 30 percent respondents included 

mostly young greenhorn ‘Imitators’ chewing gutkha for fun, excitement or just for time pass. The third group was labeled 

as ‘Socialisers’ because they considered gutkha consumption as status symbol and a means of socialisation. 

As consumption motives are different, it was concluded that different de-marketing strategies are needed for the 

three aforesaid segments 

Stock and Balachander (2005) indicate that the scarcity of goods and lack of offer which may suggest to 

customers as the goods have a high-quality.  
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The paper, prepared by Anna Zapletalová (2013) on the use of demarketing in social marketing, focused on the 

eating disorders issue which was chosen for demonstration due to its severity and frequency. Twenty-nine advertisements 

were examined to find out whether or not the principles of demarketing were included. Potential effect on consumer of 

such advertisements was discussed and the study added that the eating disorders were one of the important topics for social 

marketing. It was found that its outputs were mainly focused on description of those illnesses, pointed on high mortality 

rate or offers of a helping hand. However, approximately a fifth of the output showed relationship with demarketing.                

This showed that advertisements actively or passively encourage the elimination of consumption of specific product or 

services related to current thin-ideal. 

Christopher (1988) say about a reduction in resource consumption, overuse, and programme demand, marketers 

and managers can: 

• Decrease advertising and promotion for the park, facility, programme, or recreational activity. 

• Create a rationing programme, apportionment, or permitting programme. Managers can meet demand on a 

proportionate level. The park or facility can satisfy x% of total demand. The supply can also be allocated to a 

favoured public, much like the National Park Service does Colorado River permits. 

• Increase entrance fees, license fees, permit costs, and programme fee 

METHODOLOGY  

Data Source 

This current research uses two types of data sources to conduct this study: 

• Secondary Sources: Data and information obtained from reviewing the literature and research findings related to 

this study and its objectives. Also used in the design and development of the study's model. 

• Primary Sources: Pertaining to data collection through the development and design of an initial questionnaire 

that was distributed to34 individual, to determine the factor influencing of rationalizing the consumption of water 

by the Jordanian citizen 

According to the results of this preliminary study and the literature review, it has been drafted                                     

(the final questionnaire) and evaluated by many specialists in marketing and e-marketing, especially electronic promotion. 

The final form includes 17 questions which were distributed to(5) dimensions. 

The Scale and Diminutions 

The scaling technique adopted by this study is considered one of the main instruments of current marketing 

research Malhotre et al 2004) and is most commonly used for assessing how people feel or think about objects or 

constructs (Neuman 2003). Having taking into consideration the criteria for selecting a scaling technique (Al samydai et al 

2013), for example, information needed by the study and the characteristics of the respondent as well as the model of 

administration (Al Samydai et al 2014) (Alrin et al 2003), the quintet (Likert) Scale was chased for the current study. 

Therefore all the focal constructs of the current study user measured on quintet/ likert). Scale range from: Strongly agree 

(5) agree (4) neutral (3) disagree (2) strongly disagree (1) 

 This current study is divided into five dimensions, according to the study model and its purpose: 
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Dimension (1): The effect of demarkting promotion campaigns in rationalize water consumption 

Dimension (2): The Follow-up awareness campaigns which are carried out by civil society organizations 

Dimension (3): The effect of raising the price on the rationalization of consumption 

Dimension (4): There is an effect for the amount of given water on the amount of consumption water. 

Dimension (5): Realizing the importance of rationalizing the consumption of water 

Analyzing Method 

Many of the methods and statistical techniques are used to get the results and analysis to access for the purposes 

of this study, and the means include the using of: 

Descriptive Analysis, Cronbach's alpha, person's correlation coefficient, (one sample t-test was also used for 

testing the hypotheses)  

RESULTS 

Test of Reliability 

A reliability coefficient of (Cronboach's Alpha) 70% or higher is considered "acceptable in most social science 

research. The result of this test in the current study is 79% as table (1) 

Table 1: Reliability Coefficient 

No. Cases Cronbuch's Alpha No. Items 
345 .79 17 

 

General Result 

By using descriptive analysis it was determined that the of all questions are over the midpoint (3) except for the 

questions (8, 16, 17) this results show in table (2) 

Table 2: Descriptive Statistics and One-Sample T-Test 

Rang Signifier 
T 

Value 
Std 
Dev 

Mean Questions No 

First Dimension: The Impact of the Demarkting Campaigns in the Rationalization of Water Consumption 

5 .000 8.268 1.02236 3.4551 
succession of the promotional campaigns, which urges 
people to rationalize water consumption 

1. 

8 .000 3.905 .99267 3.2087 
. we find that promotional campaigns which aimed to 
rationalize water consumption are affect the behavior 
of individuals 

2 

7 .000 4.145 1.03913 3.2319 
. we find that advertising messages that you faced by 
media which urges individuals to rationalize water 
consumption are attractive and impressive 

3 

10 .000 2.143 1.25609 3.1449 
. Encourages friends and family to follow the 
advertising messages which aimed to rationalize the 
consumption of water 

4 

9 
 

.000 3.392 1.03184 3.1884 
. Encourages the friends to follow the advertising 
messages aimed to rationalize the consumption of 
water 

5 
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Table 2: Contd., 

3 .000 18.268 1.04915 4.0319 
. we find it is necessary to intensify promotional 
campaigns to rationalize water consumption 

6 

Second Dimension: Effect of Following up the Awareness Campaigns which Carried out by Civil Society 
Organizations to Rationalize Consumption 

11 .220 1.229 1.22679 3.0812 

- holding seminars and conferences which dealing 
with the importance of preserving water resources and 
rationalizing the consumption of water that carried out 
by civil society organizations 

7 

15 .187 -1.321 1.01899 2.9275 
.holding awareness campaigns which carried out by 
civil society organizations to rationalize water 
consumption 

8 

Third Dimension: The Effect of Raising the Price on the Rationalization of Consumption 

4 .000 17.288 1.06197 3.9884 
. raising the price of Measure unit of water plays an 
important role in rationalizing consumption 

9 

2 .000 20.355 .99977 4.0957 
. lifting support on water prices play a big role in 
rationalizing consumption 

10 

3 .000 21.450 .89353 4.0319 
. imposing fines on those who exceed the amount of 
the specific consumption of water, according to the 
instructions 

11 

1 .000 25.853 .82256 4.1449 
. individuals in Jordan consume water in an 
unorganized way and this requires a pricing policy to 
treat with that 

12 

Fourth Dimension: Effect of the Amount of Supply is Affecting the Amount of Water Consumption 

13 .430 .791 .85129 3.0362 
. reducing the amount of water which pumps by the 
Water Authority plays an important role in 
rationalizing consumption 

13 

12 .236 1.188 .91777 3.0587 
. pumping water once every ten days will play a role 
in rationalizing consumption 

14 

Fifth Dimension: Realizing the Importance of Rationalizing Water Consumption 

6 .000 5.184 1.03852 3.2899 
. individuals should understand the importance of 
rationalizing water consumption 

15 

4 . 756 -.311 1.21145 2.9797 
individuals should understand the importance of 
rationalizing water consumption because it plays an 
important role in protecting the economy 

16. 

16.. . 051 -1.956 1.21089 2.8725 
the Jordanian consumer should understands the efforts 
to provide water 

17. 

     

Results indicate that, ranked first with an average of (4.1449), individuals in Jordan consume water in an 

unorganized way and this requires a pricing policy to deal with that. Competent authorities should work on the 

development of programs of consuming and providing outreach to guide the consumers in Jordan about the organization of 

water consumption. Consistent members of the sample show that raising the price of water contributes to the Jordanian 

consumer to recognize consumption. As for the Jordanian consumer should understand the efforts to provide water, the 

ranked last, with an average (2.8725), this indicates that the Jordanian consumer does not respect the efforts that are being 

made in order to provide water. 

Testing Hypothesis 

The first category: test results of the five hypothesis of the study are shown in Table (3) statistical analysis of this 

table illustrates the overall mean score of respondent which measures the dimensions (D1, D2, D3, D4 and D5) that 
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correspond to the hypothesis. 

The mean values of these are (H1=3.3768, H2=3.0043, H3=4.0652, H4=3.0475, and H5=3.0478).                                      

These values are above the scale midpoint (3) with the standard deviation showing small dispersion this mean moreover. 

These results were further validated by one –sample t-test which revealed that the overall mean difference for 

these dimensions as whole was statistic significant (N=0.000) at (Ns=0.05) with height T. Value, (H1=8.838, H2=.097, 

H3=29.145, H4=1.042, and H5=.943), these scores of the hypothesis (H1 and H3) are bigger than tabular (t=1.96) As a 

result of the hypotheses are accepted this results show in the Table (3) but these scores of the hypothesis (H2, H4 and H5) 

are Less than tabular (t=1.96) As a result of the hypotheses are Rejection this results show in the table (3) 

Table 3: Testing Hypothesis 

Signifier 
T 

Value 
Std 
Dev 

Mean Hypothesis 

.000 8.838 .79190 3.3768 
H1- There is an effect of demarkting promotion campaigns 
on the consumer behavior and awareness of individuals 
also improve their behavior Water consumption 

.000 .097 .83569 3.0043 
H2- Individuals gives great importance to follow-up 
awareness campaigns that carried out by civil society 
organizations to rationalize water consumption 

.000 29.145 . 7886 4.0652 
H3- There is an effect for raising the price of a 
measurement unit of water on reducing water consumption 

.298 1.042 .84579 3.0475 
H4-- There is an effect for the amount of given water at the 
amount of consumption 

.000 .943 .93248 3.0478 
H5 - -individuals realize the importance of rationalize 
water consumption  

 

The Second Category: It test the construct of the study model. In order to test the relationship between the 

constructs of the study model, spearman, correlation coefficient was adopted and hypothesis (H6) was developed.                  

There is a significant relationship between the constructs of study model (an effect of demarkting promotion campaigns, 

Follow-up awareness campaigns which are carried out by civil society organizations, the effect of raising the price, the 

effect of the amount of given water at the amount of consumption, perception the importance of rationalize water 

consumption), results of the analysis of spearman's coefficient are shown in the table (4) 

Table 4: Sperman’S Correlation Coefficient 

D5 D4 D3 D2 D1 Dimensions 
.055 .754 .174 .542 1 D1 
-.021 .914 -.076 1 .542 D2 
-.083 .000 1 -.076 .174 D3 
.049 1 .000 .914 .754 D4 

1 .049 -.083 -.021 .055 D5 
 

Correlation is significant at the.01 level (2-tailed) 

In the table, the Spearman's correlation coefficient shows that there is a positive relationship between the 

dimensions of the study with the exception of D2, D3, D5, which have inverse relationship. 
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DISCUSSIONS AND CONCLUSIONS 

This study seeks to measure the effectiveness of current demarketing impact on the consumer of water behavior. 

For this purpose has been developed a model of study, which includes many of the factors that have been divided into five 

dimensions. They are: 

• The impact of the demarkting campaigns in the rationalization of water consumption and the effect of following 

up the awareness campaigns which are carried out by civil society organizations to rationalize consumption.                  

The effect of raising the price on the rationalization of consumption and the effect of the amount of supply that 

affects the amount of water consumption and realizing the importance of rationalizing water consumption.                

Five hypotheses have been developed and each hypothesis corresponding to the axis of the axes of the study and 

variables of study model. 

• The analysis of the data was mainly based on conducting "Descriptive statistic" to extract the means and the 

standard deviations. This was followed by using a one sample T-test analysis to examine the hypotheses.                   

That was mainly developed to examine the relationship between the different components (contracts) of the 

study's model, spearman's correlation coefficient was used to test this hypothesis.  

• The important results of this study were: the responses of the study's sample to the survey (17questions), were all 

positive, except for to (questions; 8, 16, 17) as the means for these questions were less than three (midpoint =3) 

relative to the mean. 

As for the one sample T-test analysis, all questions exceeded 1.962 except the questions (7, 8, 13, 14, 16 and 17). 

The study results indicated that the Jordanian consumer consumes water in an unorganized way, as the question 

twelve (individuals in Jordan consume water in an unorganized way and this requires a pricing policy to deal with that) 

was ranked first among the questions and an average of 4.1449 and one sample T-test analysis value is 25.853.                       

This requires from the authorities responsible for organizing and rationalizing water consumption work to develop a 

program for this and awareness of Jordanian consumer and urge them to adopt this program in order to rationalize water 

consumption. This may agree with the study of Panwar et al (2008) which examined why people consume gutkha.                   

This study emphasizes the formulation of demarketing strategy in order to play an effective role in reducing the 

consumption of gutkha. 

The members of the sample found that raising the price of a unit of measurement of water will play an important 

role in the rationalization of consumption of water (lifting support on water prices play a big role in rationalizing 

consumption) is the tenth question and the second ranked with an average of 4.0957 and one sample T-test analysis value is 

20.355. 

As for the hypotheses of the study, the first hypothesis (There is an effect of demarkting promotion campaigns on 

the consumer behavior and awareness of individuals also improve their behavior Water consumption) was accepted with a 

value of one sample T-test analysis of 8.838, which exceeded 1.962 and this indicates that the demarkting promotional 

campaigns play an active role in guiding consumer behavior for Jordanian consumer of water. Therefore, competent 

authorities should try to intensify demarkting promotion campaigns in order to urge individuals to rationalize consumption, 

and this is consistent with the study of Moore (2005). This study concludes that the demarkting advertising campaigns play 
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Impact Factor (JCC): 4.9926;                                                                                                             Index Copernicus Value (ICV): 3.0 

an important role in reducing the amount of consumption of cigarettes. The third hypothesis (There is an effect for raising 

the price of a measurement unit of water on reducing water consumption) was also accepted with a value of one sample              

T-test analysis of 29.145 and which exceeded 1.962 thus indicating that raising the price of a unit of measurement of water 

plays an important role in rationalizing the amount of consumption.  

While we find that the second hypothesis (Individuals gives great importance to follow-up awareness campaigns 

that carried out by civil society organizations to rationalize water consumption) has no effect on the awareness campaigns 

carried out by civil society organizations and Jordanian consumers do not follow the campaigns. Workers in this field 

should find the appropriate methods that contribute to encourage individuals to follow up on these campaigns and this is 

consistent with the study of (Abu Rziza 2003) which indicates that the concerned authorities in the Kingdom of Saudi 

called for intensified efforts to educate people on the need for rationalize water consumption. As a consequence, they 

formulated programs and seminars, urged imams to educate individuals and also urged journalists and the media to raise 

awareness among individuals to rationalize the consumption of water. But despite this intensive campaigns to educate 

people on the rationalization of water it did not achieve its goals. As for the fourth hypothesis (There is an effect for the 

amount of given water at the amount of consumption), it was rejected as well as the fifth hypothesis (-individuals realize 

the importance of rationalize water consumption) with the value of one sample T-test analysis less than 1.962. 
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