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1. Introduction

“The ICZM process starts with the awareness of issues of common concern, which facilitates a dialogue and exchange of views among interested and affected parties which in turn supports cooperation amongst the parties, and this is the basis for coordination of action which – in time – fosters integration of management” (European Commission)
The SMAP III project ALAMIM aims to support a sounder and more sustainable development of the Coastal Zone of Alexandria through the promotion of integrated management of Lake Maryut Zone, and the adoption of a sound participatory integrated development action plan for this zone encompassing environment protection, economic development and the needs and interests of all stakeholders. The action targets Alexandria Governorate, the Regional Bureau of the Egyptian Environmental Affairs Agency EEAA, relevant local and national authorities, industries, local communities and NGOs, private sector, investors, and visitors. The main activities include the participatory development of an integrated action plan for the Lake zone involving all stakeholders; the design and institutionalization of Lake Maryut Management and Monitoring units at Alexandria Governorate and the regional bureau of EEAA and developing the necessary methodological, technical and financial instruments for implementation; and capacity building activities and public awareness programmes for local and provincial authorities and stakeholders. 
One key element to advance in this process is awareness raising. Awareness is one of the pillars of participation and moreover is the basis for taking the right choices and the appropriated decisions. In view of the importance of raising awareness on Integrated coastal zone management, sustainable development, and the Lake Maryut problems and opportunities, an strategy will be agreed by all ALAMIM partners which will:

1. Define the specific awareness raising goals of ALAMIM

2. Define the key messages of  for the Strategy
3. Identify specific target groups and define its characteristics 
4. Contain specific awareness campaigns for different target audience
5. Make a choice of methods and tools and evaluate its implications in terms of human and financial resources
6. Agrees on monitoring methods to evaluate the success of the ALAMIM campaigns.
AWARENESS RAISING AND PARTICIPATION
Awareness raising is one of the pillars on which public participation can be built. 

The goal of public awareness, sharing of info and education for environment and sustainability is to develop knowledge, understanding and skills to behave and act for the protection of natural and cultural environments and promote sustainable forms of development. The best way to obtain this is by respecting institutionalised and voluntary rules agreed by understanding dialogue, participation and partnership (Scoullos, M.J. 2002). Therefore participation is linked to information, education and awareness. These are different pillars of the participation pyramid. The process can be built starting on any of these components, which will serve as a basis to advance on the others. , but all of them need to be addressed in order to build the pyramid. 

[image: image3.jpg]ALAMIM





Figure 1: The pyramid of participation (Scoullos, M.J. 2002)

DEFinition of AWARENESS RAISING
To raise awareness of something – good, bad or indifferent – is to promote its visibility and credibility within a community or society. To raise awareness is also to inform and educate people about a topic or issue with the intention of influencing their attitudes, behaviours and beliefs towards the achievement of a defined purpose or goal (Sayers, Richard 2006).

Awareness-raising is generally considered a constructive and potentially catalytic force that ultimately leads to a positive change in actions and behaviours. 
To raise public awareness of a topic or issue is to inform a community’s attitudes, behaviours and beliefs with the intention of influencing them positively in the achievement of a defined purpose or goal (Sayers, Richard 2006). For example, the goals in our actions could be to improve public health, to recover the lake Maryut ecosystem and to improve the socio-economic conditions of the neighbourhoods around the lake and others. 

AWARENESS RAISING AND BEHAVIOURAL CHANGE

As mentioned above, awareness raising aims to lead to a positive change in actions and behaviours. However, providing information and creating awareness about an issue does not automatically lead to behavioural change. In order to reach behavioural change there are several phases that should be accomplished.

People must be encouraged to move through each successive phase in order to reach the point where new behaviours can be maintained and others are encouraged to adopt them.
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Figure 2: Seven steps to behavioural change (Sayers, Richard 2006)
We must know in which phase the majority of the target population is in, and develop an appropriated message and communication strategy in order to support them in advancing through the different steps.

2. MEthodology
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The methodological approach to build a strategy for public awareness and define campaigns and actions could be articulated through the following scheme: 
 








Figure 3: Methodological approach to a raising awareness strategy

The key components which need to be defined are the following:

The MAIN RAISING AWARENESS OBJECTIVE / AIM

The ALAMIM partnership agreed during the elaboration of the project proposal that the main objective of the ALAMIM awareness raising component is: 

To raise awareness on the advantages of the integrated management of coastal zones in general and the integrated management and action plan for the development of Lake Maryut in particular. 

This general objective is by nature very broad. In order to build the strategy and the actions to be included in the awareness campaigns, the partnership should agree on some more specific objectives (goals). These goals should be reduced in number (about five) and be specific.

	ACTION: The first task of the Working Group on Awareness Raising (WG-AR) is to define these goals and discuss them with the ALAMIM partnership in order to reach an agreement.


Some suggestions for public awareness objectives could be 
1. Goal 1: To raise awareness of the stakeholder community on the complexity of the environmental and socio-economic problems of Lake Maryut and their negative implications for the development of Alexandria. 

2. Goal 2: To raise awareness of the key stakeholder community on the socio-economic and environmental benefits of the integrated coastal zone management approach

3. Goal 3: To motivate key coastal stakeholders to participate in the process of drafting an ICZM Plan of Action. 

4. Goal 4: To raise awareness on European environmental policies supporting ICZM in the light of the EU-Egyptian association agreement

5. Goal 5: To avoid overlaps and develop synergies with other initiatives of similar objectives by keeping decision takers of those initiatives informed on ALAMIM activities and outputs.

These goals should be structured in key messages. However, in order to define the appropriated messages to be communicated through our strategy, some prior questions must be answered: 

1. Who are our target groups? 
2. What are the needs of each target group?
3. What are the challenges/issues that should be addressed?
4. How does it fit into ALAMIM? (can we del with all those challenges? Which are the ones closely related to the ALAMIM objectives?)
5. What are the major obstacles? 
6. What human and financial resources are available?
The CONTEXT 
Regarding the current situation (environmental and socio-economic) of Lake Maryut a sound basis of information has been collected through the Stocktaking “Background materials” and the Stakeholders analysis. Both documents are available at http://www.medcities.org  under “Documents”. These two documents will feed the awareness raising strategy in terms of defining the issues and challenges to be addressed (question 3), the mayor obstacles (question 5) and the definition of the target groups and their needs (questions 1 and 2). The questions 4 and 6 are to be answered by the full partnership against the ALAMIM project proposal. 

In brief, regarding the challenges and issues to be addressed, the ALAMIM partnership agreed during the partners meeting on 29th November 2007, on the basis of the Stocktaking exercise, that these challenges are the following: 

7. Not good ecological and chemical state of the water bodies of the lake Maryut. 

8. Low levels of structured and equilibrated economic, urban and social development.
9. The human activities near the lake have low levels of environmental integration and management. 

10. The governance system is not adapted to affront and overcome this main sustainability challenges. 

Even though these challenges are the ones to be addressed through our Raising Awareness Strategy, the WG-AR will need to collect all possible information on other initiatives carried out in Alexandria addressing environmental education, awareness raising, informal neighbourhoods, etc. The WG-AR identified at least the following information to be collected and revised by the group:

1) Health study from the Medical department addressing fishermen health (to be provided by Alexandria Governorate - EMU)
2) GTZ work regarding upgrading neighbourhoods and Lake Maryut management (documents to be provided by Alexandria Governorate - EMU through the Governmental information centre)
3) CDS materials regarding upgrading neighbourhoods and Lake Maryut management (documents to be provided by Alexandria Governorate - EMU)
4) List of ongoing awareness campaigns in Alexandria (to be provided by Alexandria Governorate - EMU)

5) Revision of the NGOs mentioned in the stakeholders’ analysis and information on other associations which might be active in the field of environment, social or health. (to be provided by Alexandria Governorate - EMU)
6) Wastewater plan, urban planning proposals in the lake boundaries, other relevant cases as Lac de Tunis.
7) METAP Study “The Cost of Environmental Degradation: Lake Maryut Case Study” (to be provided by EUCC The Coastal Union)
These documents should help us to have a realistic view of the context in which we are developing a Strategy and campaigns in order to have sound and realistic messages. They will further result on a better understanding of the stakeholder community.

Last but not least, our context is also framed by the ALAMIM project proposal which establish the main actions and events that should take place within our Awareness Raising Campaigns and fix our human, financial and timing resources (questions 4 and 6). Working within a project our timing is fix to that of many other project activities and therefore we must adapt to the general planning. 

According to the ALAMIM project proposal, once reviewed due to the delay of the project implementation, we have the mandate to carry out at least the following activities: 

	 SO4 - Prepare and conduct Awareness programmes for various target groups

	A1SO4
	Identify influential members in target groups and identify the appropriate messages (general and specific) and suitable public awareness programmes to be prepared.

	A2SO4
	Prepare awareness programme and materials. Conduct (2) one-day public awareness seminars for fishermen and local residents around the lake

	A3SO4
	Prepare Surveys questionnaires and conduct surveys to evaluate people's knowledge before and after the seminars and measure their willingness to be integrated in the new strategy of the area with respect to changing their income generating activities or their location of residence…etc.

	A4SO4
	Prepare awareness materials and conduct (2) one-day workshops to raise the awareness of community leaders and politicians on ICZM and the importance and benefits of the integrated management for Lake Maryut 

	A5SO4
	Make the local council and other politicians and community leaders aware of the progress of this project by including a presentation on the Agenda of their by-yearly meetings along with the World Bank's CDS project's progress.

	A6SO4
	Prepare awareness materials and raise the awareness of the private sector and business communities on the integrated strategy of the city and enlighten them on the importance and benefits of ICZM to their investment activities in the area through (1) one-day seminars 

	A7SO4
	Build the awareness of the local communities and citizens at large by Preparing and distributing fliers to reach Alexandria inhabitants at large and the visitors (tourists) including information on the problems of lake Mariout and the remediation impacts and benefits (news letter concerning the situation of the lake) 


The responsibilities to develop this SO4 have been rearranged due to the set up of Working Groups in order to optimize time, capabilities and resources. Therefore this SO4 is now lead by the WG-AR. 
The survey questionnaires will be used not only as a monitoring tool but further to feed a social study which is to be carried out by the NGO Friends of Environment. This study will also be on the background of our Strategy.

The above mentioned actions are all relevant and needed. However, if we carry them out separately, we could lose efficiency and opportunities for a larger awareness increase. It is for that reason that all this actions should be framed in a strategy, and be components of different campaigns. 

ACTION: The Alexandria Governorate – EMU will gather the remaining information and pass it to the WG-AR in order to study it and draw conclusions on which information in those studies is of key importance for our Awareness Raising Strategy and campaigns. 

CEDARE will provide the conclusions of Friends of the Environment social study as soon as available. 
THE TARGET GROUPS / AUDIENCE
As for the stakeholders to be targeted by our Awareness Raising Strategy, the WG-AR defined during its first working session the following groups:

1) Policy makers and decision takers (at national and governorate level): 

1. Alexandria Governorate (Governor, or assigned representative)

2. Ministry of Water Resources and Irrigation

3. Ministry of Housing, Utilities, and Urban Communities

4. Alexandria Company for Sanitary Drainage (National Organization for Potable Water &

5. Sanitary Drainage)

6. Ministry of Agriculture - Fisheries Authority 
7. Ministry of Industry and Foreign Trade (and Federation of Egyptian Industries & Industry Modernization Program )

8. Ministry of Petroleum – General Petroleum Organization

9. Ministry of Interior, Surface Water Police

10. Ministry of Health

11. Ministry of Tourism

12. Alexandria Local Council

2) Private sector: Including 6 of the industries around the lake; investors in the area as e.g. Carrefour; donors (including GEF project members) ; developers and the fishermen syndicate. 

3) NGOs and local communities (incl. Fishermen association)

4) Citizens at large

These groups however need to be better defined. The WG-AR, based on the stakeholders analysis and the study of the context should define WHO stakeholders within those groups will be addressed and HOW the stakeholders will be grouped to be tackled by specific campaigns or different methods within one campaign. 

In any case, some information will need to be collected as for each stakeholder group. This information could be organised as follows:

	TARGET GROUP: (e.g. Policy Makers and decision takers)

	Key stakeholders in the group: 

(those to be addressed by the awareness activities; we can create one file per key stakeholder if necessary)
	(E.g. Ministry of Water Resources and Irrigation – which department? Name of the responsible person? Address, telephone? We should get this information for each key stakeholder)

	Social, cultural, political context

(Including its interests and competences if any. Including gender issues if any)
	

	Economic standing

(Rough estimation of the profile: e.g high standing, middle, poor… This is more relevant for private target groups than for public)

Education 

(Average: e.g. University degree, secondary education, basic education, iliteracy, etc.)
	

	Level of awareness

(level of awareness related to our goals and step on which the audience is to reach behavioural change: figure 2)
	

	Needs of the target group

(in relation to Lake Maryut)
	

	Any relevant information in “The Cost of Environmental Degradation” study?
	

	Obstacles a campaign might confront

(E.g. one precise stakeholder interest might be fully opposed to our project objectives)
	

	Enablers

(are there local forces or capabilities that can help us to address this stakeholder or stakeholder group?)
	


Table 1: Target group profile

Regarding ENABLERS, the WG-AR already identified the following groups and persons which should be addressed while defining the campaigns in order to get their support and input and in some cases to implement the campaign through them: 

· The communication department of the governorate

· The environment department of the Businessmen association

· NGOs working on lake Maryut informal settlements 

· Fisheries Authority (Mr. Said El-Sabeh)
· Sanitary department

· The NGO Friends of environment which will carry out interviews for a social study which will serve as the baseline to monitor the results of the campaigns (evaluating the level of awareness before and after our action)

ACTION: The WG-AR will classify, on the basis of the Stakeholders analysis and the background information, the different target groups and will produce a file per target group or specific stakeholder if necessary. 
The MESSAGE 
Identifying and communicating the correct messages is crucial to the success of an awareness raising campaign. A campaign usually has either one central message or a group of closely related subsidiary message (ca. 5) that are linked by a common theme (e.g. environmental sustainability, health). Speaking in terms of our strategy and in the light of the complexity of Lake Maryut situation the most appropriated seems to define a series of strategic messages that can be later on adapted to different audiences and campaigns through more specific messages or “slogans” (short phrases with e.g. less then 10 words).

The messages should be concise and give minimal scope for misunderstanding. Moreover, they should not raise false expectations. That is the reason is why having a deep knowledge of the background and the context is crucial for developing an effective strategy and campaigns. 
The messages should have some personalisation (address someone in specific, e.g. lake Maryut stakeholders, fishermen community, or even “all”. The audience should feel included) and be simple to understand and coherent. Another important characteristic is to elaborate, as much as possible, positive messages. 
Most methodologies identify two types of messages (Sayers, Richard 2006) :

· Awareness messages: these are the ones which give information on the background of an issue and can be used to reinforce the importance of informed action and behavioural change 

· Action messages: these describe in detail the actions which should be taken to adjust or adpt particular behaviours (e.g. actions leading to integrated management)  

During the 29th November meeting some messages were suggested: 
· Key message 1: The use of natural coastal resources – fish, beach, water, soil, wildlife etc – has to be balanced, for the benefit of all, now and in the future. The approach to reach this goal is called Integrated Coastal Zone Management

· Key message 2: Nature conservation and economic development of Lake Maryut are not contradictory goals, but can be and must be combined. The approach to reach this goal is sustainable development

· Key message 3: The environmental, economic (e.g. fisheries) and social (e.g. health) impacts of Lake Maryut pollution can be reversed. We just need understanding, integration and wiliness. 
· Key message 4: All decision making and interest groups in the project area are invited to participate in the definition and development of the Lake Maryut IMAP
. It is in everybody’s interest to do so.

ACTION: The WG-AR review these messages, in the light of the background materials and the context, and elaborate a proposal of messages to be included in the Strategy and approved or rejected by ALAMIM partners. 
The METHODS
There is a full range of methods that can be use for awareness raising. We should identify those which are best to reach each target audience through a campaign. 

While thinking on the methods to use, it is important to keep in mind that:

· We have limited resources and therefore need to be realistic about what methods to use

· Some of the methods (i.e. meetings) are already justified and included in the proposal and we should make sure they are part of our campaign

· While producing materials as brochures, publications, merchandising, it is good to have in mind not only one primary target group, but also a secondary one in order to be able to use some materials to address different stakeholders and be resource-effective. 
· It is important to address multipliers which will hep us to pass the message further (e.g. media is a multiplier; schools, NGOs and professional associations also have a multiplier role in awareness.  
Some of the methods which can be used in ALAMIM are:
· Mass media - television(e.g. the RAI Italian channel passed a documentary that included Lake Maryut; we could make a simple film on lake Maryut), radio, newspapers and magazines: have general audience, raise general environmental awareness and can motivate people to participate in process. In this respect it is important to keep in mind not only the national media but also, and mainly, the local one. 
· Newsletters, books and pamphlets: each type must be evaluated for suitability. 

· Exhibitions: Should be combined with other activities.

· Posters: attractive, easy to make, good as an educational tool, can be useful in schools and other institutions. They can further be used to give visibility to our meetings (placing the poster at the hall or in the street while distributing leaflets)
· Merchandising as calendars, agendas, printed clothing, bags, badges

· Open meetings: usually for discussing of specific issues concerning environment and development plans. People can be made aware of issues and motivated.

· Political advocacy and lobbying.
ACTION: The WG-AR will consider the different methods or “avenues” that should be used in each campaign and make a proposal to ALAMIM partners. These methods will need to be evaluated not only in terms of adequacy but also in terms of feasibility regarding human and financial resources and timing. 
MONITORING
It is very difficult to proof the success of a awareness raising strategy and campaigns if no monitoring is carried out. This assessment should show an improvement on the level of awareness from the moment in which the campaigns started to the moment when they end, and even beyond. 

In order to be able to monitor this changes we need at least some quantitative measures and qualitative indicators within the campaign. 

For doing use we can use a series of methods:

	QUALITATIVE 
	QUANTITATIVE

	Observation (direct, photographic, video) 

Interviews

Workshops

Key informers (e.g enablers report on level of awareness)
	Surveys

Media reflection of campaigns

Workshops and meetings attendance

Materials distribution


Before the campaigns start we can use the following methods to monitor the level of awareness: 

· The social survey to be carried out by the NGO Friends of Environment will also evaluate environmental awareness in neighbourhoods around the lake. This will serve to set the starting point of our campaigns with local communities. 
· Through the interviews carried out for the stakeholders’ analysis we can also evaluate the present level of awareness.

· Key informers, e.g. the enablers that we will include in our campaigns, can give a qualitative observation of the level of awareness of our target group.

After the campaign we might be able to use more quantitative methods. Each campaign file should address this issue by determine the level of awareness at the beginning (and indicating the method use) and setting the system to be use to measure the success of the campaign. 

ACTION: The WG-AR will consider the different methods for monitoring and evaluation and integrate them in the awareness campaigns to be developed.  
CAMPAIGN PLANNING
“Campaign: one general message that is being delivered through different means of communication and through different media vehicles, in a limited time period” (Youth Action for Peace 2004)
Having considered our awareness strategy goals, key messages and target audience we should produce planning templates which document the following info on specific campaigns: 

1. Campaign name or title

2. Campaign coordinators

3. Scope of the campaign (issues to address, purpose…)

4. Desired goals

5. Campaign message (s)

6. Target audience

7. Communication strategy (methods) 

8. Campaign management (budget and resources; timeframe and responsibility)

9. Monitoring and evaluation

10. The actions. For each action include desired outcome; responsibilities, timeframe and budget.

This template could look as follows: 

	1. Campaign name or title

	

	2. Campaign coordinators

	

	3. Scope of the campaign (issues to address, purpose…)

	

	4. Desired goals

	

	5. Campaign message (s)

	

	6. Target audience

	Who and characteristics (from the target group file: Education, awareness level, social context, needs, etc 

	7. Communication strategy

	Methods

	8. Campaign management (budget and resources; timeframe and responsibility)

	Budget: 
	Resources: 
	Timeframe: 
	Responsibility: 

	9. The actions. For each action include desired outcome; responsibilities, timeframe and budget.

	

	     10: Monitoring methods and thresholds 

	


Table 2: Planning template
3. PLANNING  
As for the planning of the awareness raising component of ALAMIM, the WG agreed in its first meeting that the preparations and implementation of campaigns could follow the roadmap bellow in order to develop in parallel to the Lake Maryut IMAP.  Therefore the first campaign that should be developed is the one related to Policy Makers and Decision Takers.  This roadmap includes not only the development of the Awareness Raising Strategy (and campaigns) but further, the development of the participatory approach for the IMAP revision and the awareness raising component of the Plan itself. 
	PLANNING OF THE IMAP AGREEMENT
	ToR and contract

Proposal of sustainable goals
	Debate with partners
	Proposal of  action lines and actions
	Debate about actions
	Proposal Integrated Management Action Plan
	Debate about

IMAP and indicators
	Final draft for the participatory process and final version made

	Nov. 2007-march2008
	Preparing awareness for policy makers/ decision takers
	
	
	
	
	
	

	April – jun. 2008
	
	Meeting policy  makers/decision takers
	Preparing awareness private sector
	Meeting private sector
	
	
	

	Jul. – Sep. 2008
	
	
	
	Preparing local communities campaign
	Presenting awareness component of the Plan
	
	

	October – dec. 2008
	
	
	
	
	
	Local communities campaign
	Finalise awareness component of the plan

	Jan.– march 2009
	
	
	
	
	
	
	Finalise awareness component of the plan


Table 3: Work Plan

Regarding the WG-AR work plan, the working group agreed on the following planning for the development of the Awareness Raising Strategy and campaigns: 
First phase: Agreement on methodological approach and background studies
	What
	When (deadline)
	Who

	Sending notes of the WG meeting
	5th December
	Carolina

	Collecting and distributing background materials
	26th December 
	Noha and May

	Reviewing stakeholders analysis
	26th December
	All WG members

	Reviewing background documents (arab)
	3rd January
	Noha, May and CEDARE (Maha and Dalhia)

	Draft methodological approach
	18th December
	Carolina

	Comments to 1st draft
	3rd January
	Noha, May, Maha, Dalhia (Xavier and Joan?)

	2nd Draft methodological approach sent to ALL PARTNERS
	10th January
	Carolina

	Comments 2nd draft
	17th January 
	ALAMIM partners

	Final document to all partners
	25th January
	Carolina

	Work plan for 2nd phase
	25th January 
	All WG members


Second phase: Developing the Awareness raising strategy and campaigns. 28th January to 29th February

· Defining objectives, messages, target groups (and preparing a file per target), enablers, means and budget as well as allocating responsibilities. Preparing a breakdown of campaigns. 
· Sending results for partners comment and presentation in the next Technical Workshops for final validation

Third phase: Implementing the strategy and preparing the participation component of the revision of the IAP and the awareness and participation component of the plan.  1st March 2008 to September 2008
Fourth phase: Supporting the revision of the IAP through stakeholders’ participation. October 2008 to March 2009
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