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Abstract 
This study unleashes the most important issue of today’s era which is related to water, sanitation 
and hygiene facilities. This research describes the moderating role of Culture between 
communication and consumer behavior in order to change the community mindset towards 
sanitation and hygiene. Some of the community members have knowledge and awareness about it 
but still they don’t want to do something for their community. Majority of the people are 
dependent on government and other sectors. Therefore this research is conducted to see how the 
behavior of the community can be changed to make them independent. This is a quantitative 
study in which questionnaire is adapted on Lickert Scale. This research is conducted in rural 
areas of 3 districts of Punjab, Pakistan which are Layyah, Rahim Yar Khan and Vehari. In this 
study sample size was 300 respondents in which both males and females are included. 
Demographics of the respondents are explained through figures. Then reliability of the data was 
checked through Cronbach’s Alpha value of all variables. Inferential Statistics (regression, 
correlation and hierarchical regression) are applied with the help of SPSS software. To check 
the moderation effect, hierarchical regression is applied. The result of this study shows that 
communication has strong influence of community behavior and it has direct relationship with 
their behavior change. 
Key Words: WASH (Water, Sanitation & Hygiene), Communication, Sanitation & Hygiene 
approaches, Culture, Behavior Change/Consumer behavior, Community Mindset. 
 
Introduction 
Sanitation Overview 
The livelihood and well-being of a nation are expected to improve through adequate sanitation 
and better hygiene. In spite of the importance of safe water supply, hygiene practices, adequate 
sanitation and sanitation services delivery has not been given that attention which it deserves in a 
country to improve the health status of a nation. Sanitation means the safe treatment and disposal 
of human waste or sewage. In broader term it is also defined as “environmental sanitation,” 
which includes excreta, solid waste, sludge (dirty water), air quality and drainage (removal of 
natural water including rain or snow). The field of sanitation throughout the developed and 
developing world tends to be ignored due to its powerful ability to disgust and undesirable nature 
while it is the most important part of our daily life. In present world we don’t want to discuss this 
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unpleasant word but its true harm is when the hygiene is not properly practiced and the waste is 
not properly disposed of which ultimately results in serious disease and death (George, 2008). 
Various programs try to find out ways to improve water supplies, enhance the provision of 
sanitation and behavior change towards hygiene practices is often called “WASH” program 
(water, sanitation and hygiene).  
Background  
In present time, 2.5 billion of the population lack access to adequate sanitation, from which more 
than one billion are present in Asia and 1.2 billion people in Sb-Saharan Africa (WHO, UNICEF 
(2010). Sanitation coverage in urban areas is 71% while in rural areas it is about 39%. 
Inadequate sanitation related diseases causes approximately 80 percent of the disease lumber in 
developing countries (Sparks, 2010), it leads to approximately 1.7 million deaths every year from 
diarrheal diseases (WHO/UNICEF, 2005). More than 80 percent of deaths related to diarrheal 
diseases can be attributed to poor sanitation, unsafe drinking water and hygiene facilities (Pruss-
Ustun et al., 2008). Child mortality rate increased due to diarrheal diseases (Checkley et al., 
2008; Schmidt et al, 2009; WHO, 2009; Spears et al., 2013).  
Sanitation & Hygiene Approaches 
Multiple approaches have been used to facility the community. So that they can gain access to 
safe water, improved sanitation and hygiene facilities. Generally sanitation and hygiene 
approaches are divided into two main groups which are (WaterAid, 2013), 

 Participatory approaches like community-led total sanitation approaches  
 Marketing approaches 

Lots of work has been done on hardware approach in the past.  
Many development sectors provided hardware material to the community (Beyer, 1987) 
especially to those who were poor and can’t afford to buy. Both government and international 
organizations installed thousands of hand pumps and latrines for communities (UNICEF & 
WHO, 2005).  But unfortunately most of them were misused and unused (George, 2008).  Thus 
resources were wasted by the communities. Therefore, many practitioners felt that this approach 
needs to be changed. Thus hardware approach changed into software approach (Cairncross, 
1992). The basic purpose of this change is to make people independent. Participatory, 
community based total hygiene approaches and marketing approaches are actually software 
approaches in which major focus is to change behavior of the community rather than to make 
them dependent. 
Sanitation Marketing 
To understand sanitation marketing in depth, it is needed to have knowledge on social and 
commercial marketing. Sanitation marketing is a combination of both social and commercial 
marketing (WSP, 2011).  “A process of creating, communicating, and delivering benefits to the 
target population in order to obtain desire results for the profit of the society is Social 
marketing”(Nancy R., Michael L., and Smith, 2011). Commercial marketing can shape our lives 
by influencing social values and norms and provide societal benefits (Bone & Kurtz, 2006). Thus 
social marketing is the application of commercial marketing tools where its main objective is the 
public good (Rob Donovan, 2011). Thus sanitation marketing is a latest approach which can be 
done through commercial and social marketing by ensuring that people has access to toilets 
(WSP, 2011).  It uses multiple ranges of interventions to raise household demand for adequate 
sanitation (Jenkins MW, Scott B 2007). Sanitation marketing actually deals with both demand 
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and supply side interventions to ensure that goods and services which will supply to the 
consumers are according to their requirements (WSP, 2011).  
Why Sanitation Marketing? 
The basic purpose of sanitation marketing is to bring about change in the behavior of people and 
society. Different researches have shown that there is lack of sanitation all over the world. 
People have no awareness about its importance. Therefore according to a study there is only 37% 
of total population who have their own toilets. This shows that the ratio of toilet users is very 

small. Therefore diseases are spreading very fast among 
people.  
Many years ago, traditional approach which was used for 
sanitation marketing was supply driven. In this approach 
toilets and subsidies were provided to the communities for 
their usage. But this practice was no longer exists because 
still latrines was not used by the people. This shows that 
providing them toilets is not the solution of this matter. 
Environment can’t become clean till there is no change in 

the behavior of people (WSP, 2011). 
Communication 
For sanitation promotion multi-level efforts such as workshops, training sessions, house to house 
visits by health officials and village authorities have raised awareness (Lavergne & Gabert, 
2005). These all are part of communication. Various types of marketing communication can be 
used from which three main types is Direct Consumer Contact (DCC), Mass Media and 
Interpersonal Communication (IPC) which play effective role in sanitation marketing (WSP, 
2011). Another way of communication is Information, Education and Communication (IEC). 
People of WASH sector are convinced that IEC material plays an essential role in the 
effectiveness of Water and Sanitation programs (Gorre-Dale, Jong, & Ling 1999). IEC is seen as 
a major tool to change the behavior of people related to sanitation. The lack in usage and 
maintenance of latrines is mainly due to the gap in implementation of IEC programs (UNICEF, 
2011). IEC campaigns can promote hygiene and sanitation practices at community and 
household level and can alter the demand of sanitary products (Pattanayak, et al., 2006).  
Consumer Behavior/Behavior Change 
Technology adoption is very essential in every field. But it does not mean that all the attention 
and importance is given to technology. There are many other important fields which are still 
ignored by the people like sanitation accessibility, water cleanliness and availability of hygiene 
facilities. In the field of sanitation marketing, the provision of improve sanitation systems are not 
a big issue, but the issue is to bring change in hygiene and defecation practices of the local 
communities. The challenges of achieving global sanitation targets are related to the application 
of appropriate technology, supporting organizational structures, and awareness-raising 
campaigns for sustainable behavior change of the community. To achieve health benefits from 
sanitation programs, there is an abundance of literature supporting the importance of employee 
behavioral change theory and social-marketing techniques (Esrey et al., 1990; Stanton et al., 
1992; Elder, 2001). Yet there are ample evidences within the social sciences and sanitation sector 
on the difficulty of motivating individual towards behavior change and organizational change on 
a more general level (Schon, 1971; Kotter, 1996; Cars et al., 2002). Studies on societal change 
processes shows that both individuals and institutions are frequently resistant to change due to 
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perceived threats of routine or cost in terms of time and money (Schon, 1971; Pierson, 2000).  
Social change requires transformation, feedback and flexibility (Schon, 1971). In sanitation 
sector these themes are needed to use because the achievement of improved sanitation conditions 
must be addressed at both an individual and community level (Eawag, 2005). With these themes 
participation in decision making also plays a very significant role in behavior change of the 
community (Murcott, 2007). 
Sanitation in Pakistan 
Pakistan is the sixth most populous country. According to the recent survey its population is over 
186 million which shows that population growth rate stands at 1.49% in 2014. So it is very 
necessary to provide at least basic needs to the people. In Pakistan no proper sanitation facilities 
are available to people. In preventing risks of multiple diseases such as diarrhea, dysentery, and 
typhoid sanitation facilities plays very important role. A household is classified into two forms: 
Those who have improved toilets which are used only by household members and those who 
separate waste from human contact (WHO and UNICEF, 2010). A total of 59% of households 
have an improved, toilet facility which is not shared with other people and 11% use a shared 
facility. While in case of urban households the ratio is 86% and 45%respectively. About 30% of 
households use a non-improved toilet facility. 20% of households have no toilet facility, an 
improvement from 2006-07, when 30 percent of households reported having no toilet facility 
(NKIPS and Macro International, 2008).  
Purpose Statement 
The basic purpose of this study is to identify the sanitation marketing conditions in Pakistan. As 
the world is growing and population increasing various health issues are occurring. Multiple 
diseases are spreading very fast and some of them even cause death. So the death ratio is also 
increasing day by day especially among the children. There are various reasons behind this, but 
major portion is covered by unsafe water supply, unimproved sanitation and poor hygiene 
facilities. Hence it is estimated that the death ratio of children per year is 9.7 million before 
reaching the age of five (UNICEF, 2008), 1.6 million die from diarrheal diseases, and 1.4 million 
are caused by poor sanitation and unsafe drinking water facilities (WHO, 2008). This study is 
conducted in 3 districts of Punjab in which Rahim Yar Khan, Vehari & Layyah are included. 
Punjab is 55% of the total population of Pakistan. In rural areas of Punjab the usage of latrines is 
42%, hand washing facilities are 45%, drainage is 26% and solid waste management is only 1% 
(PASOCAN, 2015). Open defecation status in 3 districts of Punjab is Layyah 39%, RY Khan 
32% & Vehari 25.3%.  
Research Gap 
Many studies have been done on sanitation marketing but not in the context of Pakistan. Previous 
studies described sanitation conditions in multiple countries i.e. India, Ghana, Tanzania, Benin, 
Bangladesh, Malawi etc (Yaw, 2010; Leonie, 2011) and focused on the adoption and 
implementation of sanitation marketing strategies and approaches within the selected territories. 
Although prevailing literature is evident for the discussion of sanitation marketing, still there is a 
dearth of research in terms of behavior of community in terms of understanding the concept of 
sanitation marketing and its role in people’s lives. There is a vast study on Behavior change and 
Behavior change theories but those theories are not related with sanitation behavior change. It is 
not clear from previous studies that which factor or variable has most influence on Behavior 
change. Literature on water and sanitation (W & S) provides insufficient information about the 
experiences of rural communities that have engaged the private sectors in water and sanitation 
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service delivery (Danert et al., 2015). Not only in social sciences but also in the in the field of 
marketing it is comparatively a new field.  
 
Objective of Study 
The main objectives of this research are: 
1. To understand the importance of Sanitation. 
2. To identify the sanitation conditions in 3 districts of Punjab. 
3. To understand the need of Behavior Change.  
4. To understand the influence of culture (moderator) on communication and community 

mindset. 
Research Questions 

 What is the situation of sanitation in three Districts (Vehari, RYK & Layyah) of Punjab? 
 How Sanitation & Hygiene Approaches are working? 
 Do Sanitation & Hygiene approaches have impact on consumer behavior/behavior 

change of the community? 
 Does culture moderate the relationship between communication and consumer 

behavior/behavior change of the community? 
Research Hypothesis 
Hypothesis 1 
H1: Culture has a moderating significant relationship between Communication & Community 
Behavior. 
H0: Culture has not a moderating significant relationship between Communication & 
Community behavior. 
Literature Review 
History is evident for the significance of sanitation marketing for a better future of the nations. 
Healthy nations can give healthy future to their upcoming generations whereas a child’s health is 
heavily relying on clean and pure water, hygiene and improved sanitation (Beyer, 1987).  
Thus technical support from field offices of development sectors was necessary for water supply 
and sanitation programs (Beyer, 1987). Development sectors cannot achieve their goals without 
the support of government. Thus many organizations started thinking about to provide technical 
support to the community. Actually it was needed to change the behavior of people to make then 
independent rather than providing them technical support. Therefore, by the end of the 70s, 
government and development organization realized that their approach of providing technical 
support of water and sanitation was not effective. It is essential for the people to recognize the 
importance of clean drinking water and adequate sanitation facilities. There is a huge number of 
people who lack access to safe drinking water and improved sanitation facilities (Pacey, 1978) 
and this amount is increasing day by day (WHO). Due to poor hygiene, unimproved sanitation 
facilities and lack of access to safe drinking water is leading towards the death of children. Each 
year 9.7 million children die before reaching the age of five (UNICEF, 2008), 1.7 million die 
from diarrheal diseases, and 1.4 million are caused by poor sanitation and unsafe drinking water 
facilities (WHO, 2008). In more developed and developing countries there is big difference in 
adequate sanitation. In developing countries, people often dispose of excreta using inadequate 
sanitation options, if they are not defecating openly. While in more developed countries, 
adequate sanitation refers to the normal flush toilet. Inadequate sanitation related diseases causes 
approximately 80 percent of the disease lumber in developing countries (Sparks, 2010), it leads 



Arabian Journal of Business and Management Review (Nigerian Chapter) 
6, 20121Vol. 3, No.  

 
 

33 
 

to approximately 1.7 million deaths every year from diarrheal diseases (WHO/UNICEF, 2005). 
Out of 163 developing countries, only 57 countries have conducted the calculation of poor since 
1992 and 92 have so far undertaken such a task (George, 2008). Water is the major component of 
life. Without water nobody can survive. Therefore, it is called “Water for Life” (WHO, 2005). 
To provide water supply and adequate sanitation facilities to the community, it is important that 
government and other organizations show their commitment towards water and sanitation 
(WHO, 2005). Improved sanitation and water will speed the achievement of all eight MDGs 
(WHO/UNICEF, 2005). The world met the MDG for water at the end of 2011 but is expected to 
miss the sanitation goal by more than a billion people (WHO, 2012).  In developing countries, 
the allocated budget for water supply and sanitation is very less. As, the government of 
developing countries allocate and devote only 0.5 percent of their budgets on average to water 
and sanitation or ‘Watson” (George, 2008). Lack of sanitation budget is not due to the political 
benefit but also due to unfortunate development mishaps arising from day first, as a historical 
lack of definition related to sanitation; second, lack of community participation: and, third, 
trouble while deciding the best way to finance it.  
Communication 
Past experiences show that without proper communication and interaction with community no 
development work is succeed. People need clear understanding about everything so that they can 
accept and adopt those things. If mode of communication is not properly designed then it can 
create confusion for consumers. Communication is an important part of promotion. 
Communication plays an important role in sanitation marketing as well. Evaluation study on 
water supply and improved sanitation revealed that sanitation part was neglected previously and 
results were limited and mixed (ADB’s, 2002). One of the major factors of inadequate sanitation 
is communication gap and lack of promotion. As communication plays a very important role in 
rural development (Nwosu, 1987). Thus various channels of communication can be used for the 
promotion of sanitation and can play significant role in change and sustainability in people’s 
behavior related to sanitation (Cairncross, 2004). There are various types of communication in 
which Interpersonal communication, Mass-media communication, Group Communication, 
Traditional and Folk media are the major methods used for sanitation. Integration of print 
materials, mass media, opportunistic activities and face-to-face communication is significant to 
build quality, strengthen capacity and delivery (Laverack& Dap, 2003). For sanitation promotion 
multi-level efforts such as workshops, training sessions, house to house visits by health officials 
and village authorities have raised awareness (Lavergne & Gabert, 2005). Various types of 
marketing communication can be used from which three main types is Direct Consumer Contact 
(DCC), Mass Media and Interpersonal Communication (IPC) which play effective role in 
sanitation marketing (WSP, 2011). Another way of communication is Information, Education 
and Communication (IEC). Different organizations and sectors use different mode of promotion 
and communication. People of WASH sector are convinced that IEC material plays an essential 
role in the effectiveness of Water and Sanitation programs (Gorre-Dale, Jong, & Ling 1999). IEC 
is seen as a major tool to change the behavior of people related to sanitation. Pattanayak, et al. 
(2009) said that IEC activities are used to spread the knowledge and improve attitudes about how 
safe water, sanitation and hygiene are related to health. Mostly children, infants, adolescent girls 
and women are suffering from lack of privacy, toilets and hygiene. Children are potential change 
agents and play important role in communicating messages (Tillett, 2008). Therefore, IEC plan 
should be designed for raising awareness among children, teachers and PTAs (MDWS, 2011).  
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Communication should be low cost and effective. It should be used to strengthen the behavior of 
the community. Live communication or other tools of communication should be clear, vivid and 
understandable. 
Culture  
Culture is an important character of a society that discriminates it from other groups. The 
fundamental elements of every culture are the values, myths, language, customs, laws, rituals, 
and those products which are transferred from one generation to the next ( Lamb, Hair and 
Daniel, 2011). Culture is the most essential determinant of a person’s wants and behavior. 
Culture is the logical starting point through which consumer behavior can be easily examined 
(Engel, Blackwell and Miniard, 1993). Thus culture has significant impact on consumer behavior 
(Durmaz and Jablonski, 2012).  Culture has its influence on consumer behavior. Subculture and 
social class also play an important role in consumer behavior and behavior change. Before 
designing any product market analysis is initial step. Thus subculture play important role in 
market analysis and enables the marketing manager to focus on natural and sizeable market 
segment. Marketers must determine whether the designed product is according to the values, 
belief, and customs of defined group or not (Tyagi and Kumar, 2004).  
Henry (1976) was among the first to examine the relationship between culture and consumer 
behavior. Among the three acclaimed models of consumer behavior [Nicosia model (1966), 
Howard and Sheth model (1969) and Engel, Kollat and Blackwell model (1978), the latter two 
incorporate cultural values as an environmental variable which influences the consumer. 
According to Howard and Sheth (1969), cultural values affect motives, brand comprehension, 
attitudes and intention to purchase. Linton (1945) argues that cultural values are not only about 
the product and services we consume but extend to all activities that characterize the behavior of 
a particular society. Cultural values of a society find expression in the products and services that 
are demanded (McCracken, 1990). Research of the last two-and-a-half decades has identified a 
number of meaningful dimensions of cultural variability that operationalize the subjective 
elements of culture. Open defecation free culture of one community can influence the other OD 
communities too.  This world is now global and message can easily transmit from one to other 
quickly.  
Consumer Behavior 
The field of psychology provides the greatest understandings on consumer behavior because it 
includes important areas such as thinking, perception, learning and remembering, motivation, 
attitudes, emotion and beliefs (Britt, 1970; 1987) which play vital role in consumer purchase 
decisions. Over the years, many researchers (e.g., Thurstone, 1931; Likert, 1932; Allport, 1935; 
Osgood, Suci, and Tannenbaum, 1957; Krech, Crutchfield, and Ballachey, 1962) then worked on 
the relationship between "attitude and behavior".  In Sanitation Marketing household are 
consumers not beneficiaries of sanitation products and services. When a low-income rural 
household decide to build an improve latrine, they think to invest their money and efforts on it no 
matters whether it is their first step to sanitation ladder or upgraded from temporary facility. At 
that time their behavior is being started to change. This typically involves new construction 
methods and new product or technology that they may not have touched, seen and used before. It 
is very necessary to better understand the household so that they can motivate in such a way that 
they will agree to pay for improved sanitation (Jenkins, M. W. 1999). Initial step in Sanitation 
Marketing programs is related to deep understanding of consumer behavior, their needs, 
preferences, motivation and barriers for improves sanitation (WSP & UNICEF, 2004). In 
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sanitation marketing demand is defined as aggregated choice which a consumer/household 
willing to pay for its home sanitation. Demand is generated when a consumer has ability, 
motivation and opportunity to purchase sanitation technology. Thus in case of sanitation 
marketing programs consumer needs motivation in the form of cash or hardware. Previous 
researches have shown that there are very few examples in which consumer is motivated through 
messages (WSP, 2004). Thus it is the consumer behavior to get motivation as well as benefits 
(Jenkins, M. W. 1999). It is important to now that consumer of sanitation marketing is in the 
rural community. So we are aware of our community then we should provide them what they 
want. They should be given a simple packages what they want. Community behavior can be 
changed by motivating them through message and essential to provide the product at their door 
step. 
Theoretical Framework 
In this research one independent variables is used which is Communication with the community. 
Consumer Behavior is dependent variable and Culture is playing a role of moderator. 
 
Theoretical Model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Research Methodology 
This chapter will describe the brief discussion of research methods and data collection 
techniques which are used to fulfill the objectives of this research. Research Paradigms, 
Philosophical assumptions and research approaches are explained. Data collection sites and data 
collection techniques (demographics, correlation, linear regression and hierarchical regression) 
are described in detail. 
Three main paradigms are positivism, interpretive and pragmatism. Positivism for quantitative 
research, interpretive for qualitative research, and pragmatism for mixed method research. 
Positivism is most commonly used paradigm in research. This paradigm is based on rigid rules of 
measurement and logic, prediction, truth and principles and arose from the philosophy 
recognized as logical positivism (Halcomb and Andrew, 2005; Cole, 2006; Weaver and Olson). 
Positivism paradigm is purely based on objectives and those facts and figures which are obtained 
from the world. “Positivist approach means that a research has its specific objectives and 
researcher is fully independent. It means that a researcher has minimal interaction with its 
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participants from whom he is carrying out his research” (Wilson, 2010). In this research 
positivism paradigm used, and research approach is Quantitative. Quantitative research approach 
that is usually emphasizes numeric data rather than words or images. Quantitative research is a 
formal, objective, systematic process in which numeric data is utilized to obtain information 
about the world. There are total seven philosophical assumptions but most important two are 
Ontology & Epistemology. In Positivism paradigm with regards to Ontology there exist singular 
realities which can be known as Objectivism (Cresswell & Clark, 2007). While in Epistemology 
there is a distance between researcher and that being researched. Researcher is impartial while 
collecting data (Cresswell & Clark, 2007). The process through which theory is tested is called 
Deductive Approach (Hussey and Hussey 1997). In this research deductive approach is used 
instead of inductive approach. Research Design is the plan of what data to gather, how and when 
collect the data, and how to analyze the data obtained. Research site means selection of that area 
from where you want to collect data. In this study, research site is the village level communities 
of three districts of Punjab, Pakistan. According to Hungler and Polit (1999) population is an 
aggregate of all the objects that have some sets of specifications. In this study the population was 
the men and women of 3 selected districts of Punjab which are RYK, VHI and Layyah. Total 
population of these selected districts is mentioned below in the table: 
Estimated Population of Layyah, RYK & VHI during 2013 

 
        
Districts 

                           Estimated population during 2013 
Total Urban  Rural 

Layyah 1,772,012  227,958 1, 544,054 
RYK 5,030,828 987,541 4,043,287 
Vehari 3,117,377 500,220 2,617,157 

*Estimated on the basis of inter-census growth rates (1981-1998) of each district given in 
District Census Reports 
It is very necessary to define a sampling frame so that the data collection can be done easily. It is 
very difficult to cover the whole population in one time. The numbers of villages which are 
selected as sampling frame from selected districts are as under: 

Districts Number of Villages 

Layyah 39 

RYK 38 

VHI 30 

A sample is a subset or a segment of a population which is selected for investigation or study 
(Brink 1996, Polit & Hungler 1999). In this study total 300 households were selected as sample 
size in which both men and women are included. 100 questionnaires were filled by each district 
community. Simple random sampling is used in this research. This is a Quantitative Study for 
which questionnaire is adapted and re-structured to collect the data. The questionnaire which is 
used in this study covers demographic variables as well as dependent, moderator and 
independent variables are included in it and are based on Likert Scale. This questionnaire is 
comprised on 24 questions which are divided into three parts. 7 questions are designed for 



Arabian Journal of Business and Management Review (Nigerian Chapter) 
6, 20121Vol. 3, No.  

 
 

37 
 

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

Gender

Males

Females

0%
10%
20%
30%
40%
50%
60%

Age

15-25

26-35

36-45

46+

independent variable which is Communication. 13 questions are related to dependent variable 
which is Consumer Behavior and 4 questions are related to moderator which is Culture in this 
research. For this research selected population is belong to villages. Therefore questionnaire is 
translated into URDU for their convenience. Some questions were adapted from the formative 
research of Plan International Pakistan which was conducted through a consultancy firm 
“Development Strategies.” Some were adapted from oxford journals, Abraham and Michie 
(2008) research. Analysis is done through SPSS software. In which Demographic Profile of 
respondents and Inferential Statistics (regression, correlation and hierarchical regression) are 
applied. 
Limitations 
“Boundaries/Weaknesses of the study that could not be controlled and these are due to the 
limited resources.” The limitations of my study are that I’ll not conduct my research on large 
level due to the limited resources and can’t include more countries rather than Pakistan. The data 
was collected only from 3 districts of Punjab Pakistan which was another limitation of this study. 
This research can be conducted in more cities of Pakistan. Another limitation was that the time 
and money constraint. As the data was calculated from rural community so those people were 
busy in harvesting and has not sufficient time. But the data was personally collected to remove 
such biases and ambiguity.  
Analysis 
Demographics 
The data was collected from almost 30 villages of three selected districts of Punjab, Pakistan. 
From each district 100 questionnaires were filled by the respondents in which both males and 
females are included.  Demographics of the respondents are shown in the table below: 
Gender 
Interpretation 
Respondents are actually the community 
members of selected villages. The first variable 
which is mentioned in the table is gender. 
Figure shows the percentage of males and 
females from data is collected this study. 45 % 
are males and 55% females.  
 
Age of the Respondents 
It is clear that out of the total sampling frame 
of 300, 168 respondents were belonging to this 
age group represent 56.0% share. Similarly, 72 
respondents were belonging to the age group of 
15-25 years which represent 24.0% share. 60 
respondents were belonging from the age 
group of 36-45 years which represent 20.0% 
share of the selected sample.  No questionnaire 
has been filled from the last age group which is 
46 & plus.  
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Marital Status of Respondents 
It is clear from figure that 201 questionnaires 
were filled by those who were married and it 
represents 67.0% of the selected sample size. 
99 questionnaires were filled from those who 
were unmarried/single. It represents 33.0% of 
the selected sample.  
Reliability 
“Reliability is the consistency or the stability 
of measurement. We use reliability to check 
the accuracy in measurements.” Reliability of 
the data can be measured through its 
Cronbach’s Alpha value. 
 
Reliability of Data 
Constructs Valid N No. of items Cronbach’s Alpha 
Communication 300 7 0.76 
Consumer Behavior 300 13 0.73 
Culture 300 4 0.80 
Interpretation 
The result of reliability test shows that the data is reliable. Reliability of the data can be seen 
through Cronbach’s Alpha value. Total 300 questionnaires were filled from three selected 
districts. Communication has 7 questions, Consumer behavior has 13 questions and Culture has 4 
questions. All these variables are firstly computed and then reliability has applied. Cronbach’s 
Alpha Value of Communication, Consumer behavior and culture are 0.76, 0.73 and 0.80. All the 
above mentioned values show that the data is reliable.  
Regression 
Linear regression is applied when one independent variable is used in a study. In this study one 
variable is used as independent variables therefore linear used. Regression is used to see the unit 
change in dependent variable due to 1 unit change in independent variables.  
                                                   Regression Analysis 
                                      Consumer Behavior as dependent variable 

Independent Variables       Beta Beta Change Sig. Value 
Communication 1.984 0.676 0.000 

Interpretation 
Beta value of communication shows that 19 unit changes in independent variable brought .67 
unit changes in dependent variable which is a very big change in dependent variable due to 
selected independent variable. Its significance value shows that communication and consumer 
behavior both has significant relationship with each other. 
Necessary Statistics 

R2 Adj. R2 F-Statistic Sig.  
0.57 0.50 250.766 0.000a 

Interpretation 
The value of the coefficient of determination (R2) is 0.57. This shows that the relationship 
between dependent and independent variables is around 60%. Due to the independent variable 
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60% change occurs in dependent variable which is Consumer behavior. The value of the adjusted 
coefficient of determination (adj. R2) is 0.50, which shows that 60% variations in return on asset. 
F-statistic shows that the model is good fir or not.  In this research the value of F-statistic is F= 
250.766 which are statistically highly significant at greater than five percent that exhibits that in 
the estimated model. Its significance value is .000 which shows that there is strong relationship 
between dependent and independent variables and the data is highly significant. 
Correlation 
Correlation is used to check the strength of the relationship between variables. Its values vary 
between +1 and -1. When the values of correlation coefficient are around +1, it shows perfect 
correlation between variables.  But when the values go towards 0 that means the correlation is 
weak between variables. 
                                                                   Correlations 
  

CB  
CO 

CB 

Pearson Correlation 

1 

0.676** 

Sig. (2-tailed) 0.000 

N 300 

 
CO 

Pearson Correlation 
 

1 

Sig. (2-tailed) 
 
Interpretation 
The correlation between dependent variable (Consumer Behavior) and independent variable 
(Communication) is moderate because its value is 0.7 which is greater than 0.3 and these have 
significant relationship with each other. Their significance value is 0.000 which is less than 
0.005. 
Hierarchical Regression/Moderation  
Moderator is a variable which strengthen the relationship between dependent and independent 
variables. Moderation is needed when the relationship between dependent and independent 
variable is not clear. 
Hierarchal Regression of Communication & Culture 
Necessary Statistics 
Model Regressors R2 Adj. R2 R2 

Change 
F-Statistic Sig. Sig. F 

Change 
1 Co 0.457 0.455 0.457 250.766 0.000a 0.000 
2 Co & Cu 0.467 0.463 0.010 129.926 0.000b 0.021 
3 Int_co_cul 0.478 0.473 0.011 90.383 0.000c 0.011 
Interpretation 
In the above mentioned table three models are presented. Model 1 and 2 are without interaction 
term while model 3 is with interaction term. Model 1 represents Communication (independent 
variable), model 2 represents Culture (moderator) and model 3 represent interaction term of 
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communication and culture. Model 1 shows that communication explained 46% R2 = 0.457 
(0.46), F (1,298) = 250.766, (p<0.05) variance in consumer behavior/behavior change of the 
community.  F-statistic of model 1 shows that this model is good fit or not.  In this research the 
value of F-statistic is F (1,298) = 250.766 which are statistically highly significant at greater than 
five percent that exhibits that in the estimated model. Its significance value is .000 which shows 
that it is highly significant and has significant relationship with dependent variable. Model 2 
shows that communication and culture together explained 47% R2=0.467 (0.47), F (2,297) = 
129.926, (p<0.05) variance in consumer behavior/behavior change of the community. Although 
communication and culture explained 1% R2 change=.010 of the variance in consumer 
behavior/behavior changes of the community. The change in the amount of the variance is 
statistically significant as p=0.021. F-statistics of model 2 shows that this model is good fit. Its 
value is F (2,297) = 129.926 which is statistically significant. Significance value of model 2 is 
0.000 which shows that there is significant relationship between independent, moderator and 
dependent variable. Model 3 shows that communication; culture and their interaction term 
explained 48% R2=0.478 (0.48), F (3,296) = 90.383, (p<0.05) of the variance in consumer 
behavior/behavior change of the community. While their interaction term explained 1% R2 

change=.011 of the variance in consumer behavior/behavior change of the community. This 
value shows the increase in variance and it is statistically significant as p=0.011 which is less 
than 0.05. The third model of F-statistics shows the interaction term of personal hygiene and 
culture.  The value of F-statistics is F (3,296) = 90.383 which are statistically significant and its 
significance value is 0.000 which shows that there is significant relationship between these 
variables. 
Coefficient 
Variables Beta Beta Change Sig. Value 
Communication 1.984 0.676 0.000 
Culture 0.373 0.107 0.021 
Int_co_cul -0.155 

 
-1.247 0.011 

 
Interpretation 
The beta value of communication (β =1.984, p<0.05) and culture (β =0.373) shows that they play 
a significant role in behavior change of the community. 19 unit changes in independent variable 
bought .67 units change in dependent variable. Similarly, 4 units change in moderator bought 
.10units change in dependent variable. While the beta value of their interaction term (β =-0.155) 
explained no contribution in the behavior change of the community. 
Discussion 
“Behavior change” is not an easy task. Although it is time consuming but has long lasting 
impact. Multiple approaches are required to change the behavior of people. Many researchers 
have worked on multiple approaches related to sanitation and hygiene. Sanitation means the safe 
treatment and disposal of human waste (Gorge, 2008). It is directly related to the environmental 
and health safety. Past experiences show that without proper communication and interaction with 
community no development work is succeed. People need clear understanding about everything 
so that they can accept and adopt those things. One of the major factors of inadequate sanitation 
is communication gap and lack of promotion. As communication plays a very important role in 
rural development (Nwosu, 1987). Thus various channels of communication can be used for the 
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promotion of sanitation and can play significant role in change and sustainability in people’s 
behavior related to sanitation (Cairncross, 2004). The result of this research shows that 
communication is strongly and significantly related to consumer behavior. That means if the 
messages are properly communicated to the community then their behavior can be changed. The 
influence of communication on behavior change is more. Similarly in this case culture also has 
more influence on consumer behavior but their interaction term is negatively related to the 
behavior change of the community.  
Conclusion 
This study is an earliest attempt to see the impact of sanitation marketing on behavior change of 
the community in Pakistan. The importance of safe water, improved sanitation facilities and 
hygiene practices can’t be ignored. But unfortunately majority of the people have no access to all 
these facilities. With the access of these facilities, knowledge and awareness is another main 
issue due to which diseases are spreading. Pakistan is the sixth most populous country of the 
world and whose most population is living in rural areas. The people of the rural areas have lack 
of knowledge and awareness about the importance of sanitation and major diseases spreading 
due to the unimproved sanitation and hygiene. In majority they prefer to defecate in open. It has 
been observed from multiple studies that the problem is the behavior of the community. Actually 
people are dependent on multiple organizations and government. They don’t want to do 
something for themselves and their community/society. Through this research, it was tried to see 
those factors through which the behavior of the community can be change or has some influence 
in behavior change of the community. Analysis of this result shows that communication has 
more influence on behavior change of the community. That means if messages are properly 
communicated to the community then their behavior can be changed. For sanitation promotion 
multi-level efforts such as workshops, training sessions, house to house visits by health officials 
and village authorities have raised awareness (Lavergne & Gabert, 2005).  Various types of 
marketing communication can be used from which three main types is Direct Consumer Contact 
(DCC), Mass Media and Interpersonal Communication (IPC) which play effective role in 
sanitation marketing (WSP, 2011). These marketing communication ways are used to change the 
behavior of community towards sanitation and hygiene.  
Practical Implications 
Hence this study is helpful for the researchers and managers that they can reshape their policies 
and projects according to this research. After knowing the relationship between communication, 
subsidies/incentives and behavior change of the community they can develop such type of 
projects which can be implemented in real world. This study can help managers to understand 
that which practice/variable can influence the behavior change.  This study can help managers 
and marketers to develop sanitation marketing strategies. This study can help to design and run 
behavior change communication (BCC) campaign in more effective manner as it has been clear 
that communication has more influence on behavior change.  
Future Research Direction 
As mentioned earlier that there is lack of research in the related field of water, sanitation and 
hygiene. People are not paying or less paying their attentions towards as whether those are 
researchers or practitioners.  Only some development sectors are working on these issues. Thus it 
is big areas for researches especially in Pakistan where people feel hesitate to talk on this topic. 
Even community people who are practicing open defecation and play role in spreading disease 
also don’t want to discuss these issues. People who are living in cities thought that this is not an 
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issue. They thought that in this modern age everybody has awareness while this is not true if we 
move towards rural areas. Now, it is the time to think for researchers and practitioners that how 
they can help their nation especially those who are living in rural areas. Lots of work is needed to 
do in this field. In this research I have tried to see how the community behavior towards 
sanitation and hygiene can be changed. In this research only few variables are discussed which 
are communication, culture of the community and their behavior change towards sanitation and 
hygiene. There are many other things which can play role in changing the behavior of 
community. Sanitation marketing is relatively a new term which is needed to be studied in depth. 
Lots of research can be done to develop new strategies for sanitation marketing. Multiple 
sanitation and behavior approaches can be studied in Pakistani context. Thus it is not an 
ignorable topic just because of its name. It has lots of information in it and it needs more 
attention for the better life of a nation.  
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