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Executive summary 

 

The objective of the national-level Energy Efficiency and Conservation (EE&C) awareness 
campaign plan is to raise mass awareness on energy efficiency and conservation and in turn, 
reduce per-capita energy consumption in the long run. It will complement the effort of the 
Government of Bangladesh to achieve “Vision 2021: Electricity for All”. As a starting point, 
the campaign will focus on three prioritized sectors: industrial, commercial, and domestic 
sector. 
 

A plan has been developed for national level energy efficiency and conservation awareness 
campaign for the next five years (2021-2025). The first step was to break down this broad 
objective to specific objectives. The Chapter 1 lists down all the specific objectives and 
associated activities. As part of the background analysis, similar campaigns from other 
countries have been explored. Initiatives taken in Bangladesh to promote EE&C have been 
studied as well to understand what has been done so far, to what extent and with what 
result. Insights captured from analyzing the local initiatives and initiatives from the other 
countries have been used for designing this campaign plan. Chapter 1 also presents the 
overarching approach that has been followed for this project.  
 

Chapter 2 presents the detailed methodology that has been used for this project. The 
methodology has five phases: Inception, Analysis & Design, Action, Monitoring and 
Evaluation (M&E), and Closing. Brief activities, outputs/findings from each of these phases is 
provided below: 
 

▪ Inception: The Inception Report has been prepared at this stage. The Inception Report 
provided detailed planning for conducting this project including approach, timeline, 
questionnaires, sampling techniques, etc. Purposive sampling has been used to find out 
the sample size. The report has been shared in a workshop with representatives from 
different relevant organizations. Three important tasks have been accomplished at this 
stage: managing a country-wide survey with 203 respondents, doing interviews with 10 
key informants (KII), and conducting a Focus Group Discussion (FGD) in an urban school.  

 

Literatures on behavior change and energy consumption pattern have been reviewed. 
The Whole Brain Approach developed by Ned Hermann has been reviewed to 
understand scientific human brain functioning and creative thinking process. This theory 
argues that a certain behavior comes from a particular or a combination of four thinking 
process: Analytical thinking, Organized thinking, Interpersonal thinking, and Creative 
thinking. Maslow's Hierarchy of Needs has been studied to understand the factors those 
motivate people to change a certain behavior (or to keep practicing that). Another 
theory that attempts to describe behavior change is the Trans-Theoretical Model (TTM) 
developed by Prochaska and DiClemente. The TTM describes how people start 
questioning their existing behavior, feel determined to change, act to change, and 
preserve the change. The Prospect Theory helps to understand how people compare a 
potential gain against potential loss. This theory argues that loss has deeper impact in 
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one’s mind than gain. Hyperbolic discounting theory explains why people often ignore 
long term benefits of energy saving or negative impact of climate change. Social 
preference theory argues that people often do not think rationally rather fairness, 
altruistic motives and trust influence people to make a decision. Details of these theories 
have been provided in this chapter and their connection with this campaign has also 
been established.  

 

▪ Analysis: relevant documents, interviews, survey data, and FGD have been analyzed to 
find critical insights. Overall eco-system of the power and energy sector and specifically 
the EE&C context has been reviewed. Bangladesh made sound progress in the energy 
sector for the last decade; however, per-capita energy consumption in Bangladesh is still 
very low compare to other economies from South Asia and South East Asia. Bangladesh 
is committed to become an upper middle-income country by 2030. Ensuring energy 
security is one of the pre-requisites to achieve this status. Furthermore, Bangladesh is 
committed to achieve UN’s Vision 2030: Sustainable Development Goals. Goal 7 “Clean 
Energy for Everyone” complements government’s vision in this regard. Goal 9 “Industrial 
and technological innovation and social infrastructure” and Goal 13 “Urgent handling of 
climate change” also underscores the importance of clean and affordable energy.  
 

The Energy Efficiency and Conservation Master Plan (EECMP) estimates energy 
consumption and saving potentials for five energy intensive sectors: industrial, 
commercial, domestic, transport, and agricultural. From these five sectors, interventions 
for three sectors have been considered for this campaign plan – industrial, commercial, 
and domestic. Energy saving potentials and recommendations of the stakeholders has 
been considered for making this selection. EECMP has been used as a foundation for 
constructing this campaign plan. EECMP has targets of reducing 15% primary energy 
consumption by 2021 and 20% by 2030 compare to the Business as Usual (BAU) scenario 
of 2013. This campaign plan, in conjunction with the EECMP, can help the country to 
achieve these targets.  

  

One important element of this chapter is the Benefit Barrier Analysis (BBA). BBA explains 
the factors those help to change a behavior (enabler) or create hindrance (barriers). Data 
collected from the KAP survey has been particularly used for doing the BBA. KAP survey 
revealed that male members of the family primarily make purchasing decision. Women 
are also getting benefitted from using energy efficient equipment, for instance using 
Improved Cook Stove (ICS) is helping women to save time, reduce drudgery, and to 
receive health benefits. The analysis found that users to some extent are aware about 
their monthly electricity bill. TV has been found as the most effective medium to reach 
the end-users followed by newspaper and internet. Mobile subscriber and internet 
penetration are growing in Bangladesh; so is the influence of social media.  
 
People’s limited knowledge on EE&C has been found as one of the key barriers. Users 
have limited knowledge on how they can save electricity and how they can stop wastage. 
60% of the users think they can save up-to 10% energy by changing their behavior or 
using efficient equipment. This is way below than the estimation provided by the EECMP, 
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i.e., 36%. This indicates that people are underestimating the benefits they may get from 
EEC. Purchasing efficient products often need higher budget. Initial cost has been found 
as another key barrier.  

 

There are several enabling factors found as well those can be leveraged to promote EEC. 
People’s commitment towards country or society is one of them. Users understand that 
saving electricity can help country’s development and also can help them to save money. 
56% of the users mentioned that they are taking at least some measures to save 
electricity. Furthermore, people are increasingly getting aware about climate change and 
they understand that saving electricity can help to tackle this problem.  

 

▪ Action: this step elaborates the activities and actions required for undertaking the 
campaign plan. General strategies for all the interventions have been outlined here. The 
first step is definitely to take initial preparation including defining the objectives. Major 
outputs from the initial step should include: project charter, cost-benefit analysis, 
description of the intervention, etc. One of the most important tasks for this stage is to 
prepare the right message for the campaign. The message should deliver the key 
information to the recipient. Detailed methodology has been provided to select different 
components of a message: language, emotion, tone of message, logo, slogan, and 
visuals.   

 

▪ Monitoring and Evaluation (M&E): M&E is essential to evaluate the progress of the 
campaign and change strategy or actions if needed. An M&E framework has been 
provided that can be used for tracking the progress.  

 

▪ Closing: The campaign will be considered completed after achieving all the objectives. A 
checklist has been provided to make sure all the works have been completed, and 
necessary documentations have been made.  

 

Chapter 3 presents details of the interventions with their timelines. The following 
interventions have been proposed:  
 

▪ Intervention for the industrial sector: I-1: Energy Manager (EM); I-2: Publications on 

EE&C; I-3: EE&C Events; I-4: Energy Conservation Award.  

 

▪ Intervention for the domestic sector: D-1: School Based Campaign; D-2: Promotion of 

Energy Standards and Labeling; D-3: Youth-Oriented Campaigns; D-4: Energy Calculator; 

D-5: Rural Area Based Initiative; D-6: Urban Area Based Initiative. 

 

▪ Intervention for the commercial sector: C-1: Workshops and Seminars; C-2: Certification 

and Building Code Promotion; C-3: Awards and Recognition. 

 

In the wake of COVID-19 pandemic, the usage of electronic and social media in campaign 
execution is highly encouraged. Detailed planning has been provided including the way 
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different media, especially the social and digital media, can be utilized to implement this 
campaign.  
 

Chapter 4 presents a brief outline of the resources required for running this campaign. An 
organogram has been provided with job description for different positions.  
 

It is expected that this campaign will bring important and sustainable change in the behavior 
of the end-users. At the same time, this campaign will generate valuable knowledge 
materials including data, insights, stories, cases etc. Chapter 5 recommends the efficient way 
the knowledge materials can be used during the implementation of this campaign. Chapter 6 
provides the end-remarks and the next steps required for initiating this campaign.  
 

Bangladesh has a vision to be a developed country by 2041. Energy security is one of the 
prerequisites for achieving this status. The MPEMR has taken initiatives to diversify fuel 
portfolio. EE&C can help to create a win-win situation for both the demand and supply sides. 
The direct impact of this campaign will be energy saving, however, the indirect impact might 
go beyond the ‘energy’ space and might change people’s behavior and perception towards 
energy, economic growth, social equity, and climate change nexus. 
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1 Background 

To achieve the target of becoming a developed country, Bangladesh considers Energy 
Efficiency as one of the most important issues. Accordingly, an Energy Efficiency and 
Conservation Master Plan (EECMP) up-to 2030 has been prepared. The EECMP has given 
specific guidelines through mentioning “five key viewpoints” to show the targets and 
approach in the Power and Energy sector, toward the realization of the Bangladesh’s 
national goal: to achieve VISION 2021 and become a high-income country by 2041. 
 
Energy plays the central role to achieve the target of sustainable human development. If the 
Sustainable Development Goals: Vision 2030 is to be realized, not only the energy 
production, but also the energy usage pattern must be revisited. Inefficient energy usage 
harms economic growth, and creates negative effects on the environment, as well as to 
social and economic quality of life. 
 
To achieve the goals outlined in the EECMP, a well-planned strategy should be in place 
supported by incentivized policy framework to encourage both the consumers and all other 
stakeholders to choose and promote efficient appliances, equipment and implementing 
conservation practices in the energy eco-system. These measures should be able to lower 
demand for energy, reduce pollution and greenhouse gases, and diminish unwanted load-
cut. 
 
The EECMP has been studied carefully to understand the overall energy sector in 
Bangladesh, energy consumption by different sectors, and saving potential from each of the 
sector. Nationwide awareness raising is one of the cornerstones of EECMP. The EECMP 
recommends organizing school/university level initiatives to encourage young people to 
become more active in the EE&C space. The master plan also indicates to use mass media for 
raising awareness among the general population.  
 

1.1 Objective 

The objective of this project is to develop a national level energy efficiency and conservation 
awareness campaign plan for the next five years (2021-2025). This broad objective has been 
divided into separate, achievable, and action specific goals.  
 

▪ Analyze the existing power and energy sector of Bangladesh: The major public-private 
entities involved in the power and energy sector in Bangladesh have been identified. The 
role of the major stakeholders including the development partners, media and civil 
society have been studied.   

 

▪ Understand the energy saving potentials from different sectors: The EECMP published 
by SREDA and JICA have been used to explore the saving potential from five sectors: 
industrial, domestic, commercial, agriculture, and transport.  
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▪ Identify and prioritize target groups: Three key sectors - Industrial, Domestic, and 
Commercial - have been selected for inclusion into the core campaign. These sectors are 
selected considering their significant saving potential and larger impact.  

 
▪ Conduct a benefit barrier analysis: A benefit barrier analysis reveals the impediments 

and enablers of an awareness campaign. Detailed insights from the individual and 
institutional consumer are collected through Knowledge, Attitude, Practice (KAP) survey, 
Key Informant Interviews (KII), and FGD.  

 

▪ Select sector specific interventions: Elaborate target-group specific interventions along 
with their associated implementation plan, media mix, stakeholders, and risk 
management process. The interventions have to be impact oriented, gender 
differentiated and target group specific.  

 

▪ Monitoring and Evaluation: Systematic M&E is critical to track the progress of the 
campaign and to do necessary adjustments (if required). 
 

▪ Recommend an appropriate knowledge management system: Overarching goal of the 
EE&C campaign is to bring behavioral changes among the end-users. Learning from this 
campaign can be leveraged by other entities for similar programs.   

 
▪ Institutional arrangement for organizing the campaign: Provide a layout of the 

organogram required for effective operation of the campaign.   

 

1.2 Global Trends in Awareness Building 

Countries around the world implement awareness campaigns for promoting EE&C. These 
activities demonstrate an impressive variety of strategies and measures. Several initiatives 
from around the world have been reviewed to understand the scope, complexities, and 
critical success factors. A summary of three such programs are provided below. Lessons from 
these programs has been used for designing the awareness campaign.  
 

1.2.1 Activities from India 

Bureau of Energy Efficiency, India (BEE) is the leading public body from India responsible for 
promoting EE&C in the country. One of their successful initiatives is Bijli Bachao, Desh Banao 
(Save Electricity, Build the Nation), a campaign that shows young kids are spreading 
awareness and turning off every switch that doesn’t need to be on. The following media 
were used to promote the campaign in the country: 
 

Print media Electronic Media Social Media Outdoor media 

Special Initiative: 

School Awareness 

Program 

• News bulletin 

• Coffee table book 

• Video spots in TV 

channels 

• Facebook 

• Twitter 

• Instagram 

• A wall painting 

competition 

• Inclusion of 

chapter on EE in 

school curriculum 
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• Corporate 

brochures 

• Leaflets 

• Posters/pamph-

lets/stickers 

• Calendars 

• Program leaflets 

(LED, AC, refrige-

rators, micro-

wave and 

washing 

machines) 

 

• Video clips on 

energy 

conservation 

were shown in 

approx. 900 

cinema halls 

across the 

country 

• Live/talk shows in 

business 

channels 

• Radio spots 

• Messaging 

through 

SMS/Internet: 

more than 7 

million SMS were 

sent on the 

Energy 

Conservation Day 

• YouTube • 100 nos. of bill 

boards in 20 nos. 

of cities were 

displayed  

 

for 6th to 10th 

standards 

• Training, skill up 

gradation of 

teaching staff, 

energy 

professionals and 

technical staff 

• Awareness activi-

ties, debates and 

quiz programs at 

school level 

• Initiation/replica-

tion/strengthenin

g of eco/energy 

clubs 

Table 1: Media used by the "Bijli Bachao, Desh Banao" Campaign in India1 

 

1.2.2 Activities from Singapore 

Singapore is one of the leading countries from the Asia and the Pacific to mainstream EE&C 
in their national policies. The Energy Efficiency Program Office (E2PO), a multi-agency 
committee, primarily works in Singapore to conduct campaigns on EE&C. Some of the 
notable campaigns conducted by the committee were:  
 

▪ For residential sector: publishing tips for saving energy at home, tips for buying 
appliances, efficient interior design. 

▪ App publishing: an app that helps the customer to calculate the life cycle cost of any 
appliances. This app is available in both AppStore and GooglePlay. 

▪ Promoting mandatory energy labeling 
▪ Championing companies who show remarkable achievements in EE&C. 

 

1.2.3 The 3 + 6 = 9 Campaign from South Korea 

The Korea Energy Management Corporation (KEMCO) is the apex body responsible for 
conducting EE&C conservation study in Korea. “3+6 = 9” is one of their flagship campaigns. It 
promoted energy efficient lighting to more than 30,000 families in Korea. The program used 
a US $5 voucher per family for subsidizing the purchase of new lights. The campaign that 
mostly targeted the households focused on 3 easy steps to save energy usage and 6 
additional steps:  

 
1Information has been collected from the presentation made by Mr. Anil Sharma titled “EE & Conservation 
Awareness Program - Experience from India” in the International Conference on Energy Efficiency and 
Conservation Awareness 2019 in Bangladesh organized by SREDA. 
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3 EASY STEPS 6 ADDITIONAL STEPS 

1. Turning off the lights; 
2. Turning off computers; 
3. Reduce the usage of private 

cars.  

1. Control the temperature of the air-
conditioner within 26-28O Celsius; 

2. Walking short distance; 
3. Shutting auto-mobile engine if not 

driving; 
4. Avoid overloading cars; 
5. Avoid ironing cloths if not necessary; 
6. Using rice cooker.  

Table 2: "3+6" Campaign from Korea2 

 

The end line evaluation of the program revealed that the awareness campaign saved around 
70 GWh annually.  
 

1.3 Initiatives from Bangladesh 

A number of previous and current initiatives have been reviewed to understand the activities 

already done in Bangladesh with their scope and impact. The following table presents a list 

of the interventions and brief of their activities:  

 
Table 3: Priority Interventions 

Intervention Promotion Activities / Website Inf. 

International Conference 
on EE&C Awareness 
2019 

A three-day International Conference was held during 11-12 
November 2019 at Dhaka, Bangladesh, organized by SREDA in 
collaboration with REEEP II and GIZ Sector Network TUEWAS 
(Transport, Environment, Energy and Water in Asia).  
 

Participants from different countries shared their experience 
on the EE&C. The Conference facilitated policy discussions on 
raising awareness on EE&C.  
http://iceeca2019.sreda.gov.bd/ 

Textile Sector: Audits, 
Workshops, Conf. etc. 

The Accord trains and supports joint labor-management Safety 
Committees at factories producing for Accord signatory 
companies. This included energy topics.  
https://bangladeshaccord.org/updates/safety-training 

Commercial/public 
buildings:  Lighting, AC, 
HVAC systems 

1. Walton energy saving light campaign: 
Walton Energy Saving Light promotes that the product saves 
up to 80% electricity and it could be used in long run without 
any problems 
https://www.youtube.com/watch?v=Z-LmnR6GCIg 

 
2 Overview on Public Benefit Campaigns to Promote Energy Conservation and Energy Efficiency by Kyung-
HeeKim. This paper was prepared to serve as background information and a discussion paper for the 
UnitedNations Forum on Energy Efficiency and Energy Security: Taking Collaborative Action on 
MitigationClimate Change (Seoul, Republic of Korea, 17- 18 December 2007). 

http://iceeca2019.sreda.gov.bd/
https://bangladeshaccord.org/updates/safety-training
https://www.youtube.com/watch?v=Z-LmnR6GCIg
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Intervention Promotion Activities / Website Inf. 

2. Walton electricity saving AC campaign:  
Walton Intelligent Inverter Air Condition (AC) consists of 
intelligent inverter technology and recently it promotes that it 
saves up to 60% electricity. 
https://www.youtube.com/watch?v=Iwud5nc7xJA 

Household Energy 
Platform 

EE heat cookers: Ministry of Power, Energy and Mineral 
Resources launched an AV to make people aware about EE 
heat cooker. 
https://www.youtube.com/watch?v=dIyawKhTimo 

Education curriculum During the financial year 2016-2017, about 12 schools in the 
country initially displayed videos on electricity use and energy 
saving. In order to increase awareness, renewable energy and 
affordable lessons are included in the school-level curriculum. 
The Ministry of Power, Energy and Mineral Resources takes 
the initiative to raise awareness among future generations 
about energy use and saving. 
http://www.youtube.com/watch?v=AJav60_8oOo 

Biomass Briquettes Khulna University of Engineering and Technology (KUET) 
organized a series of events such as seminars, workshops and 
exhibitions with the aim of disseminating the improved 
biomass briquetting targeting briquetting machine owners and 
operators, technicians and teachers of engineering institutes. 
https://energy-access.gnesd.org/projects/10-biomass-
briquetting-technology-domestic-and-small-industrial-
applications.html 

Green Financing for 
Energy Efficiency 

a. 3e hosts seminar on “accessing green financing for energy 
efficiency 

The focus of this event was to highlight the available 
financing opportunities for local companies which are 
interested in implementing EE measures and becoming 
part of the green finance initiative 

https://greengrowthbd.com/news_type/3e-hosts-seminar-on-
accessing-green-financing-for-energy-efficiency/ 
b. IDCOL’s Bangladesh Clean Energy Summit 2019: 
The conference was attended by more than 200 delegates and 
55 speakers from 12 countries. It covered nine sessions:  

1. Executive Panel Discussion: Global Transitions in Clean 
Energy - Frontiers of New Energy Paradigm 

2. Spotlight Session: Energy Efficiency Policy, Financing 
and Market Outlook in Bangladesh 

3. Panel Discussion: Sunnyside up – Scaling up Solar 
Photovoltaic Solutions 

4. Spotlight Session - Showcasing Global Exhibitors of 
Expo 

https://www.youtube.com/watch?v=Iwud5nc7xJA
https://www.youtube.com/watch?v=dIyawKhTimo
https://www.youtube.com/watch?v=AJav60_8oOo
https://energy-access.gnesd.org/projects/10-biomass-briquetting-technology-domestic-and-small-industrial-applications.html
https://energy-access.gnesd.org/projects/10-biomass-briquetting-technology-domestic-and-small-industrial-applications.html
https://energy-access.gnesd.org/projects/10-biomass-briquetting-technology-domestic-and-small-industrial-applications.html
https://greengrowthbd.com/news_type/3e-hosts-seminar-on-accessing-green-financing-for-energy-efficiency/
https://greengrowthbd.com/news_type/3e-hosts-seminar-on-accessing-green-financing-for-energy-efficiency/
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Intervention Promotion Activities / Website Inf. 

5. Panel Discussion: Reimagining Clean Energy Financing 
6. Spotlight Session - Leapfrogging in Productivity through 

Energy Efficiency – Success stories 
7. Panel Discussion: Electric Mobility Potential and Market 

Outlook in Bangladesh 
8. Spotlight Session - Technological Innovation and 

Standards for Driving Clean Energy 
9. Panel Discussion - Green Buildings Ecosystem in 

Bangladesh 
http://idcol.org/bces-2019/home/program_structure 

 

The table below presents the status and schedule of the previous and existing promotional 

activities, and pointed on how much PA can contribute to the success.  

 
Table 4: Promotional Campaigns 

Interventi

on 

Promotion Activities Start End 

Bijli 

Animatio

n Series 

Ministry of Power, Energy, and Mineral Resources 

created awareness among people about saving 

electricity by performing an animation series named 

“Bijli”. It aims on people’s consciousness and provides 

effective ways to reduce the amount of electricity 

used. 

https://www.youtube.com/watch?v=8YUmQ62L9zU 

19/12/20

18 

9/01/201

9 

Power 

and 

Energy 

Week-

2018 

 

 

 

 

 

 

National Power and Energy Week 2018 is one of the 

biggest events of the year where the nation’s biggest 

advances in the power and energy sector are 

showcased along with engaging events. Ministry of 

Power, Energy and Mineral Resource is creating a 

platform encouraging young people, professionals, 

industry owners and researchers to elaborate 

innovative ideas, new technologies. For promoting the 

event, theme song and promo TVC were made, press 

releases were circulated and seminars were arranged. 

https://www.youtube.com/watch?v=6w1lxX55Wd0 

https://www.youtube.com/watch?v=fEp2NTTbVv8 

https://www.youtube.com/watch?v=fEp2NTTbVv8 

https://www.youtube.com/watch?v=WH_oWK5__rA 

6/09/201

8 

 

 

 

 

 

 

 

 

8/09/201

8 

http://idcol.org/bces-2019/home/program_structure
https://www.youtube.com/watch?v=8YUmQ62L9zU
https://www.youtube.com/watch?v=6w1lxX55Wd0
https://www.youtube.com/watch?v=fEp2NTTbVv8
https://www.youtube.com/watch?v=fEp2NTTbVv8
https://www.youtube.com/watch?v=WH_oWK5__rA
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Interventi

on 

Promotion Activities Start End 

 

 

 

 

Sheikh 

Hasinar 

Uddoge 

Ghore 

Ghore 

Biddut 

 

https://www.banglatribune.com/others/news/361339 

https://www.kalerkantho.com/online/national/2018/

09/05/676879 

www.ekushey-tv.com/জাতীয়-বিদ্যুৎ-ও-জ্বালাবি-

সপ্তাহ-শুরু-আজ/48617 

The Government has the vision to ensure Electricity 

for All by 2021. The Power Division, under the 

campaign the campaign of “শেখ হাসিনার উদ্যাগ, ঘদর 

ঘদর সি্যযৎ”, already initiated several branding and 

promotional works, including: 

• Giving instruction and finance to the Upazilla 

Nirbahi Officer (UNO) from 245 Upazillas to erect 

billboards; 

• Giving award to individual and institutions from 

both the public and private sector for making 

outstanding contribution in the field of energy 

conservation, renewable, and solar energy; 

• Award given to students from school, college, and 

university levels for innovative ideas in the power 

and energy space; 

• Preparing a cartoon series; 

• Logo design competition.  

https://powerdivision.gov.bd/site/page/30014c28-

3069-4fd5-9485-ae59379800ee AE 

https://www.youtube.com/watch?v=oGP76OfS39g 

https://www.youtube.com/watch?v=DEIyCw9q_zs 

https://www.youtube.com/watch?v=Pzh_45FHYFA 

 

 

 

 

15/10/20

17 

Power 

and 

Energy 

Week-

2016 

 

The slogan of Power and Energy Week-2016 was 

“Odommo Bangladesh”. In addition to highlighting the 

government's achievements in the power sector, the 

power division also celebrated the week to encourage 

consumers to use electricity and energy efficiently. 
 

Promotional activities included a theme song, promo 

TVC, press releases and seminars. 

https://www.youtube.com/watch?v=9WPi2aJ_qO0 

7/12/201

6 

10/12/20

16 

https://www.banglatribune.com/others/news/361339
https://www.kalerkantho.com/online/national/2018/09/05/676879
https://www.kalerkantho.com/online/national/2018/09/05/676879
https://powerdivision.gov.bd/site/page/30014c28-3069-4fd5-9485-ae59379800ee
https://powerdivision.gov.bd/site/page/30014c28-3069-4fd5-9485-ae59379800ee
https://powerdivision.gov.bd/site/page/30014c28-3069-4fd5-9485-ae59379800ee
https://www.youtube.com/watch?v=oGP76OfS39g
https://www.youtube.com/watch?v=DEIyCw9q_zs
https://www.youtube.com/watch?v=Pzh_45FHYFA
https://www.youtube.com/watch?v=9WPi2aJ_qO0
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Interventi

on 

Promotion Activities Start End 

https://www.youtube.com/watch?v=SNG82Zr4GM0 

https://www.youtube.com/watch?v=hzkf7LkBCgs 

https://www.youtube.com/watch?v=x5mT0UbSjKA 

https://www.youtube.com/watch?v=GJ4_p6v37zk 

 

 

The table below presents some of the relevant projects and programs funded and supported 

by some of the major development partners working in Bangladesh.  

  

Table 5: Relevant international Projects, Programs & Initiatives by Donors 

Institution/Country Project/Intervention Start End 

UNEP/UNDP Development of Sustainable Renewable Energy Power 
Generation (SREPGen). 
 
Develop and distribute appropriate promotional 
materials for the school level students on renewable 
energy and energy efficiency & conservation issues. 

2014 2020 

World Bank/IMF Bangladesh Scaling-up Renewable Energy Project 
 
Awareness raising and promoting rooftop PV.  
Awareness rises to increase women’s participation in 
IDCOL’s initiatives.  

2019 2024 

World Bank  Technical Assistance for Renewable Energy Resource 
Assessment and Piloting (TARERAP) 
 
The project has planned to use multiple media to create 
awareness. The objective of the promotional activities is 
to encourage the businesses and public participation. 
Activities include - publish 170 newspaper 
advertisements, 500 TV ad, 15 workshops and seminars.  

2019 2022 

Asian Development 
Bank 

Bangladesh Power System Enhancement and Efficiency 
Improvement Project 
 
This project has several awareness building initiatives 
with the direct beneficiaries but there were no specific 
initiatives to build awareness for the general public.  

2017 2021 

USAID Clean Cook Stove Program  
 
United States Agency for International Development 
(USAID) partnered with the Global Alliance for Clean 
Cookstoves (Alliance) Global Alliance for Clean 

2015 2016 

https://www.youtube.com/watch?v=SNG82Zr4GM0
https://www.youtube.com/watch?v=hzkf7LkBCgs
https://www.youtube.com/watch?v=x5mT0UbSjKA
https://www.youtube.com/watch?v=GJ4_p6v37zk
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Cookstoves to introduce more energy efficient cook-
stoves named as Improved Cook Stove (ICS). ICS 
consumes less fuel and significantly produces less 
pollution. USAID and its partners took promotional 
activities resulting in sales of more than 21,000 units 
and, in the process, reducing carbon dioxide equivalent 
greenhouse gas emissions by more than 43,000 metric 
tons. 

JICA Energy Efficiency and Conservation Promotion 
Financing Project. 
 
Raising public awareness on the significance of EE&C 
and RE (target 208 TV ad, 624 radio spot, 104 
newspaper ad, 8 billboards rent, 4 roundtable 
discussions, 3 supplementary advertisements in print 
media).  

2018 2022 

Global Alliance for 
Clean Cook Stoves 
(Clean Cooking 
Alliances of United 
Nations Fund) 

Household Energy Platform Program in Bangladesh 
 
Create awareness among the stakeholders about 
benefit of Improved Cook Stoves. Organizing workshops, 
seminars and talk shows, printing brochures, banners, 
leaflets and road shows and motivational meetings with 
the local leaders/school teachers and imams of 
mosques in rural/peri-urban areas to boost the 
marketing of ICS. 

2016 2021 

 
The above sections summarize the initiatives have been taken in Bangladesh and in other 
countries. The following presents major insights gathered from the above analysis: 

Lessons learnt 

• A mix of interventions can be more effective rather than focusing on one or two 
particular interventions only. For example: intervention implementing simultaneously 
for different target groups (e.g. industrial, domestic, and commercial), different age 
(school based, youth oriented), different area (urban, rural), different economic group, 
etc., can be more effective rather than going for one or two specific intervention.  
 

• The target group should be clearly defined before designing any intervention. Message 
of the campaign (e.g. language, tone, etc.) should be designed considering the target 
group. 

 
• Different agencies already conducted several awareness campaigns. The contents 

prepared during those campaigns can be used as well. For example, the ‘Bijli 
Animation Series’ produced by the MoPEMR has strong appeal to attract the youth 
segment of the population. However, the viewership of the episodes on YouTube are 
not as expected. Here, an effective strategy can be to promote this series rather than 
creating a new one. Social media can be used for promoting the series.  
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• Multi-stakeholder approach can be critical for making the campaign a successful one. 

Along with SREDA, involvement from other agencies of the ministry, development 
partners, media, NGOs, etc., can play important role to make this campaign a 
successful one. 

 

1.4 Overarching Approach 

The approach and methodology have been planned to achieve the objectives outlined in 
Section 1.1. Analysis, findings, and recommendations made in the EECMP have been used as 
the foundation of this project. The following framework summarizes the overarching 
approach used for this project: 
 

 
Figure 1: Approach for conducting the assignment 

▪ Consultative approach: all the key stakeholders have been consulted during the course 
of this project especially SREDA and GIZ. The first draft of the Inception Report has been 
shared in the Inception Workshop. Comments and recommendations have been 
collected from the participants. Those feedbacks were important for finalizing the 
Inception report, and also to come up with the detailed planning for implementing this 
project. Several interviews have been conducted with the representatives from different 
institutions to understand what they have done to promote EE&C in Bangladesh, and 
future planning they have. Several online meetings have been conducted with GIZ and 
SREDA to validate the findings and outputs. 

 

▪ Global experience and local knowledge: the consortium working in this project brings to 
the table experience of working in similar assignment in different parts of the world. 
However, the critical factor was to adapt the recommendations considering the socio-
economic and cultural context of Bangladesh. Best case examples from other countries 
have been studied. Interviews and surveys ensured that solutions recommended are 
suitable for the Bangladesh’s context.  

 

▪ Primary and secondary research: the EECMP has been the key document that has been 
studied and frequently used for this project. Moreover, the following group of 
documents have been reviewed for this project: 

 

• Publications made by different agencies of MPEMR; 

• Factsheet, research documents, and publications made by GIZ; 

• Data and publication made by other development partners and entities (e.g. JICA, 
WB, ADB, IDCOL, etc.); 

Consultative 
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• Journal and research paper on behavior change especially those are related to 
behavior change; 

• Analysis of print, TV, and digital media from Bangladesh; 
 

Primary data has been collected from Interviews, an FGD, and from a countrywide 
questionnaire survey. The questionnaire survey has been conducted with 203 
respondents covering the entire country. Appropriate sampling technique has been used 
for identifying the sample size. The questionnaire has been prepared considering the 
objectives of this project and data requirement from the primary survey.  

 

▪ In-depth analysis: data collected from the primary and secondary survey has been 
analyzed using data analytical tools. Different types of analysis have been made to bring 
out insights and internal pattern from the data set including: qualitative and 
quantitative analysis, descriptive and exploratory analysis, etc.  

 

▪ Value for Money: this campaign plan has proposed multiple interventions for three 
sectors (e.g. industrial, commercial, and domestic). Interventions have been selected 
those can bring maximum value against the investment.  

 

▪ Pragmatic and implementable solution: it was ensured that all the recommendations 
put forth are practically possible to implement - and implementable within a reasonable 
time frame.  

 

▪ Gender consideration: gender dimension has been prioritized while designing this 
campaign plan. Maximum participation from women has been recommended. At the 
same time, it is expected that these interventions, if implemented, will bring positive 
result to women empowerment by increasing their access to affordable and clean 
energy.  

 
These are the guiding principles followed for this project. The methodology of this project, 
elaborated in the following section, has been developed considering these principles.  
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Chapter 2: Methodology 
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2 Methodology 

A campaign can be defined as a planned course of action carried out over a period of time to 
achieve certain objectives. This section covers the overall approach towards the planning of 
an impact oriented, gender differentiated, time based and target group specific campaign 
plan. The methodology has the following five stages: 
 

1. Inception: this stage starts with the identification of specific goals under the umbrella of 
the high-level objectives. Appropriate academic theories and researches are studied to 
understand the scope, complexities and what actions need to be undertaken to address 
those.  

2. Analysis: the ecosystem of the EE&C has been studied at this stage.  Among others, the 
EECMP published by SREDA has been carefully studied to understand the energy saving 
potential from different sectors. Data has been collected from multiple sources to 
generate in-depth insights on the EE&C context. The activity includes workshop, 
interviews, Focus Group Discussions (FGDs) and survey throughout the country. 
Collected data has been analyzed through benefit-barrier analysis to understand what 
are the forces can impede or enable the proliferation of energy saving behavior among 
individual and institutional users. Stakeholder and media analysis also have been 
conducted at this stage.  

3. Design: the design guideline provides a generic format that can be used, with necessary 
customization, to create new interventions in the domain of EE&C. A popular concept 
called Theory of Change has been considered for designing short and long-term 
interventions.   

4. Action: this stage presents detailed design-principle, process, and steps required for 
implementing the interventions. It consists of four steps: planning, initiation, execution 
and closing.  

5. M&E and Learning: in EE&C campaign, M&E is essential to check the progress of the 
project and make necessary adjustments wherever needed. 

The following framework exhibits the complete picture of the development of EE&C 
awareness plan:  
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Figure 2: Methodology 
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2.1 Inception 

2.1.1 Inception Workshop 
 

The project started with an internal kick-off meeting. Scope of the project, objectives, 
deliverables, risks, timeline, and internal work distribution have been discussed. An official 
kick-off meeting has been organized with GIZ and later with SREDA. The team members 
from the consulting team shared their approach for this project. Suggestions and feedbacks 
made from SREDA and GIZ have helped the team to prepare the provisional version of the 
Inception Report. A workshop was organized to share the Inception Report with 
representatives from different relevant institutions. The final Inception Report provided 
detailed planning for conducting this project, timeline, questionnaires, sampling techniques 
etc. The next step was to review literature and theories on behavior change. 
 

2.1.2 Theoretical basis of behavior changes 

This section presents the summary of theoretical studies made on behavior change and 
awareness raising and how it contributed to the development of strategy for EE&C 
campaign.  
 

▪ Understanding thinking process: A common and widely used methodology related to 
behavior change has been developed by Ned Hermann (The Whole Brain Business Book, 
1996). The concept was based on scientific human brain functioning and creative 
thinking. This model provides an overview of the different thinking style and thinking 
preferences that people possess and apply. Both the thinking style and preference may 
change according to subject’s phase of life, emotional experiences, gender, socio-
economic context, insights, education, and other factors. 

This holistic approach intends to identify psychological preferences addressed in 
corporate advertisement strategies as well as public awareness strategies. It is widely 
used in developing marketing and PA strategies. 

 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 3: Four-Pillar Approach developed by Ned Herman 

Four areas establish the “content pillars”. This four-pillar approach fits excellent to the 

complex content structure of EE&C.  

 

[A] 
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A. Analytical thinking: People in this area prefer analytical thinking and approach any 
problem in a logical way using mathematical, numerical, and technical analysis. This 
pillar denotes that people make decision based on collective facts mostly using 
quantitative analysis. Relevant determinants for EE&C campaign can be macro-
economic welfare and improvement caused by EE&C behavior including improved 
GDP, household savings, savings by reduction in primary energy import, increasing 
energy security, and improved competitiveness. 

B. Organized thinking: This quadrant follows organized thinking that involves 
structure and procedure. People here respond to goal-oriented learning that is 
precise, detailed, and well-structured. This class of thinking is expressed in 
microeconomic aspects of individual activities such as business 
administration/management (production/supply) and safekeeping family budgets 
(consumption/demand). Organized thinking can motivate people to save money 
from energy related expenses and use that to finance other business and activities.  

C. Interpersonal thinking: People find interpersonal communication very important 
and find personal make their own interpretation to any information they receive. 
People from this quadrant can influence a network of other people. Emotional and 
cultural aspects have strong effects on EE&C awareness and on lifestyle, and 
consumption trends. Positive attitude towards EE&C can have progressive impact 
on other behaviors like reducing consumptions, preserving environment and 
ecology.   

D. Experimental/Creative thinking: People from this area are imaginative and 
creative in nature. They have a visual, holistic, intuitive, and innovative approach 
and are often take the initiative. Ethical & altruistic mindset, challenges of global 
warming, climate conservation, visions for oneself as well as for the next 
generation can be enabling factor for EE&C awareness.  

 

It is important to understand the dynamics behind the model. Each pillar is in distinct 
relationship to others. Additionally, there are cross-cutting and interrelated issues 
which cannot be assigned to one pillar only. This concerns certain political issues such 
as requirements, standards, regulations, and the political discourse in general.  

 

Nevertheless, the NEE&CAR requires a holistic approach which covers all four thematic 
blocks. In fact, a certain behavior shown by an individual comes from a combination of 
all of these thinking processes. The four-pillar approach supports the understanding of 
the complexity of EE&C issues, and consequently the promotion and content 
organization. It will guide the design of promotional product, and create a clear 
identity of the overall campaign. 

 

▪ Understanding the motivational factors: one of the mostly used tools for understanding 
individual behavior is Maslow's Hierarchy of Needs (or Maslow’s pyramid). Maslow’s 
theory explains fundamental human behavior by illustrating 8 different levels of need 
analysis. The theory proposes that people, after meeting needs from one level, are 
motivated to upgrade next level of need. The following figure presents Maslow’s 
Hierarchy of Needs: 
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Figure 4: Maslow’s Hierarchy of Needs 

 
 

Maslow defined needs in two broad categories: deficiency needs, and growth needs. The 
four needs from the bottom of the pyramid are defined as the Deficiency needs, and the 
upper four are defined as Growth needs. Brief explanation of the needs is provided below:  
 

1. Deficiency needs are required to ensure the survival of the human being and to make 
them comfortable. Deficiency needs can be classified in the following categories:  

i. Basic needs are required for survival starting from biological need to safety and 
security needs. Basic needs can be further sub-divided in two classes:  

a) Physiological needs are biological requirements for human survival that include 
food, shelter, education, clothing, sleep and sex. 

b) Safety and security needs are to predict the surrounding environment, a need 
for consistency, being in control and minimizing risk for survival. Examples of 
such needs are physical and emotional safety, social stability, law, and financial 
stability, safety of employment, health and property.  

ii. Psychological need is the next step of the need hierarchy that mostly comes from 
the social context where a certain person lives in. Psychological needs have two 
broad classes:  

a) Social connection is the needs generated from social connection, interaction, 
belongingness, and acceptance. Family, friends, intimacy and emotion-based 
needs fall in this category. 

b) Self-esteem: While living in a society, people feel a sense of accomplishment and 
recognition. The feeling of self-respect and self-esteem are part of this need. 
Feeling strength, independence, status, recognition, respects from others are 
some examples.  
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2. Growth need is also often termed as Self-fulfillment needs. Unlike the deficiency needs, 
this form of need often does not arise from lacking or deprivation rather from a desire 
to develop as a person. Growth needs can be classified in the following categories:  

a) Cognitive needs are the expression of the natural human inquisitiveness, and 
need to learn and investigate. Examples of cognitive needs are knowledge, 
exploration and understanding the world around.  

b) Aesthetics needs: Appreciation of the creative things like poetry, art, music and 
paintings.  

c) Self-actualization needs come from the individual’s one passion to do or achieve 
something. This entails the realization or fulfillment of one's talents and 
potentialities, especially considered as a drive or need present in everyone.  

d) Transcendence needs sit at the top of Maslow’s need hierarchy. Altruism, service 
to others, pursuit of science, religious faith is some of the examples of 
transcendence needs.  

Although, Maslow’s theory portrays the needs as hierarchical, however, human behavior is 
often multi-motivated. Often a need from upper strata may arise even without fulfilling the 
predecessors. Maslow’s need theory is very important for designing a campaign that targets 
to change human behavior. For example, a marginally higher electricity bill may not give a 
strong push to people from the higher economic group to save electricity, rather, factors 
like self-actualization, or transcendence needs may have greater influence. So, a campaign 
that will target high income domestic sector, may give more focus on growth factors rather 
than deficiency factors. Further examples are provided in Table 6.  
 

▪ Behavior change process: The Trans-Theoretical Model (TTM) (also called the Stages of 
Change Model), developed by Prochaska and DiClemente in the late 1970s, provides a 
structured approach on how behavior of a person changes over time. This TTM model 
has 5 stages, where each stage is the preparation for the following one. The model is 
depicted in the following diagram: 

 

 

 

 

 

 

 

 

 

 
Figure 5: Trans-Theoretical Model 
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1. Pre-contemplation: At this stage, the users do not find any problem in their 
behavior, do not understand the benefits of changing their behavior, and also do not 
intend to change their behavior in the foreseeable future. 

2. Contemplation: At this stage, the users starts questioning their behavior, however, 
often remain indifferent between the current and the changed behavior.  

3. Determination: Users are ready to act and change their behavior. They understand 
that changing their behavior can lead to better living, financial, and non-financial 
outputs.  

4. Action: Users either acquire new behavior or change their old behavior, and intend 
to move with the new behavior. Often there is one more step – Relapse after this 
stage, which indicates user can go back to any previous stage instead of continuing 
with the new behavior.  

5. Maintenance: At this stage, users do not feel like to go back to initial stage of their 
behavior.  

The TTM model portrays the steps a person goes through while changing their behavior. 
Moving from one step to the other requires motivation and supportive ecosystem. An 
awareness campaign helps to create this ecosystem by providing information to the 
targeted customer. One of the key lessons from TTM model is awareness building is 
rather a continuous process than a one-step initiative. Relevance of the TTM model with 
this campaign plan is provided in the table 6.  

 

▪ Behavioral factors in decision making: Behavioral economics has different opinions on 
energy usage behavior. Neo-classical economists argue that users process all 
information, conduct cost-benefit analysis before making a conscious, rational, utility 
maximizing decision. Neo-classical theory thus denies considering any extra logical factor 
to define the purchasing behavior of a consumer. However, several studies from 
behavioral economics argued that extra logical factors strongly influence purchasing 
behavior of an individual. Babette Never (Never, 2014) identified four major strands to 
describe economic behavior of energy usage: 

• Prospect theory and loss aversion: Prospect theory states that people take decision 
based on different valuations of losses and gains, relating them to a reference point 
(Tversky & Kahneman, 1992). This theory assumes that people prefer to avoid risk 
(risk averse) if the decision involves a potential gain and prefer to take risk if the 
decision results a potential loss. It can be inferred from the theory that loss has 
deeper impact in one’s mind than gain. There are two more studies highly associated 
with loss aversion theory: (a) Endowment effect: people’s tendency to overvalue 
things they own; (b) Status quo bias: people’s unwillingness to change the status 
quo.  

• Hyperbolic discounting: A substantial amount of research has found that people 
tend to prefer earlier, smaller reward then later, larger rewards when the earlier 
reward offers an immediate consumption. However, this choice is reversed when 
offered in a later date (Pesendorfer, 2006). The tendency of not caring about climate 
change or ignoring the long-term benefits of using energy efficient appliances can be 
explained by using hyperbolic discounting theory.  
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• Framing and mental accounting: Framing of content can profoundly influence the 
way people perceive certain storyline and narratives. For example, it is important to 
enable the consumer to make their decision; however, too much information (choice 
overload) may prevent a user to take certain decision (Iyengar & Lepper, 2000). On 
the other hand, feedback on the way peers have decided or behave can spur the 
decision-making process (Allcott H. , 2011).  

• Social preference: In rational thinking, interpersonal considerations such as fairness, 
altruistic motives and trust do not impact decision-making, however, a series of 
canonical experiments identified that individuals do care about these factors (Never, 
2014). Altruistic motives, care for society and patriotism can influence consumers’ 
preference. 

The theories and research cited above provides important insights into the design of 
EE&C campaign plan. The following table lists the theories with possible 
interventions and examples of campaigns.   
 

Table 6: Using behavioral economic theories to design awareness campaign 

Sl. Theory/research 

strands  

Relevant behavioral 

constraint   

Potential 

intervention 

Campaign 

example 

1.  Loss aversion Uncertainty about 

energy efficient 

appliances/equipment 

may influence the 

buyer not to purchase 

efficient appliance. EE 

equipment are often 

more expensive than 

traditional items. So, 

while making an initial 

higher investment – the 

buyer is taking more 

risk. People with loss 

averse nature may opt 

not to purchase items 

with more risk although 

those have higher 

return in the long run. 

The objective should be 

to reduce the level of 

risk people perceive 

while purchasing.  

- Provide clear, 

specific, concise, 

easily 

understandable 

information; 

 

- Labelling and 

certification.  

 

- Organize 

workshop with 

the appliance 

seller;  

 

- Public private 

partnership to 

popularize 

standard, 

labelling, and 

certification.  

2. Hyperbolic 

discounting  

People prefer earlier, 

smaller reward than 

- reduce price of EE 

products by 

- Popularize 

energy calculator 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
21 

Sl. Theory/research 

strands  

Relevant behavioral 

constraint   

Potential 

intervention 

Campaign 

example 

later, larger reward 

when an immediate 

consumption is 

provided. The choice is 

reversed when offered 

in a later date.  

 

For example, an 

efficient AC saves 

electricity bill in the 

long run but the buyer 

has to pay higher price 

while s/he purchases. 

Several treatments can 

help to overcome this 

barrier, for instance 

giving initial benefit 

(e.g. discount, gift 

voucher, etc.), lowering 

initial cost (e.g. EMI 

purchase) etc., can be 

helpful.   

lowering tax and 

other charges 

and/or increasing 

tax for non-efficient 

products; 

 

- subsidies; 

 

- buying in 

installments;  

- information about 

long term financial 

benefits; 

- availability of loan 

in easy terms and 

with zero/lower 

interest.  

so that the 

customer can 

calculate 

financial return 

of the efficient 

appliances; 

- Organize 

workshop with 

the financial 

institutions (e.g. 

banks), 

Bangladesh Bank 

(regulator), and 

the equipment 

sellers so that 

more sellers start 

selling products 

in installments 

and with 

zero/lower 

interest rate.  

3. Framing and 

mental 

accounting  

It is important to frame 

the information 

considering the target 

group. Lack of 

information can be a 

problem, at the same 

time several studies 

found that 

overcrowding of 

information may also 

discourage the buyer to 

take necessary action.  

 

For example, product 

related specifications or 

information are 

provided with the 

- salient, clear 

information on 

payback periods;  

- using 

appropriate mix 

of media to 

share 

information to 

the end users;  

- using social 

media/social 

network to share 

information; 

- feedback 

mechanism on 

electricity usage.  
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Sl. Theory/research 

strands  

Relevant behavioral 

constraint   

Potential 

intervention 

Campaign 

example 

product or in the 

packages they are sold. 

However, it is often 

difficult to extract 

information on energy 

consumption and how 

much electricity the 

product should save 

during its lifetime.  

4. Social 

preference  

Classical economics 

says that people do cost 

benefit analysis before 

making any purchase. 

Whereas, behavioral 

economics argue that 

other factors like 

fairness, altruistic 

motives, fraternity, etc., 

also have strong 

influence.  

 

Users need to be 

informed that their 

responsible usage can 

help the country to save 

resources, and also can 

contribute to tackle 

climate change.  

- using cultural and 

social norms to 

popularize EE&C 

- society based 

approach, for 

example: (i) 

Gulshan 

Society/DOHS 

based campaign 

to raise 

awareness 

among high 

income users; (ii) 

Popularize 

Improved Cook 

Stove/Retained 

Heat Cooker in 

the village areas.  

- school 

campaign. 

5. Endowment 

effect 

People keep using what 

they have. People have 

the tendency to 

overvalue the things 

they possess. This often 

prohibit the user from 

replacing their old, 

inefficient device. 

People need to be 

informed about the 

negative side of using 

- Incentivize 

replacement of old, 

inefficient product 

with new and 

efficient one.  

- convince the 

product sellers to 

offer exchange 

offer that can 

boost their sales 

as well.  
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Sl. Theory/research 

strands  

Relevant behavioral 

constraint   

Potential 

intervention 

Campaign 

example 

outdated device and 

the benefits of using 

newer ones.  

 

6. Maslow’s 

pyramid (Self-

esteem/ 

Actualization/ 

Transcendence 

needs) 

Save energy for getting 

social recognition; for 

checking climate 

change. 

 

For example, saving in 

the monthly electricity 

bill may not be 

sufficient to influence a 

user from higher 

income group. But self-

realization, altruistic 

motives etc., might be 

more effective factor.  

 

- Award 

- Social recognition 

- Giving EE&C 

award to 

factories or real 

estate 

developers 

- School 

campaign.  

7 TTM model/ 

Stages of 

Change Model 

Appropriate ecosystem 

is needed for changing 

behavior of a certain 

person. According to 

the TTM model 

behavior change usually 

goes through six stages. 

Awareness campaign 

can push a person to 

move from one stage to 

another.  

 

For example, one 

student may learn 

about energy saving 

from text book. This 

may influence to 

change her behavior for 

a certain time. TTM 

model states that that 

- It takes years for 

changing behavior of 

a mass community. 

Different types of 

intervention and 

media involvement 

are required. For 

example, school 

campaign can help a 

student to know 

about EE&C. A 

student may start to 

contemplate his/her 

behavior from school 

campaign. But a 

further push through 

TV ad, or social 

media campaign can 

help that student to 

be determined to 

change behavior or 

- School campaign; 

- Mass media; 

- Digital and social 

media campaign 
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Sl. Theory/research 

strands  

Relevant behavioral 

constraint   

Potential 

intervention 

Campaign 

example 

student can relapse to a 

previous stage if further 

push is not provided. 

The reason why it is 

important to provide 

continuous information 

to the end-users about 

the benefits of energy 

saving so that the 

changes sustain.   

take action in favor 

of the new behavior.  

 

The three theories mentioned above, i.e. Ned Herman’s Whole Brain Approach, Maslow’s 
need hierarchy, TTM, and some of the theories from behavioral economics and psychology 
provide insight on how people think, what their motivation are, and how they respond in-
favor or against a certain economic proposition.  
 

Although the number of researches occurring to explore energy usage behavior is increasing 
recently, it should be noted that, their scope and objectives are highly limited. For example, 
feedback mechanism on electricity usage during consumption (for smart meters), or after 
consumption (post-paid electricity bill), has positive impact on reducing overall household 
consumption of electricity in the US ( (Allcott H. , 2011), (Costa & Kahn, 2010), (Ayres, 
Raseman, & Shih, 2009)), in the UK( (Dolan & Metcalfe, 2013), and the Netherlands 
( (Abrahamse, 2007). However, the impact was rather small with 0.3% - 6.3% savings in the 
monthly electricity bills. Fischer (Fischer, 2008) found that appliance-specific feedbacks are 
effective only when those are interactive, and computerized tools are used. This conclusion 
was made from comparative study conducted on 26 energy-projects across 10 industrialized 
countries. All these insights help to set the foundation for the EE&C awareness campaign in 
Bangladesh. However, political, social, economic, demographic, cultural, technological 
adoption and behavioral factors need to be considered before designing a campaign 
strategy for Bangladesh.  
 

2.2 Analysis and Design 

2.2.1 Situation Analysis 

Energy Efficiency is the “World’s first fuel”, as the International Energy Agency (IEA) puts it 
in a nutshell in one of its recent reports3. Bangladesh’s economy has achieved more than 7% 
economic growth from 2016 to 2019. Per Capita Electricity Consumption (kWh) for 
Bangladesh currently is512kWh (PowerCell 2020 data)4.This energy consumption is lower 
compared to India and other neighboring countries but only higher than Pakistan.5 

 
3https://www.iea.org/news/from-hidden-fuel-to-worlds-first-fuel 
4http://www.powercell.gov.bd/site/view/powerdiv_achievement_at_glance/- 
5https://indianexpress.com/article/explained/telling-numbers-indians-use-1181-kwh-electricity-per-capita-wide-gap-among-states-
6135082/ 

https://indianexpress.com/article/explained/telling-numbers-indians-use-1181-kwh-electricity-per-capita-wide-gap-among-states-6135082/
https://indianexpress.com/article/explained/telling-numbers-indians-use-1181-kwh-electricity-per-capita-wide-gap-among-states-6135082/
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Figure 6: Per capita energy consumption 

 
 

2.2.1.1 Macro-level Perspective 
 

One of the key visions of the Government of Bangladesh is to accomplish the standard of 
upper middle-income country by 2030 and high-income country by 2041. With this 
economic growth, the demand for primary energy, particularly in the industrial and 
transport sector, is expected to increase sharply under the Business as Usual (BAU) scenario. 
This type of growth is not sustainable and not for the benefit of production and 
consumption of the country.  
 

At the same time, domestic gas reserves, the main source of power in Bangladesh, are 
depleting gradually. Contribution from renewable sources is increasing in the national 
energy-mix; however that will not be adequate to meet the demand. In the future a greater 
share of primary energy sources will have to be imported at global price level. Therefore, an 
efficient use of energy, supporting infrastructure and improvements of related policies and 
systems are essential. Promoting EE&C can play a vital role in this regard. EE&C has a high 
potential to gain sustainable growth and welfare in many areas particularly to: 
 
▪ Replace expensive energy imports, 

▪ Cut the peak load to avoid energy breaks, 

▪ Create jobs e.g. for energy services maintenance, 

▪ Improve the welfare of the private sector accumulating additional income and increasing 
economic demand developing sustainable markets, 

 
https://estore.enerdata.net/vietnam-energy.html 
https://www.ceicdata.com/en/pakistan/electricity-generation-and-consumption/electricity-consumption-total 
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▪ Improve health, and  

▪ Combat poverty. 

Bangladesh is one of the signatories of the SDGs set by the UN in 2015. Performance of 
Bangladesh in terms of achieving the Millennium Development Goals (MDGs) was highly 
acclaimed in the global community. Building on that platform, Bangladesh is committed to 
achieve the 17 cross-cutting SDGs and associated targets. Particularly, the following 3 SDGs 
are closely connected to the power and energy fields: 
 

Goal 7 “Clean Energy for Everyone”: Secure access to affordable, reliable, sustainable and 
modern energy for all. 

The last decade can be particularly marked as a success story for enhancing energy security 
across the world. Electrification rate in 2017 was 89% which is 7% higher than what it was in 
2010, however, more than 800 million people around the world still remains without access 
to electricity6. The renewable energy share in the global energy mix has increased from 
16.6% to 17.5% in that time period which is a slower progress than expected and required 
to achieve the climate goals. Increasing electricity production, increasing production from 
cleaner sources, and enhancing access of the electricity grid are important but at the same 
time EE&C can help a country like Bangladesh to reach this Goal.  
 

Goal 9 “Industrial and technological innovation and social infrastructure”: By developing 
robust infrastructure, promote inclusive and sustainable industrialization and also expand 
technological innovation.  

Goal 9 emphasizes the importance of innovation and creating inclusive and sustainable 
industries. Goal 9 has several cross-cutting targets associated with the power and energy 
sector. Technological innovations are critical for making the industries energy efficient and 
environment friendly.  
 

Goal 13 “Urgent handling of climate change”: Take urgent countermeasures for climate 
change and its impact. 

41% of total CO2 emission comes from electricity production7. Therefore, increasing 
efficiency in both the demand and supply side can help to reduce CO2 emission from the 
electricity supply chain.  
 

World Economic Forum (WEF) considers EE as one of the most important tools to achieve 
sustainable development goals throughout the world8. Raising awareness on EE&C in large 
scale can play a vital role to help Bangladesh to achieve Goals 7, 9 and 13. 
 

Energy efficiency is part of the new global agenda, the Sustainable Development Goals (no. 
7 and others). The agreed aim worldwide is to reduce the intensity of energy consumption 
significantly. The climate change goal of the Paris Agreement, signed by Bangladesh, is to 
reduce the consumption by 30% until 2030. Specifically, this means that the rate at which 
energy intensity is falling around the world in these days is to double, from 1.3% in the 

 
6https://sustainabledevelopment.un.org/sdg7 
7https://www.planete-energies.com/en/medias/close/electricity-generation-and-related-co2-emissions 
8https://www.weforum.org/agenda/2015/06/why-energy-efficiency-is-key-to-sustainable-development/ 

https://sustainabledevelopment.un.org/sdg7
https://www.planete-energies.com/en/medias/close/electricity-generation-and-related-co2-emissions
https://www.weforum.org/agenda/2015/06/why-energy-efficiency-is-key-to-sustainable-development/
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baseline year of 1990 to 2.6% by the year 20309. In addition, wasteful usage of energy is 
responsible for the heavy air pollution in the fast-growing urban metropolis of Dhaka which 
has one of the highest concentrations of greenhouse gases and other polluting substances 
worldwide caused by traffic, energy production, construction, cooling down spaces and 
more. 

2.2.1.2 Reviewing the EECMP 
 

The EECMP has been used as a foundation for constructing this campaign plan. EECMP has 
targets of reducing 15% primary energy consumption by 2021 and 20% by 2030 compare to 
the Business as Usual (BAU) scenario of 2013. The EECMP estimates the energy 
consumption and saving potentials for each of these sectors: industrial, commercial, 
domestic, transport, and agricultural. Information collected from EECMP has been used in 
different parts of the report. Reviewing the EECMP revealed important information and 
insights on the following topics: 
 
▪ Existing and forecasted energy demand-supply scenario in Bangladesh; 
▪ Policies and legal framework for the power and energy sector; 
▪ Sector specific EE&C potential; 
▪ M&E framework for tracking the implementation of the master plan; 
▪ Financial and economic analysis; 
▪ Recommendation for capacity building and awareness raising. 
 

All the activities, recommendations, and interventions proposed in this campaign plan are 
aligned with the EECMP. The EECMP provides action plan with strategic and technical 
interventions to achieve the energy saving potential. This campaign elaborates how 
behavior change can complement the target and what should be done to achieve it.  
 

2.2.1.3 Sectoral Analysis 
 

At the micro level, EE&C reduces expenses for enterprises as well as for private households. 
For the industries, EE&C can help to get involved in strategies for higher productivity, a 
better competitiveness with multiple win-win effects. Domestic sector accounts for the 
majority of the retail power consumption followed by the Industrial sector (BPDB Annual 
Report 2018-2019). 
 

It is essential for the EE&C program to focus on sectors where the energy consumption can 
decrease quickly in an efficient way. Domestic and industrial sectors can be prioritized in 
this regard. More than 80% of the total energy is consumed by these two sectors in 
Bangladesh. The following chart shows the split of retail power consumption by different 
sectors from Bangladesh: 
 

 
9https://unfccc.int/process-and-meetings/the-paris-agreement/what-is-the-paris-agreement 

https://unfccc.int/process-and-meetings/the-paris-agreement/what-is-the-paris-agreement
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Figure 7: Breakdown of retail electricity consumption from 2016-2019 (Source: BPDB Annual Report 2016 to 2019) 

Figure 7 shows the share of electricity consumption across different sectors from 2016 to 
2019. Two trends are visible from this graph: (i) consumption for domestic sector is 
increasing; (ii) consumption of industrial sector is plummeting. Further research is needed 
to explore why these trends are ensuing. One reason can be the growth of the urban middle 
class in the country who are purchasing higher electricity consuming devices, i.e. AC, 
washing machine, etc.  
 

EE&C Master Plan estimated that EE&C can help to save 30% of the consumption for the 
industrial sector, 36% for the residential sector and 50% for the commercial sector. The 
saving potential for each of these sectors make a strong business case for adopting EE&C as 
a mainstream strategy along with increasing power production in the country.  
 

2.2.1.3.1 Industrial Sector 
 
Industrial sector consumes 47.7% of the total primary energy in Bangladesh (Source: SREDA 
EECMP). The overall saving potentials for the major industries are highlighted by the EE 
Masterplan. Saving potentials arise from improvement of various machines, replacing old 
plants and enforcement of energy management. The EE&C potential in the industrial sector 
is estimated at around 30% of the entire consumption. The total energy usage of the 
country can be reduced by 15%. The following chart presents the amount of energy that can 
be saved from each sector.  
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Figure 8: Industrial Sector EE&C Potentials (Source: EECMP) 

The following table provides saving potential for the industrial sub-sectors. Cold storage has 
more than 50% saving potentials, whereas textile and garment has more than 30% 
potentials of the existing energy usage. Considering both the total saving potential and 
improvement from the current consumption textile and garment sector should get the 
priority while implementing an awareness raising campaign for the industrial sector. Huge 
saving potentials arise from the steel re-rolling mills and cement manufacturing plants. 
However, what it needs in future, are communicated calculations, technical information, 
and promotion of supporting services including ideas for start-ups and vocational training.  

 
 
Achieving the economic potential of energy efficiency in production and distribution is 
complex. Therefore, well-designed energy efficiency projects at national level have to occur 
through a thoughtful, well planned approach over a fairly long period.  
 

Table 7: Energy saving potential for industrial sub-sector (Source: SREDA EECMP) reveals 
energy management across different industries can save more than 1.2 million TOE/year 
which is around 35% of the total possible savings. Besides improved technologies, better 
management practices in energy efficiency can help. Mandatory Energy Performance 
Standards (MEPS), however, are so far not in place. ISO-standards and an Energy Saving 
Opportunities Scheme (ESOS) remain voluntary and are rarely used. SREDA is mandated to 
set up an Energy Management Program focusing on promoting energy efficiency in 
industrial sector. The goal is to establish a Certified Energy Audit system with Certified 

Table 7: Energy saving potential for industrial sub-sector (Source: SREDA EECMP) 

Sector 
Existing 

(1000TOE/y) 

Saving potential 

(1000TOE/y) 

Potential 

improvement 

Textile and garment 3,740 1,159 31% 

Chemical fertilizer 1,646.30 431 26% 

Steel-making & re-rolling 707 156 22% 

Cement grinding 358 75 21% 

Cold storage 60 31 52% 

Chemical 310 5 2% 

Others 5,626 482 9% 

Energy management in all 

sub-sectors 
 N/A 1281  N/A 
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Independent Auditors. It has not been decided yet whether the audits will be mandatory or 
voluntary. It is expected that facilities will have to report about their energy consumption in 
future (to be mandatory). The implementation will need intensive preparation from the 
regulator, auditor, and from the industries as well.  
 

Political and financial supporting-measures such as incentives and a preferential tax system 
were considered, however, are not decided yet. These measures are expected to increase 
industrial energy efficiency performance in Bangladesh. Defining policies and supporting 
measures to be adopted in near term can also only be supported by communication support. 
The challenges and opportunities regarding drivers of energy efficiency, policy support and 
capacity building are to be addressed. 
 

Although there are efforts to boost the concept of energy efficiency, additional barriers 
need attention including new financing systems and loans, extending human resources, 
upcoming ESCO services and increasing knowledge base. An appropriate skill-level among 
the local workforce will be required in order to execute successful EE&C projects which will 
need to be promoted accordingly. What is needed is a selection of pilot projects and 
demonstration of better practices followed by energy audits, an economical and technical 
analysis, feasibility studies and recommendations prepared for the target clients.  
 

The EE&C is a knowledge-based issue. To achieve the saving potential, the industry must 
understand where, how and when to invest into technologies, to introduce effective energy 
management systems, to maintain, to refurbish and to gain win-win effects with ongoing 
modernization. On the site, energy audits will be one of the main entrances to the long 
street saving and conserving energy in any respect  
 

2.2.1.3.2 Commercial Sector 
 

A commercial building is any structure in which a business purpose is pursued or operated. 
For keeping consistency, the definition used in the EECMP has been considered for this 
report as well. As per the EECMP commercial sector consists the group of energy 
consumers, which mainly use energy at the buildings, where the business operators use for 
their business, such as office, shop, school, theater, hall, airport, etc. The sector includes 
public and also commercial (private) sectors. Furthermore, this report also considers the 
real estate developers as part of the commercial sector.  
 

Dhaka Mahanagar Building (Construction, Development, Protection and Removal) Rules, 
2008) published by the Ministry of Housing and Public Works (MHPW) classifies all buildings 
in eight categories:  
 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
31 

Occupancy  Category Example 

Type A  Residential 

- Family Dwellings; 
- Flats or apartments; 
- Mess, Boarding Houses, 

Dormitories and Hostels; 
- Hotels and Lodging Houses.  

Type B Educational  

- Kindergarten, primary school, high 
school, college; 

- University; 
- Training and research center. 

Type C Institutional  
- Child care center; 
- Custodial care centers for adults; 
- Penal and mental institutions.  

Type D Health Care  
- Hospital & clinics; 
- Medical research centers. 

Type E Assembly  
- Religious centers; 
- Party halls; 
- Cinema/theatre/auditorium etc.  

Type F Commercial  
- Shop/departmental stores 
- Restaurants 
- Office and others  

Type G Industrial  
- All types of small, medium and 

large manufacturing, processing, 
and assembling plants 

Type H Storage  
- Storage buildings of different types 

including cold storage 
Table 8: Types of buildings in Bangladesh depending on Occupancy 

 

For this report, all types of occupancies, from Type A to Type H, will be considered as 
building sector. The reason is, often a same developer constructs different types of 
occupancies listed in the above table 8. For example, one real estate developer may have 
their portfolio in constructing both residential and commercial buildings. So working with 
that particular developer can help to achieve better energy standard in all of their 
constructions.  

Real estate, construction and housing industries have been booming in Bangladesh for the 
last two decades. Bangladesh Bureau of Statistics (BBS) estimated that growth of the 
construction industry in 2019 was 10.11%. This sector’s share in the GDP was 7.53% in 
201910. 

Green Building as well as the integration of EE&C in building design, construction, 
refurbishment, and auditing however, is not well practiced in Bangladesh. General practice 
is to prioritize initial lower investment for construction works. This matches with the 
problem that the electricity bill mostly is not paid by the constructors or owners but by the 
tenants. However, it is calculated that in the building sector, savings can significantly 

 
10https://thefinancialexpress.com.bd/economy/construction-sector-to-witness-double-digit-growth-1523797433 

https://thefinancialexpress.com.bd/economy/construction-sector-to-witness-double-digit-growth-1523797433
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contribute to lower the energy consumption. The reduction potential is estimated to be 
36%. 

 
Figure 9: Conceptual Drawing of a Green Building (image source: https://www.worldgbc.org/) 

 
A roadmap for the green building sector to grow the market remains to be an asset. Green 
Building standards and tools will lead to more energy conservation as buildings would 
consume less electricity. So far, only the plan of establishing voluntary EE&C standards is an 
option. SREDA is working on an EE building program. SREDA already drafted a Building 
Energy & Environment Rating for Design and Construction of Buildings.  
 

On the contrary, Bangladeshi companies have started to use international Green Building 
standards, for example LEED (Leadership in Energy and Environmental Design) certification 
given by the United States Green Building Council is getting popularity in Bangladesh. In 
2012, the Ministry of Public Works began working with the World Bank to study energy and 
water efficiency and emissions reductions through Green Building Codes. Bangladesh’s 
garment sector is moving towards green building initiatives to meet eco-oriented 
expectations of international retailers pushed forward by the competition in the market. By 
2019, more than 150 factories are expected to be given the LEED certification, according to 
BGMEA.  
 

The Green Building concept is also subject to the curricula taught at the Department of 
Architecture, Bangladesh University of Engineering and Technology in Dhaka. The Green 
Architectural Cell “GrACe” at the faculty is performing knowledge dissemination in financial 
and industrial businesses, supported by GIZ in 2016-2018. Several seminars were carried 
out, introducing the Green Building concept. Research is ongoing particularly for useful 
daylight technologies mainly for factories. According to US Green Building Council, three 
garment and textile factories from Bangladesh were acknowledged as the top ranked 
energy friendly factories in the world. Results generated from these researches can be 
useful as promotional materials. 
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Popularizing EE building is an ongoing process that needs concentrated efforts by multiple 
stakeholders. It is hampered by the lack of appropriate building materials and techniques in 
the market, standardization of building materials, missing of loans and other financing 
solutions, appropriate services and handcraft knowledge.  
 

According to the findings of “GrACe”, well planned and calculated EE Investments in the 
building sector will be paid off within five years on average. This important insight can be 
encoded to a promotional message. However, further research is needed to provide precise 
data and calculations. According to financing conditions by financial institutions, the lack of 
appropriate equity and other barriers must be considered. 
 

EE&C in construction and refurbishment of buildings is a strongly knowledge-based issue, 
which calls for proper communication and promotion. Better promotion is needed to 
propagate the benefits from energy efficient. On a medium and long run, green buildings 
are the better solution as they not only assure an efficient, cost saving usage of water and 
energy but also drive down costs for heating and cooling for tenants. They secure a much 
higher price on the real estate market for owners. 
 

2.2.1.3.3 Residential Sector 
 

Residential sector in Bangladesh consumes 30.5% of the total primary energy (Source: 
SREDA EECMP). In Bangladesh, the demand for EE solutions for consumers is marginal. The 
following Figure 10: EE&C Potential for home appliances (Source: EECMP) shows the 
breakdown of current electricity consumption in the residences. A JICA research found that 
almost 37% of this electricity can be saved by using energy efficient technologies and 
appliances. Ceiling Fans account for the maximum of electricity consumption in the country 
with 29.2% of electricity consumption followed by refrigerator with 18.5% consumption.  
 

 
Figure 10: EE&C Potential for home appliances (Source: EECMP) 

 
                      A: Present electricity consumption                   B: EE case electricity consumption  
 

The following table further elaborates energy consumption of different appliances and their 
saving potentials: 
 
 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
34 

Table 9: EE rate and energy saving potential of different home appliances (source: SREDA EECMP) 

Sector  Existing (GWh/y) Saving potential (GWh/y) 
Percentage 
improvement 

Lighting 3,724 1,862 50.00% 

Fan 6,181 1,545 25.00% 

Refrigerator/Freezer 2,299 1,264 54.98% 

AC 2,237 1,119 50.02% 

TV 2,105 526 24.99% 

Water pump 298 45 15.10% 

Iron 181 9 4.97% 

Other 546 109 19.96% 

Total 17,571 6,479 36.87% 

 

Among all appliances, Lighting, Refrigerator/Freezer and AC, have potential of saving more 
than 50% of the existing consumption. Therefore, these three appliances should get more 
priority while designing an awareness campaign targeting the residential sector.  
 

A BSTI-UNDP joint initiative on an Energy Standard & Labeling program was tested in 2014. 
In selected districts of Dhaka, inefficient appliances were replaced in 50 houses. Based on 
the meter-measurements, the demand reduction and avoided costs were estimated. The 
findings demonstrate a potential to reduce energy consumption by 30-40% within a time 
frame of 5 to 10 years. A regime that includes product testing, energy labeling and 
establishment of MEPS for appliances and equipment is recommended including capacity 
building of stakeholders. The savings for energy and a longer lifecycle pay-back over time. 
 

BSTI-UNDP Joint initiative an Energy Standard & Labeling (ES & L) 

An Energy Standard and Labeling (ES&L) program was financed by UNDP. This joint 
initiative was taken in cooperation with the Bangladesh Standard and Testing Institute 
(BSTI) in 2014. It includes a survey and reports about appliance manufacturers, 
distributers, utilities, a consumer association and related stakeholders. Under that 
program 50 houses in the villages Char Ali Nagar, Char Shindur, Upazilla Polash were 
selected to observe the impact of load consumption at BAU compared to a scenario 
replacing light bulbs, fans and other appliances by efficient ones. The following 
appliances must be replaced with more efficient systems and products: 
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The use of more efficient appliances could be estimated – based on the given demand and 
power costs as the table shows: 

Sl. 
No
. 

Appliance 
Name  

Appliance 
Demand 
(MW) 

Demand Reduction 
Replacing by EE 

Avoided Costs 
 

Remarks 

Minimum 
in % 

MW 
Fixed 
(BDT) 

Variable 
(BDT)/Yearly 

 
Considerin
g the cost 
minimum  
Investmen
t has been 
taken into 
the 
calculation
.  

1. A/C 315 40 130  
17,500
0M 

 
70M 

2. Freezer/ 
Freeze 

572 40 180 

3. Electric Motor 1500 30 630 

4. Ceiling Fan 2000 40 800 

5. Lighting  
i.CFL  
ii. I/C Bulb    
iii.FTL 

 
160 

2400 
525 

40 1200 

6. Ballast 40 40 - 

 Total 7500  2940    
Table 10: Cost saving potential of home appliances (Source: JICA Research/date) 

Note:  
1) Estimated demand reduction is around 2940 MW. Considering conservatively around 2500MW @BDTk.70million/MW  
(2) Power production cost = 2500X1000X.62X5.04X8760 
 

One of the key problems is missing labels and standards. This makes investments difficult, as 
it is hard to calculate the payback period.  The consumer is confronted with unreliable and 
imprecise information. Addressing the demand side, this hampers a market uptake and 
scaling of products. Also, other benefits for the country, the environment and the climate 
remain unclear to the public. 
 

Field investigation revealed that, advertisement-leaflets for more expensive appliances sold 
in the country labels the product with limited information only, for instance, the product 
saves x% energy. But those labels do not explain how much will be saved, compared to what 
level, and within what time period. This limited information influences the consumer to be 
in favor of choosing the cheapest solution without considering the energy consumption, 
expenses in the long run, and impacts in the climate. Also, some investments will only pay 
off with additional measures. EE cooling appliances, e.g. ACs, need to be accomplished by 
better insulation and adequate handling. However, there is no one-stop information source 
for such knowledge. Another example is the requirements to limit the in-house cooling to 25 
degrees11. This was announced once but it is rarely communicated nor implemented at the 
point of sales. There is no follow up mechanism to check whether the directive has been 
followed in public spaces, such as schools, public buildings and government offices. There is 
a deep gap between the existing and the required information and knowledge, making it 
difficult to take a step forward.  
 

 
11https://www.dhakatribune.com/bangladesh/power-energy/2017/07/05/lowest-ac-temperature-fixed-25c 

https://www.dhakatribune.com/bangladesh/power-energy/2017/07/05/lowest-ac-temperature-fixed-25c
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The gadgets and appliances listed above are vital in human lives. In Bangladesh, almost 90% 
of the total power demand for households is caused by all these appliances. Lowering the 
consumption requires good practices and behavior as well. The reduced demand will 
contribute to close the gap between demand and supply. Promotion activities must be linked 
to an appropriate ES&L program. 
 

2.2.1.3.4 Other sectors 
 

The key sectors, i.e. industry, residential, and commercial sectors consume more than 80% 
of the energy consumption in the country. This report will primarily focus on these sectors, 
however, a brief analysis of the transport and agricultural sector is provided below:  
 

2.2.1.3.4.1 Transport sector 
 

The transport sector in Bangladesh has experienced significant growth causing time 
consuming traffic jams and a measurable increase of air pollution. According to United 
Nations Population Fund (UNFPA), Dhaka is one of the most polluted cities in the world. Due 
to its carbon footprint and environmental impact, the sector is at the forefront in achieving 
energy efficiency. On the contrary, there have been made-first efforts to improve efficiency 
through better technology, optimized operation, as well as energy-saving infrastructure.  
Measures to reduce emissions and to be communicated are:  
 

▪ Selecting more efficient modes of transportation including public services 

▪ Use of vehicles which are hybrid or otherwise less fuel consuming. However, e-mobility 
vehicles so far do not have permission to drive in Bangladesh 

▪ Reservation of streets or extra lanes for bicycles only 

▪ Use of park and ride systems, particularly as soon as the new metro starts working 
which is foreseen by 2021/2022, and 

▪ Reduction of travel with gasoline powered vehicles by improvement of railways and bus 
transportation systems. 

 

2.2.1.3.4.2 Agriculture Sector 
 

Agriculture accounts for 5.3% of the total energy consumption of Bangladesh (Source: JICA 
Study). Agriculture operations and farmstead residences can use technologies and 
techniques which reduce energy consumption. Areas with great energy saving opportunities 
are refurbishment of farm buildings, insulation and new materials in greenhouses, improved 
farm equipment, boilers and machinery, EE irrigation (SPIS), food logistics and more. So far, 
a comprehensive and targeted communication has not been practiced.  
Important agriculture sectors with high EE potentials relevant to Bangladesh are rice, tea 
and the horticultural sector. Bangladesh, with 54 million tons in 2019, was ranked as the 4th 
highest rice producing country in the world by International Rice Research Institute (IRRI)12. 
EE measures can help the country to save significant amount of energy from rice processing 
industry. Parboiled or pre-cooked rice is popular Bangladesh. 90% of the total harvested rice 

 
12https://www.irri.org/where-we-work/countries/bangladesh 

https://www.irri.org/where-we-work/countries/bangladesh
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is pre-cooked before selling or consuming. According to a GIZ study, 50% of the consumed 
energy comes from biomass in Bangladesh.  
 

The following shows an initiative taken by the SREDA and GIZ under the REEEP to improve 
the rice parboiling system in Bangladesh: 
 

EXHIBIT 1: Improved Rice Parboiling System in Bangladesh  
 
A GIZ study found that rice husking constitutes 25% of the total energy comes from 
biomass in Bangladesh. Rice husk has other productive uses as well including making 
briquettes, bedspreads for poultry farms, animal feed, and edible oil. However, the 
existing husking process has the following major limitations: 
 
▪ Energy inefficient; 
▪ Creates pollution;  
▪ Accident prone, more than 100 people on average die every year and 500 injured 

from boilers explosion.  

GIZ research found that most of the existing parboiling system operated at 15%-30% 
thermal efficiency, although some of the larger mills used imported industrial steam 
generators with 50% efficiency those are often expensive and out of the reach of most of 
the mill operators. Most of those system often do not have safety valve, pressure gauge, 
water level indicator or chimney. GIZ led project successfully developed improved rice 
parboiling system with 50% efficiency. The improved system that was piloted in two rice 
mills reduced the use of rice husk by over 50%.  
 
Although, the new parboiling system needs initial higher investment, , proceeds from 
fuel savings reduce the payback period up-to 2 years. More than 80 Improved Rice 
Parboiling Systems are in operation across the country. If the existing 50,000 systems are 
being replaced by the improved ones, it will have multitude of positive impacts including 
saving at least 2 million tons of rice husk as well as multiple deaths, injuries and health 
problems.  

 

Energy cost for tea processing accounts for 30% of total production costs13, often caused by 
usage of expensive and heavy polluting diesel generators. In the tea production, energy is 
consumed by withering, drying, boiling, sorting, packing, lighting and other operations. 
Saving potentials result from replacing fans, installing pre-heaters, usage of LED, withering 
system upgrade, drying sheds, EE boilers, insulation of pipes, improvement of dryers etc. In 
bigger tea factories, energy audits are needed to identify deficiencies and propose 
measures. 
 

Reducing energy consumption in the food value chains demand cooperation and 
communication. Supporting policies include health, air pollution, water, land use, food and 
transport. Auditing schemes are becoming more and more important in agri-businesses. It 
supports economic reliable solutions and improvements in EE. They are interconnected to 

 
13http://www.ethicalteapartnership.org/wp-content/uploads/Reducing-Energy-Consumption-at-Tea-Processing-Factories-
Kenya.pdf 

http://www.ethicalteapartnership.org/wp-content/uploads/Reducing-Energy-Consumption-at-Tea-Processing-Factories-Kenya.pdf
http://www.ethicalteapartnership.org/wp-content/uploads/Reducing-Energy-Consumption-at-Tea-Processing-Factories-Kenya.pdf
http://www.ethicalteapartnership.org/wp-content/uploads/Reducing-Energy-Consumption-at-Tea-Processing-Factories-Kenya.pdf
http://www.ethicalteapartnership.org/wp-content/uploads/Reducing-Energy-Consumption-at-Tea-Processing-Factories-Kenya.pdf
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other energy relevant issues such as the manufacturing and use of fertilizers and pesticides, 
biogas, quality assurance, labeling, and logistics. “Greening Agriculture” and “Climate Smart 
Agriculture” are concepts to be promoted in Bangladesh. 
 

2.2.1.4 Energy Price Level 
 

Energy Efficiency strategies and measures are strongly influenced by the level of energy 
prices. EE technologies and products need higher initial investment. Higher energy prices 
reduce pay back periods for EE technologies and products and make the case stronger for 
the consumer to purchase more efficient appliances. The longer the amortization of EE 
investments will take, the stronger low energy prices influence the demand-side of a market 
in a negative way.  
 
Therefore, price of energy can influence EE&C uptake in a certain country. If the price level 
is too low, it can stipulate saving behavior and investments significantly and can act as a 
barrier. Average retail electricity price in Bangladesh is one of the lowest in the world. One 
comparative study revealed that average retail electricity price in Bangladesh for 
households was US $0.06 in September 2019. 
 

It is highly recommended to consider energy prices while implementing the awareness 
campaign. This plan has been proposed for the next 5 years. It is expected that electricity 
price in Bangladesh will remain lower compared to other LDCs and developing countries. 
 

2.2.2 Benefit Barrier Analysis 

Benefit Barrier Analysis (BBA) helps to understand the factors responsible to trigger certain 
behavior expressed by an individual or society. BBA primarily explores two factors relevant 
to certain behavior:  
 

▪ Barriers: What are the factors preventing taking up of a certain behavior? 

▪ Enablers: What can help to proliferate a new behavior? 

BBA framework comprises of the following components: 

 
Figure 11: Benefit Barrier Analysis 

1. Behavior: It denotes a specific action or set of actions or perception shown, expressed 
or put into action by priority groups. For this study, behavior on EE&C has been selected. 
Barriers and enablers associated with this have been explored.  

Behavior
Priority 
Groups

Influencing 
Groups

Determinants Activities
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2. Priority Group is the group of people that has been selected for analysis and for 
intervention. The previous section provides basic information about the 3 priority 
groups that has been selected for this study: industrial, residential, and commercial 
sector. A Focused Group Discussion (FGD), a Quantitative Survey has been conducted to 
explore the behavior of the priority groups. 

3. Influencing Group is the group of people that has the most influence on the priority 
groups regarding their particular behavior. This group includes SREDA and other 
subsidiaries under the MPEMR, development partners, trade bodies, media and civil 
societies. A workshop and subsequent interviews have been conducted with the 
representatives to understand past and current endeavors taken to promote EE&C in 
their respective domain.  

4. Determinants: Group of reasons why the target group may or may not practice a certain 
behavior. Determinants can be either barriers or enablers that impede or motivate the 
adoption of a certain behavior. This study has attempted to understand both barriers 
and enablers that have strong influence on the EE&C related behavior of the target 
groups. 

5. Activities are the set of actions, programs, and projects undertaken by the Influencing 
groups to change the behavior of the target groups. Activities will include all awareness 
raising activities, including ATL and BTL to raise awareness on EE&C.  

As part of this project an idea sharing workshop, a quantitative survey, KII with different 
stakeholders and an FGD have been conducted to explore the above five components of the 
BBA. Insights generated from these investigations have been used for detailing out the 
components of BBA framework.  
 

A KAP (Knowledge, Attitude, and Practice) survey has been conducted to capture current 
consumption pattern, factors those influence their behavior, factors those motivate people 
to save energy etc. A questionnaire survey has been conducted throughout the country with 
203 respondents. Sampling technique and the questionnaire have been provided in the 
annexes.  
 

In the KAP survey, 71% of the respondents were from the urban areas and the 29% from the 
rural areas. This was pre-selected because power consumption in the urban areas is way 
higher than in the rural areas. Male female ratio was 70:30 among the respondents. 
Younger people showed more interest to participate in the survey. 30% of the respondents 
were from the age range 21-30; and 27% from 31-40.  The following two charts represent 
education profile and income distribution of the respondents: 
 
 
 
 
 
 
 
 
 
 

Figure 12: Education profile and household income of the respondents 
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2.2.2.1 Behavior 
 

The key research question of this study was to explore current behavior of the end-users 
and the factors influence the behaviors.  
 
Male members primarily make the purchasing decision 

The research revealed that purchasing decision is still taken by the male members of the 
family. In 63% of the cases, the decision for purchasing appliances are made by the Male 
members of the family, however, 23% of the cases female members take decision.  
 

 

 

 

 

 

 

 

 

 
Figure 13: Influence of Gender in Purchasing Decisions 

Important insights for awareness campaign:  
 
Male members still dominate the purchasing decision in the household. Awareness campaign may 
consider the male members as the primary audience. However, a campaign should be carefully 
designed so that it does not promote any gender stereotype.  

 

Several studies made around the world established direct connection between access to 
energy and women empowerment. Most of the cases, women are the users of the domestic 
appliances. In the rural areas, women also have to collect fuel for doing household cooking. 
Since women are the primary users and often producers of energy, interventions that do 
not reach women or meet their needs adequately risk ignoring a key section of the 
population. Innovative technologies like Improved Cooking Solutions are getting popular in 
the rural Bangladesh. ICS consumes less fuel compare to the traditional cook-stoves and 
also emits little to no smoke inside the kitchen. This research attempts to understand the 
perceived benefits of the ICS from the end-users and the following result came out:  
 

ICS saves time and reduce drudgery: ICS consumes less fuel, so using ICS takes less amount 
of time for collecting fuels. Also, ICS blackens the utensils less compared to traditional cook-
stove, hence it takes less time for cleaning. 24% of the users mentioned that, because of 
using ICS, they can save time for doing other works and also need to do less menial work in 
the kitchen. 

63%

23%

14%

Male Female Both
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Health benefits: More than 100,000 people die every year because of indoor air pollution in 
Bangladesh (World Bank Data)14. 40% of the users reported that they now enjoy healthier 
environment inside the kitchen.  

Save expenses: 20% of the users mentioned that they have to incur fewer expenses for fuel 
since they started using ICS. A World Bank (WB) study revealed that ICS have saved over 
375.84 Taka per stove per month. As of June 2018, around 1.6 million improved cook stoves 
have been distributed in the country that may result in cumulative savings of over 600 
million Taka. 

Important insights for awareness campaign 
 
Women are of vital importance for promoting EE&C. Gender mainstreaming in connection with 
saving energy is a cross-cutting issue to be considered and implemented in any promotion 
measure. Gender is an issue to be integrated in various campaign activities. It is recommended to 
involve gender related issues in the promotional products. Issuing the link of overcoming 
discrimination and taking responsibility for saving energy and money.  

 

Most of the users regularly follow their monthly electricity bill 

It has been found that the users regularly follow their monthly electricity bill. In 88% of the 
cases, the user has very good idea about their recent electricity bills, and also can estimate 
the electricity bill for the next month. Most of the consumers were also able to mention 
their approximate electricity bill from the last summer and winter, which are consecutively 
peak and off-peak season for Bangladesh.  
 

Most consumers pay their electricity bill by bank; however, alternative payment systems are 
also getting popular, i.e. Mobile Financial Service (MFS), Pre-paid meter, etc. The following 
chart depicts the bill payment practice among the respondents.  
 

 
 

 

 

 

 

 

 

 

Figure 14: Bill Payment Process 

 

 
14https://www.worldbank.org/en/results/2018/11/01/bangladesh-healthier-homes-through-improved-
cookstoves#:~:text=An%20Improved%20Cook%20Stoves%20(ICS,reduce%20indoor%20air%20pollution%20drastically. 

35%

34%

17%

12%

2%

Bank Account

By Landlord

Pre-paid meters

Mobile Financial Service

Electricity Service
Provider's Office

https://www.worldbank.org/en/results/2018/11/01/bangladesh-healthier-homes-through-improved-cookstoves#:~:text=An%20Improved%20Cook%20Stoves%20(ICS,reduce%20indoor%20air%20pollution%20drastically.
https://www.worldbank.org/en/results/2018/11/01/bangladesh-healthier-homes-through-improved-cookstoves#:~:text=An%20Improved%20Cook%20Stoves%20(ICS,reduce%20indoor%20air%20pollution%20drastically.
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Television can be the most effective media to reach the end-users  

 

The respondents were asked which media they prefer to receive message/information 
regarding EE&C. It has been found that Television is the most popular media to receive an 
informative message. Respondents were asked to mention multiple options to answer this 
question. 92% of the respondents mentioned TV, followed by Newspaper (60%). The 
following chart presents all options mentioned by the respondents.  

 
Figure 15: Preferred Media to receive information on EE&C 

The data set collected from the survey was further explored to check if age of user has any 
influence in media selection. However, for all the age groups, television has been found as 
the most influential media followed by newspaper.  
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Important insights for awareness campaign 
 

▪ End-users are well aware about their monthly bill. If communicated properly, they 
might change their usage behavior that helps them to lower their electricity bill. 

▪ 17% of the respondents use pre-paid meters. Popular bill paying outlets can be 
used to promote EE&C campaign, for instance Mobile SMS to the pre-paid 
consumers can be highly effective. Bank branches can be used for sharing EE&C 
information.  

▪ A large portion of the tenants (60%) pay their electricity bill through landlords, 
hence often they do not get access to their electricity bill.EE related information 
sharing by using electricity bill may not reach these tenants.  
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Figure 16: Media preference based on age 

 

Gas burner has been found as the most popular cook-stove in the urban areas  

79% of the respondents use gas burner in the households. LPG is also getting popular in the 
urban areas. Almost 90% of the users from the rural areas use traditional cook stove.  
 

 
Figure 17: Cook stove usage in rural and urban areas 

3.4% was found using Improved Cook Stove (ICS). Although this number is very small but it 
provides an optimistic scenario given the fact that one improved technology is getting 
popular in Bangladesh. 60% of the users mentioned TV/Radio spot as the source that they 
learned about ICS first. Moreover, 90% of the users mentioned that they recommend ICS to 
other users.  
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Important insights for awareness campaign 
 
TV has been found to be most effective media, however, running a campaign on TV is usually 
needs higher budget than on newspaper, or social media campaign. A mix media approach 
usually is more cost-effective.  

Respondents showed similar media preference across different age groups. Social media is 
now getting popular among people with 40+ age. Reach of a social media campaign now may 
reach to senior people as well.  

Important insights for awareness campaign 
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FGD Analysis 
 

An FGD has been conducted with students from different urban school to understand their 
perspective on EE&C. The important findings from the FGD are provided below: 
 
▪ Respondents were asked about some of the pressing problems Bangladesh is facing 

now. Respondents consider lack of access to electricity is a problem for Bangladesh but 
not a major one. However, environmental pollution, and climate change have been 
considered as a major problem. 

▪ Reducing energy wastage and energy saving have been considered two important 
behavioral changes that can lead to reduce electricity crisis.  

▪ Turning off lights and fans when not using was one of the ideas came to reduce 
consumption. 

▪ Participants were aware about the climate change and climate change induced adverse 
impacts. 

▪ Parents/senior family members provide instruction/suggestion not to waste electricity. 
Lowering electricity bill is the main motivation behind this.  

▪ Teachers frequently instruct students not to waste electricity in the classroom.  

 

2.2.2.2 Priority Groups 
 

Priority Groups are the three sectors that were selected for this study, e.g. industrial, 
commercial, and residential. Details of the priority groups have been provided in Chapter 
2.2.1.3.1, 2.2.1.3.2, and 2.2.1.3.3.  
 

2.2.2.3 Influential Groups/Stakeholder Analysis  
 

The national awareness strategy will need the support and cooperation from various 
stakeholders, as “all the stakeholders such as governmental organizations, private sectors 

 
15https://www.sciencedirect.com/science/article/pii/S2468256X18301081 

 

▪ Gas stove use methane gas as fuel that comes from domestic gas reserve hence it is 
the cheapest form of fuel among other options. This is one of the reasons why users 
may not be highly concerned about their expenses on energy consumption. However, 
it has been estimated that gas reserve in Bangladesh might be depleted by 203015. 
Now, the gas service providers stopped or reduced to provide new connection to the 
households. Also, supply problem in the winter is becoming a common phenomenon 
in Bangladesh. Now, the consumers will have to focus more on the efficient usage of 
energy in the households.  

▪ ICS is getting popular in Bangladesh. Replacing traditional cook-stove with ICS has 
multiple economic and health benefits. Awareness campaign on the residential 
sector should give it a priority especially in the rural and semi-urban areas.  

https://www.sciencedirect.com/science/article/pii/S2468256X18301081
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and energy experts should accurately understand the urgency and necessity on the 
improvement of energy efficiency. Also, close cooperation/collaboration among them is 
imperative.” (EEC Masterplan) 
 
The responsible and leading stakeholder is the Sustainable and Renewable Energy 
Development Authority (SREDA). It is working under the Power Division of the Ministry of 
Power, Energy and Mineral Resources (MPEMR) as a coordination body for the 
development of the renewable energy in the country. SREDA is also the implementing body 
to promote EE&C awareness raising in cooperation with governmental and non-
governmental organizations nationwide. It is also responsible for monitoring EE&C 
promotion campaigns. The main stakeholders and partners are: 
 

▪ The power sector is among the most important stakeholders. The organizational chart 
indicates the position of the involved institutions in the energy system of Bangladesh. 

 
Figure 18: Major players from the power sector of Bangladesh 

The key institutions are: 
 

▪ The Bangladesh Energy Regulatory Commission (BERC) which is mandated to regulate 
Electricity, Gas and Petroleum products for Bangladesh.  

 

▪ The Power Division of the MPEMR which is mandated to formulating policies relating to 
power. It supervises controls and monitors activities in the power sector of the country. 
The Power Division is supported by organizations related to generation, transmission 
and distribution of electricity and gas. It is committed to provide access to affordable 
and reliable electricity to all. 

 
▪ Power Cell which was founded by the government under the Power Division to 

implement the power sector reform activities. It is mandated to support utilities to 
develop with optimum utilization of resources. Important for the project is its mandate 
to establish a communication system among the sectors utilities. 

 

▪ Support by the power generation entities will be an asset, particularly from: 
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• Bangladesh Power Development Board (BPDB) 

• Ashuganj Power Station Co. Ltd (APSCL)  

• Electricity Generation Company of Bangladesh Ltd. (EGCB)  

• Rural Power Company Ltd. (RPCL) 

• North West Power Generation Company Ltd. (NWPGCL)  

• Independent Power Producers (IPP). 
 

▪ The Bangladesh Standards and Testing Institution (BSTI) which is the responsible 
authority for Energy Efficiency Standards and Labeling (EES&L) for appliances. It 
organizes the dialog between stakeholders, provides technical information, conducts 
testing programs, and recommends standards for a rating system. 

▪ Stakeholders in the private sector are: 

• The Bangladesh Garments Manufacturing Exports Association (BGMEA) which is a 
nationwide trade organization of garments manufacturers in Bangladesh. Promotion 
of sustainability is part of its agenda having a regularly “Session on Green Growth” in 
which SREDA and other important stakeholders are involved including 
representatives of the government, industry, brands, development partners, think 
tanks and diplomats. (according to the website) 

 

• Bangladesh Economic Zone Authority (BEZA) aspires to become a sustainable 
development driving force and a world class investment promoter and service 
provider to ensure quality of life of the people. The commitment by BEZA Services is 
“to encourage more efficient management and monitor programs for implementing 
commitments on environment and other matters;” (declaration, #9). 

▪ Finally, governmental, and non-governmental organizations (NGOs) are important to 
engage, e.g.: 

• Advanced Assessment Services (AAS) 

• Consumer Association of Bangladesh (CAB) 

• Directorate of National Consumer Rights Protection (DNCRP) 

• International Center for Climate Change and Development in Bangladesh 

• Representations and associations in academia & educational sector (institutional, 
teachers etc.) 

Important Development Partners 

Three international institutions are performing EE&C projects in Bangladesh. The 
representatives declared their interest in the project and look forward to participating in 
activities which match to their programs and projects. Development partners include multi-
lateral development partners like the World Bank (WB), the Asian Development Bank (ADB), 
etc., and also the bilateral development partners like GIZ, KfW, JICA, USAID, UKAid, etc., 
have strong presence in the energy sector in Bangladesh. Development partners provide 
financial support to the public and private entities in the form of concessionary loan and 
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Figure 19: Stakeholder Analysis 

grant support. At the same time these development partners conduct research, technical 
assistance, and advocacy work to facilitate clean, affordable, and reliable energy for 
Bangladesh.  
 

Media stakeholders  

Media is one of the most influential stakeholders in any awareness campaign. Social media 
is now playing an important role along with the traditional print and electronic media to 
disseminate information to mass audience. Several researches revealed16 that media mix is 
a better strategy than selecting one single medium for reaching to diverse group of people. 
The purpose of this section is to assess the main stakeholders from the media and 
communication industry in Bangladesh. Detailed media analysis has been provided in 
section 3.2.  
 
The following framework provides the position of the stakeholders in terms of their 
influence in this awareness campaign:

 
16https://www.researchgate.net/publication/289569462_Multi-
criteria_media_mix_decision_model_for_advertising_a_single_product_with_segment_specific_and_mass_media 
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2.2.2.4 Determinants 
 

2.2.2.4.1 Barriers 
 

Knowledge on efficient usage of electricity is rather limited 

This study attempted to explore existing perception and knowledge of the end-user on 
electricity wastage. Although electricity wastage is not entirely a new idea for people, only 
three items were considered as main sources of electricity wastage.  

 
Figure 20: Understanding on electricity wastage 

 
Inefficient lighting practices have been found as the main source of electricity wastage. 75% 
of the respondents indicated this, followed by inefficient cooling practices (41.38%). Here, 
inefficient lighting and cooling practices denote turning on these appliances (e.g. bulb, fan, 
ac, etc.) while not using. Using natural lights or using energy saving bulb are yet to be 
considered as energy saving options in Bangladesh.  
 

Majority of the respondents identified at least two factors responsible for electricity 
wastage (100% mentioned at least 1 factor while 81% mentioned at least 2 factors). 
However, knowledge on multiple factors diminishes abruptly: only 48% came up with at 
least 3 factors and only 2% mentioned 4 different factors those are responsible electricity 
wastage.  
 

To understand the perceived saving potential from the end-users, the respondents were 
asked how much they think they can save if they change their appliances with the efficient 
ones and also stop wasting electricity.  
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Figure 21: Perceived energy saving potential of the end-users 

More than 60% of the respondents think that they can save less than 10% of the existing 
consumption by using EE appliances. This is way below than the potential level found from 
the JICA study in Bangladesh, i.e. 36.87%. This result again testifies that the end-users are 
not well aware about the benefits of using the EE appliances and changing their behavior 
that leads energy saving.  

 
Initial higher investment is the main barrier for not purchasing the most efficient 
technology 

This research attempted to understand to what extent consumers use EE appliances and 
technologies (e.g. Light, Fan, A/C, Gas burner, Fridge, Deep Fridge, Washing Machine, Dryer, 
etc.). 67% of the respondents reported that they use at least one appliance from this list 
which is not EE compared to the available options in Bangladesh. 4% reported that they do 
not know if the appliances they use are energy efficient or not.  
 

The respondents were further prompted to know why they did not purchase the efficient 
appliance although they were aware of it. 63% of the respondents mentioned that EE 
appliances are more expensive compare to their counterparts. They consider this initial 
higher investment as the primary bottleneck for not purchasing EE appliances. Another 
important reason is limited knowledge about the technology and the benefits from that. 
 

Important insights for awareness campaign 

 

End-users are increasingly getting aware about the EE&C; however, overall knowledge is 

limited. Campaign focusing on increasing knowledge, i.e. school-based programs, can be 

beneficial in the long run. 
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Figure 22: Reason for Not Purchasing EE Appliances 

For further validating the argument, an additional question was asked to know the factors 
those influence their decision while purchasing an appliance. 
 

 
Figure 23: Factors influence purchasing decision 

Almost 70% of the respondents consider initial price as the most important factor while 
they purchase any appliance. Other factors like brand, EE, longevity, and performance of the 
product have almost equal level of influence but neither of them was found significant.  
 

Important insights for awareness campaign 
 
Initial higher price has been identified as the most influential reason why users often do 
not purchase EE appliances although those are available in the market. Policy level change 
can definitely make significant difference for example reducing tax for EE appliances, 
removing product from the market, etc. Awareness campaign can support any such policy 
intervention. Energy labeling and standardizations can attract the end-users to go for 
more EE options. Also, the end-users need to be informed about the long term financial 
and non-financial benefits of the EE appliances. For overcoming this barrier, the end users 
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need to be enabled with information or tools (e.g. smart application) that they can use to 
assess the amount of money they are saving from using EE devices. 

 

2.2.2.4.2 Enablers 
 

Reasons for not wasting electricity  

Several reasons have been identified why the consumer prefer not to waste electricity. 
These factors can be classified in three broad categories: 
 
▪ Commitment towards country: This is the most predominant reason mentioned by the 

end-user. Consumers perceive electricity/energy as a resource owned by the country 
and wastage of it as a direct loss of the country and also hampers the development of 
Bangladesh. 

▪ Commitment towards society: Saving electricity also enables other users to get 
electricity when needed. Although the country made significant progress in terms of 
increasing access to electricity, however, per capita electricity consumption in 
Bangladesh is much lower compared to other countries from South Asia. 

 

 
Figure 24: Reasons for Saving Electricity 

▪ Financial benefits: Financial benefit was found as the 3rdmost common benefits 
mentioned by the respondents. 36% of them mentioned lower electricity bill as a 
motivational factor for not wasting electricity. These respondents were further asked 
how saving electricity can help them to get lower electricity bill. Electricity billing has 
multiple slabs in Bangladesh. Unit rate of electricity in the higher slabs are higher than 
lower slabs. Users understand that higher consumption lead to higher bill, but only 3.5% 
of the respondents mentioned that the higher consumption may lead to a higher bill 
slab. 

Other than these 3 factors, several other factors came out from the interviews. Lower 
load shedding was found as a strong motivation for saving electricity (30%). There were 
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several other responses came: environmental impact of wasting electricity, damage of 
appliances from overuse, etc., however not significant in number.  

 

Users are already taking measures to reduce consumption, and awareness campaign can 
be built on this platform 

56% of the users mentioned that they already started taking measures to reduce 
consumption. This group of people was further asked about the actions they take to reduce 
the consumption. 49% turn off their appliance when they do not use, and 45% go for EE 
appliances. Although, low in number, but 6% responded that they promote EE to other 
people.  

 
Figure 25: Measures for Reducing Consumptions 

 

People are becoming aware of Climate Change  

Awareness regarding climate change is increasing. The respondents were asked about their 
perception about climate change. 77% of the respondents consider climate change as a very 
important issue and state it needs special attention from everyone.  
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Important insights for awareness campaign 
 
Commitments towards the country, and society and financial benefits have been found 
influential. For both the ATL and BTL, these factors should be prioritized while creating 
an awareness campaign (definitions of ATL and BTL are provided in section 2.3.3.4) 

Important insights for awareness campaign 
 
46% of the people are not taking any measures for saving energy. However, an awareness 
campaign can be built on the platform that majority of the people already subscribe to 
the idea that EE is important for them and for the greater good of the society. Well 
structured, and target oriented campaigns will definitely make positive behavioral change 
among the end-users.   
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Figure 26: Perception on Climate Change 

 

2.2.3 Gender Analysis 

Lack of access to energy creates severe negative impacts on the life and livelihood of 
women. Women are primarily responsible for doing the household works in Bangladesh. 
Therefore, lack of clean and affordable energy can create additional burden to the life and 
livelihood of women. Women are increasingly getting involved with micro and small 
enterprises. No or poor electric connection hampers their business as well. Energy can be a 
critical factor for empowering women. As revealed by the KAP survey, male members 
primarily make the choice of purchasing appliances for home, the opinion and requirements 
of the women often do not get proper attention.  
 
Traditional cook-stove is still the most preferred option in the rural Bangladesh. This type of 
stoves are not efficient in terms of fuel consumption, also emits smoke in the kitchen that 
causes respiratory problem for the women who pass a significant amount of time inside the 
kitchen. Improved technology for instance Improved Cook Stove (ICS), bottled gas, Solar 
Home System (SHS) can benefit women by reducing drudgery, saving time, saving money 
and by reducing health problems. Access to clean and an affordable energy service enables 
women to improve their health and expand their livelihood opportunities, children can 
study better, and the opportunity for women to earn income is enhanced. 
 
Women do play an important role as agents of change when it comes to the uses of new 
tools. Women proactively disseminate information to others which can be an enabling 
factor for an awareness campaign. Gender dimension should be considered for all the 
interventions to be implemented in this campaign.  
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Concern on climate change can act as a positive catalyst for EE&C awareness. According 
to the above figure, 90% of the respondents consider climate change as an important 
issue to some extent. However, referring to only a minor percentage found relationship 
between electricity wastage and climate change. Awareness campaign can leverage 
people’s awareness on climate change to change energy usage behavior.  
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2.3 Action: Development of National EE&C Awareness Raising Campaign Plan 

The first step is to identify the objectives. Setting the appropriate objectives is critical for 
making a successful one. The objective should be attainable, impact oriented, milestone 
specific, gender inclusive, and time bound. In short, effective objectives should have 
SMART-G characteristics:  
 

▪ Specific: Objectives should be specific enough so that the implementing organization 
clearly understand what needs to be done, how to be done and when to be done.  

▪ Measurable: Objectives and the actions generated on basis of the objectives should be 
measurable in both quantitative and qualitative terms.  

▪ Achievable: Objectives should be realistic and attainable using the available financial 
and non-financial resources within the stipulated time-frame.  

▪ Relevant: Objective has to be aligned with the mission, vision, goal and aim of the 
organization or the project/program.  

▪ Time-bound: Objectives and its associated actions should be time specific.  
Output/outcome of the project should be divided in attainable milestones/deliverables. 
Each of those milestones/deliverables should have their specific deadline. 

▪ Gender Inclusiveness: Access to energy plays an important role to ensure women 
empowerment and overall gender inclusiveness. A campaign should consider the gender 
dimension while developing its objectives, outcomes, and actions. 

A 5-stage implementation strategy is proposed to successfully run the EE&C awareness 
raising campaign.  
 

 
Figure 27: 5-Stage Implementation Strategy 

 
 

2.3.1 Initiation 

The first step is to form a Campaign Implementation Committee (CIC) including the key 
members from SREDA and relevant stakeholders. The implementing agency organizes 
internal meetings with the nominated committee to discuss about the objective, scope, 
resource requirement and staff deployment. Feasibility of the campaign is discussed along 
with the cost-benefit analysis. One important step is to assign an individual (or a group of 
staff) with the responsibility of the overall campaign management and to report back to the 
implementation committee on a regular basis. One of the key deliverables from this stage is 
the campaign charter which contains the essence of the project, objectives, scope and risks. 
The following items will be covered during this stage: 

▪ Campaign charter with detailed description of the campaign, objectives, opportunities, 
assumptions, and risks 

Initiation Planning Execution M&E Closing
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▪ Cost-benefit analysis 

▪ Description of the intervention 

▪ Requirement for the intervention including the budget, human resource assessment 

▪ Internal capacity assessment.  

▪ Assessment for external support. 

At the end of the pre-planning or initiation phase, the implementing agency will come up 
with a specific idea and compare that with alternatives. The best intervention is selected 
and is considered for the next stage. 
 

2.3.2 Planning 

This step starts with refining the campaign objectives. The SMART-G indicators can be used 
to redefine the specific goals/ objectives. The campaign starts taking shape in this stage with 
the following tasks: 

▪ Scope: Define scope and limitation of all the intervention. Scope planning will include 
among others: specific target group, male-female split (if any), age split, rural-urban 
split, etc.  

▪ Resource: Resource planning will include budget preparation, human resource planning, 
etc. The implementing agency will assess if they can finance the intervention or they 
need external funding. Similarly, the implementation agency should assess the necessity 
of procuring an external agency.  

▪ Procurement: This can be a sub-task under the resource planning. However, considering 
its importance a separate header of activities has been considered. The implementing 
agency should assess the service, or work need to be procured from external agencies. 
The procurement should follow the due diligence with regards to PPR 2008 (Public 
Procurement Rules 2008 of the Government of Bangladesh and the updates and 
amendments made time to time).  

▪ Scheduling: The intervention should clearly indicate timeline for each of the activity. It 
will be easier for the implementing agency to track the progress of the campaign once a 
timeline is fixed and finalized. Timeline should be realistic which will provide sufficient 
flexibility and at the same time should not accommodate delay for inefficiency.  

▪ Risks: Before starting implementation of the campaign, a risk matrix should be 
developed. The risk matrix should list down all the identified risks based on their 
magnitude and likelihood of occurrence. Mitigation measures of the risks should be 
planned as well. 

▪ Quality: Outputs should meet the expected quality and should be able to bring expected 
behavioral change. Both qualitative and quantitative benchmarking will be required for 
ensuring quality of the deliverables.  

▪ Communication: Currently SREDA has a 7-member publicity/campaign committee. This 
committee should define roles and responsibilities of each of the member, hierarchy in 
the team, decision making process and communication protocol.  
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▪ Stakeholder: The core project team will closely be working with the internal and 
external stakeholders deemed necessary for the project.  

The campaign plan drafted in this phase has to be approved by the implementation 
committee. Success of the campaign will largely depend on a comprehensive planning.  
 

2.3.3 Execution 

The campaign execution phase comprises of procurement, pre-production, piloting and 
scaling up where necessary.  

 

2.3.3.1 Procurement 
 

Procurement starts with publishing of a tender notice or Request for Quotation (RFQ) 
usually in national dailies, on the website of the implementing agency, and also in the e-
procurement portal of the government. The major steps are outlined below; however 
procurement has to follow the appropriate and relevant rules and regulations from the PPR 
2008: 
 
▪ Publish tender notice or RFQ inviting prospective bidders; 

▪ shortlist the bids; 

▪ evaluate the bids; 

▪ negotiate and award the tender to the top ranked bidder; 

▪ Initiation of the contract.  

This stage will be successfully completed once the contract will be awarded to a particular 
company or a consortium of firms. 

 

2.3.3.2 Pre-production 
 
The implementing agency with the assistance of the external vendors starts taking 
preparation for producing the campaign collaterals and arranging the events and trainings. 
Although the deliverables can be of different quality and types, majority of them can be 
classified into the following categories:  

▪ Video production 

▪ Radio spot/audio production 

▪ Event organizing (e.g. school-based program, workshop, seminar, fair, community-based 
initiative etc.) 

▪ Publication/printing (newspaper ad, brochure, manual, technical papers, case studies, 
leaflets, etc.) 

▪ Digital contents 

▪ Publicity material in electronic and social media   
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2.3.3.3 Message Development 
 

One of the most important tasks for this stage is to prepare the right message for the 
campaign. The message should deliver the key information and expected changes/outcome 
to the recipient. Three important actions related to message development are: encoding, 
transmission, and decoding.  
 

The production firm will encode the message in way that the message conveys the exact 
information that the implementing agency wants to deliver. The message in turn will be 
transmitted via appropriate media or channel. Most importantly, the recipient should be 
able to decode the message and comprehend the information. Each message will target a 
specific persona however it is possible to create network-effect leveraging media 
campaigns. People outside of the targeted audience may also receive the message from 
such campaign and eventually will help to change their behavior.  
 

Message is developed based on the content and the audience. Situation analysis and the 
benefit barrier analysis provide important insights about the audience from each sector. 
Message will be different across age, gender, education, geography and profession. The 
following framework can be used to set the priority: 
 

 
Figure 28: Message Development 

The top-right cell of the framework is the active supporters. They already are aware of the 
problem and they can decode the information from the message without much trouble. 
These supporters also pro-actively work to popularize the campaign. This group of people 
understands multiple benefits of EE&C, prioritize purchasing energy efficient device, do not 
waste energy, and influence others not to do so. However, the KAP survey revealed that the 
percentage of people showing these characteristics is still low.  
 

The success of the campaign will largely depend on to what extent it can convince the users 
with floating interest. This group has very limited knowledge about the benefits of EE&C. 
Saving energy is not a behavior they express regularly.  
 

Content of the message largely depends on the intervention and can highlight the following 
issues to begin with:  
 

▪ Financial benefits: underline the savings of money, reduction of expenditure 
▪ Social benefits: others can use if not wasted 
▪ Environmental benefits: helps to tackle climate change.  

An effective message should have the following major characteristics:  
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▪ Simple, clear, precise, and easy to understand 
▪ Tailor-made rather than off-the-shelf 
▪ Concrete and credible 
▪ Provides solution to a problem 
▪ Attracts attention/catchy 
▪ Emotions and stories.  

Along with the development of right message for the right audience, the following aspects 
need to be ensured in the process:  
 

▪ Language: Message should not be constructed by using jargons or technical wording 
rather should be written in simple and colloquial language. Writing style, articulation of 
the message and the way contents are provided largely depend on the receiving 
persona. If the language used in the campaign does not correlate with how the audience 
speaks, the end result might not create desired impacts.  

Examples from other countries 

• “Bijli Bachao, Desh Banao”is a slogan of a famous and successful energy 
preservation campaign run by the Government of India. This slogan is precise, easy 
to understand, catchy, and written in local language. However, there are instances 
when the campaign used slogan/tagline in English. For example, the following 
themes were used for a drawing competition which was organized under this 
campaign: 

• Be polite, turn off the light; 

• Switch of light when outside is bright; 

• No excuse for energy misuse.  

These taglines were precise, catchy, and easy to understand although not in local 
language. However, because students were the targeted group in that campaign, 
taglines in English were not inappropriate. The key lesson here is - message 
should be developed considering the age, education, socio-economic, and cultural 
context of the target audience.  

• “Keep it GoldenTM” is the slogan of the Energy Upgrade California (EUC). EUC is a 
state initiative to educate residents and small business owners about energy 
management. This campaign helps Californians act to save energy and conserve 
natural resources, reduce demand on the electricity grid, and make informed 
energy management choices at home and at work.  

Here, the slogan “Keep it GoldenTM” does not directly connects to a theme related 
to EE&C. But it implies that if people can keep it golden, they can have a brighter 
future.  

• “Together in Conservation” is the slogan used by the Electricity Generating 
Authority of Thailand (EGAT) since 1993. The slogan refers to inclusive 
participation of the stakeholders to facilitate energy conservation.  

• “LET’S SAVE ELECTRICITY!” is the slogan used by the Ceylon Electricity Board (CEB), 
Sri Lanka to reach to its customer. CEB is the government undertaking electricity 
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company in Sri Lanka with 100% market share. CEB uses this slogan in all of its 
promotional campaign.  

• “Save Electricity, Save Money” is the slogan used by National Environment Agency 
(NEA) Singapore.  

 

▪ Tone of the message: There are multiple ways to present a message to the audience. 
Message tone can be professional, easy going or imperative one. Appropriate tone will 
be selected depending on the audience, and the objective of the message. Campaign 
performs better when it has characters and a story to tell. It must transmit a sense of 
relationship: building dialogues, asking questions, be on topic, keep a direct relationship 
with the contacts. To do that, the campaign tone must be welcoming, caring, and 
generally positive. It is the best way for people to be engaged in a cause. 

▪ Emotions: Most effective communication comprises of the messages that are related to 
the audience’s life, personal experiences, beliefs, desires and dreams. If the message is 
able to give rise to inspiration, pleasure, satisfaction, delight and happiness – to sum up, 
an overarching positive feeling –the recipients will be likely to accept it and take actions 
in real life. Generally, contents of campaign messages can be moral, rational or 
emotional. An awareness/motivational campaign focus on both informational and 
transformational elements, therefore relates with different kinds of emotions playing a 
relevant part in the learning and persuasion (Rossiter and Percy grid). Transformation 
involves perceptions, thoughts, feelings, attitudes, identification in the campaign issue, 
which are more positive. 

 

 

Figure 29: Rossiter and Percy grid 

 

• Logo, slogan, visuals: A campaign requires a coherent, understandable and eye-
catching image which could also create curiosity in the public. Slogan is the 
marketing tagline that presents the essence of the campaign to the audience. A well 
thought and designed symbol (logo) creates an intentional knowledge gap people 
tend to fill by seeking more information. Logo, slogan, audio-visuals, and images can 
easily attract the attention of the audience and create the first impression in their 
mind.  

 

2.3.3.4 Media Selection 
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Media denotes the communication channel that can be used to spread, share, and deliver 
the message to the audience. It is important to select appropriate communication channel 
to make the utmost impact from a campaign. Channel selection depends on two important 
factors: message and audience. Depending on the message and audience the channel can 
be different. Several studies revealed that instead of using one channel, a mix of channels 
can bring better result. Successful campaign happens when campaign’s goals are achieved 
by sending the right message and reaching the right target groups using the communication 
channel (medium) of their choice. Picking the right communication channel will contribute 
significantly to the success of the campaign and therefore, it is important to understand the 
various communication channels available. There are three types of strategies for selecting 
communication channel:  

▪ Above the Line (ATL) usually has a broad reach, and is often used to raise general 
awareness on a public cause. Examples of ATL are Radio, TV, Newspaper, Magazines, 
Outdoor and Press.  
 

▪ Below the Line (BTL) directly connects to a certain audience. Example: text ad, 
workshop, seminar, etc.  

 
▪ Through the Line (TTL): TTL is an integrated approach that combines both the ATL and 

BTL. Example can be: Social Media, Events.  

 

2.3.3.5 Production Phase 
 

The production of campaign collaterals such as printed and digital content, audio, video, 
newspaper ad, social media posts are prepared in this stage. It also includes organizing 
events, workshops/seminars and fairs. Depending on the output, activities in this stage 
might be widely different; however, some of the common features are as follows: 

▪ Consensus among the team members is important to make sure that everyone 
understands the objective of the campaign, their roles and responsibilities, and the 
expected outputs.  

▪ Piloting or preparing a demo version before the actual production can be helpful to 
ensure quality. Pilot can help to get critical insight about the product that can be used 
to modify or update the design the product.  

▪ Production process must follow the design principle, objectives, and theories 
discussed in the previous sections. Distribution of the product also has paramount 
importance. Depending on the product ATL/BTL/TTL can be selected.  

▪ Quality planning should have been prepared before initiating the production process. 
Quality dimensions have to be monitored carefully during the production and 
distribution process.  

▪ All the deliverables need to be approved by the designated committee of the 
implementing authority before those are finally produced or distributed.  
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2.4 Monitoring & Evaluation 

2.4.1 M&E Framework 

Monitoring is essential to track the progress of the campaign and change the strategy or 
actions if/when needed. The following framework will be used to streamline the M&E 
activities throughout the campaign: 
 

Interventi
on 

Baseline Activities Indicator End-line 
Output 

Outcome 

I-1       
D-2       
C-1       

Table 11: M&E Framework 

Different components of the framework are elaborated below: 
 
▪ Intervention: This field records description of the interventions along with specific 

objectives, target groups and tentative timeline. Example: The Green Award. 

▪ Base-line: Initial data will be collected about the target group. The baseline can state 
awareness level of the target group in quantitative and qualitative terms. Survey, online 
polls. FGDs will be conducted to capture the baseline which will be later compared with 
the end-line to assess the impact of the campaign.  

▪ Activities: This field includes all sub-tasks undertaken to execute the intervention. It also 
lists down the targets across different activities. 

▪ Indicator/parameters: These can be both qualitative and quantitative. A list of potential 
parameters is proposed along with the interventions in section – 5.1. The Campaign 
Implementation Committee will decide the parameters during the planning phase of 
each intervention. M&E Parameters can be grouped into two categories: a) Micro-level 
and b) Macro-level. Micro-level parameters are activity-specific and can be measured in 
short-term. Example: Number of shares, likes or comments on social media. Whereas, 
macro-level parameters are projected for long-term intervals to observe the impact of 
initiatives collectively. Example: % of people considers EE while purchasing, % of people 
switch off equipment while not using.  

▪ Outputs: These are the deliverables/milestones generated from the project often 
expressed in quantitative terms. Examples of outputs are number of TVCs made, 
drawing or debate competitions organized.  

▪ Outcome: Outcomes are the changes made or results achieved because of the 
interventions. In the M&E database, outcome will be measured for a group of outputs 
and relevant interventions. For example, changes in energy consumption behavior can 
be termed as an outcome.  

▪ End-line: End-line surveys can be conducted on periodical basis to assess the short-term 
impacts. The questionnaires used in the baseline will be leveraged targeting the same 
group of recipients. For some short-term interventions, control and treatment groups 
can be explored to see the results in smaller scale.  
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A series of questions will be included into the M&E action plan to evaluate the qualitative 
indicators at micro and macro level. FGDs with different levels of stakeholders (e.g. civil 
society, NGOs, academia, private sector, end-users) will be organized to find answers of the 
following questions:   
 
▪ Considering the current status in the country and the overall objective of the project: 

What is the primary energy consumption per GDP (as the main indicator to evaluate 
future national energy efficiency)? 

Which are the developments in energy consumption in the different sectors?  

Which adjustments in respect of political, economic or cultural/ethical developments 
happened/will take place (are needed)?  

Which are the most important events and how did they influence the overall objective 
of the project?  

The methodology is qualitative, an experienced based assessment and analysis. 

▪ Considering the media assessment: How did the media report and react including or 
denying EE&C and related topics? Which are the consequences for the Action Plan (or 
single activities) and its verification? Which are the risks and assumptions?  

▪ Considering the implementation of the EE-Masterplan, the chosen measures and 
project performance: How widely is the progress presented in the media? Which are 
ongoing barriers? Which measures can be improved? How is it possible and by which 
new measure / subprojects can the project leverage be enhanced? Which operations 
and processes in practicing EE&C are improved? The methodology is based on an update 
of the KAP survey, media assessments and in-depth interviews. 

▪ Considering the project resources: Are the proper human and financial resources large 
enough to perform all planned operations and reach the goal in the planned time?  

▪ Considering the progress of each intervention: Does the execution of the tasks and 
subtasks function well? Which are working more, which are working less and why? Are 
all goals and measures in place and understood by the targeted audiences? Are new or 
improved guidelines necessary? What support is needed? 

▪ Considering the media relations: Are changes in the media consumption observed? Is 
the chosen media mix (cross media strategy) working effectively? Is the coverage of 
advertisement (all formats) sufficient and effective? Has the social media campaign 
worked out and can it be perpetuated? 

▪ Considering the cooperation with donors active in the field of EE&C: Are activities 
harmonized and coordinated properly?  

▪ Considering gender mainstreaming: Were specific gender-related subtasks created and 
still are in place? Is an improvement of the situation observed and quantified? Is there 
any evidence ensuring that woman hold ownership purchasing EE domestic appliances?  

▪ Considering the stakeholder analysis and assessing the contribution implementing the 
national EE&C awareness strategy: Which contributions are partners and stakeholders 
achieving and which institutional changes have the strength to improve this? Do 
interfaces work well / can be improved in the interest of the overall performance of the 
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project? Which cooperation needs to be intensified? Are new stakeholders to be 
contacted and involved?  

 

2.4.2 Collecting Media Data 

In order to answer questions concerning the media performance, results will be monitored 

with tools state of the art. Some of the tools that will be used to measure media data are as 

follows:  

 

▪ TV 

The Audience Measurement (MRB) software developed by Kantar measures television 

viewership. This is the only available tool for measuring interest in television. MRB is a 

globally utilized tool which is also available in Bangladesh. With support of software 

“MediaXpress” agencies can calculate and evaluate viewership according to defined 

indicators. 

▪ Newspaper 

With National Media Survey 2018 software developed by Kantar MRB, the reach of any 

newspaper can be measured. 

▪ Website 

• Number of Website clicks over time, 

• Number of downloads (demand side driven), 

• Qualitative assessment of requests and comments, 

• Usage data of apps, and 

• Registered number of readers and development of the newsletter.  

 

▪ Digital ROI / ROAS Report  

 

ROI is a business-centric, strategy-oriented metric that measures how ad expenditures 
contribute to a campaign’s bottom line. ROAS is an advertiser-centric metric that measures 
the efficacy of a digital advertising campaign. It focuses on growing business through 
incremental conversions and measures gross-revenue against amount spent on advertising. 
It acts as a comparison of the amount spent to the amount earned. 
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Figure 30: ROI/ROAS Report Sample 

▪ Verification of the published/broadcasted public opinion 
 

For reviewing media, it is important to understand how and in which way the local media 

cover the issue of leaving the path of fossil fuel-based energy production, by lowering 

energy consumption and changing to a sustainable approach. Media reports are providing a 

qualitative assessment according to topics and relevance (clippings with all examples are 

required) for defined periods. The basic structure is: 

 

Topic / Time period 

EE&C 

Very 

important 

EE&C 

important 

EE&C 

less 

relevant 

EE&C 

unimportant 

Completely 

unimportant 
Remarks  

Energy cuts, 

shortages, grid 

problems 

      

Energy prices 

national/international 

      

Relevance of 

greenhouse gas 

emissions to health 

and environment 

      

Relevance of 

greenhouse gas 

emissions to climate 

change 

      

Governmental goals, 

plans and regulations 

to save energy 

      

Energy savings and 

efficiency measures in 

      

Utilities       

Offices and houses       

Industry       
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EE technologies & 

products (insulation, 

house design, lighting, 

appliances) 

      

Banking, loans       

Incentives       

Other (to be enlarged)       
Table 12: Verification of the published/broadcasted public opinion 

 

2.5 Closing 

The campaign will be considered completed after achieving all objectives (if not decided 
otherwise by the campaign implementing committee). A checklist can be used to make sure 
all the works have been completed, and necessary documentations have been made: 
 

Sl. Task/Actions/Items Status Remarks 

1. 
Completion of all the 

works/deliverables 

        

Yes 

        

No 
 

2. 

Disbursement of the fund 

(as per the contract and 

actual completed work) 

        

Yes 

        

No 
 

3. 
Approval from the project 

sponsor  

        

Yes 

        

No 
 

4. 
Completion of all the 

organizational/governance  

        

Yes 

        

No 
 

5. 
Completion of all the 

documentation 

        

Yes 

        

No 
 

6. 
Official closing letter of 

the project 

        

Yes 

        

No 
 

Table 13: Closing Checklist 

This tentative checklist can be further extended to include other sub-tasks. All the reports, 
documents, case studies, and learning materials should be stored for future usage.  
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3 Implementation Plan 

The broad objective of the campaign is to raise awareness on energy efficiency and 
conservation and in turn, increase adoption of energy efficient behavior reducing per-capita 
energy consumption in the long run. Chapter 1 and Chapter 2 presented the existing context 
of the power and energy sector, and analysis of the important stakeholders. A benefit-
barrier analysis (BBA) has been presented as well. The BBA gives the rationale to go for 
sector specific intervention. The following table summarizes the approach: 
 

Sl. Theoretical constraints  Behavioral constraints (or 
enabler) found from KAP 

Interventions* 

1. - Trans-theoretical model; 
- Prospect theory and loss 
aversion; 
- Hyperbolic discounting.  
 

Limited knowledge on energy 
efficiency, conservation and 
management. 

- I-2; 
- I-3; 
- D-1; 
- D-3; 
- D-4; 
- D-5 & D-6. 

2. - Maslow’s Need 
Hierarchy; 
- Social preference; 

Lack of recognition - I-4; 
- D-1; 
- C-3. 

3. - Loss aversion theory; 
- Hyperbolic discounting; 
- Framing and mental 
accounting. 

Lack of standards and 
benchmarks 

- D-2. 

4. - Maslow’s Need 
Hierarchy; 
- Social preference; 
- Trans-theoretical model.   

Internalize the EE&C in 
business operation and 
individual lifestyle 

- I-1; 
- D-4. 

5. - Prospect theory and loss 
aversion; 
- Hyperbolic discounting.  

Initial higher investment for 
efficient devices 

- D-2; 
- D-4. 

6. - Maslow’s Need 
Hierarchy; 
- Social preference; 

Commitment to 
Country/Society 

- D-1; 
- D-3; 
- D-4. 

7. - Prospect theory and loss 
aversion; 
- Hyperbolic discounting.  

Financial benefits - D-2; 
- D-4. 

8. - Maslow’s Need 
Hierarchy; 
- Social preference; 

Awareness is already 
developing on EE&C 
 
Growing awareness on climate 
change 

- D-1; 
- D-3; 
- D-4; 
- D-5 & D-6 

Table 14: Approach for selecting sector specific interventions 

*Intervention for the industrial sector: I-1: Energy Manager (EM); I-2: Publications on EE&C; 
I-3: EE&C Events; I-4: Energy Conservation Award.  
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Intervention for the domestic sector: D-1: School Based Campaign; D-2: Promotion of 
Energy Standards and Labeling; D-3: Youth-Oriented Campaigns; D-4: Energy Calculator; D-5: 
Rural Area Based Initiatives; D-6: Urban Area Based Initiatives. 
 

Intervention for the commercial sector: C-1: Workshops and Seminars; C-2: Certification 
and Building Code Promotion; C-3: Awards and Recognition.  
 

The following section presents details of all these sector specific interventions.  
 

3.1 Sector Specific Intervention 

3.1.1 Industrial Sector 

 
For the industrial sector, four different sets of interventions are proposed. The EECMP has 
been used as the basis. The inception workshop and further interviews with different 
stakeholders also helped for designing these interventions. The following table provides the 
steps, activities, resource requirement, and timeline of the intervention. The timelines 
suggested throughout the interventions are based on high-level estimation of work volume 
and subject to change depending on number of parameters including availability of funds 
and workforce.  
 

 
INTERVENTION I-1: ENERGY MANAGER (EM) 

 
▪ With a goal to ensure efficient use of energy at industry level, one competent 

employee from the factory/plant/facility will be nominated to be ‘Energy Manager’.  
▪ S/he will be trained on best practices in EE&C for industries.  
▪ S/he will then promote EE&C practices in respective facilities and report the progress 

to SREDA 
▪ A central committee in SREDA will monitor their progress across a range of KPIs 
▪ The best performing individual will be recognized and promoted.  
▪ Expected impact: 

• Efficient energy usage at the factory level; 

• Internalizing energy saving in overall operating procedure; 

• Create network effect (other factories from the same industry and factories from 
different industries will see the positive impact and will start following)  

STAGE 1: INITIATION 

Task 

o Internal kick-off meetings  
o Form a committee in SREDA to run the program  
o Define specific goals/objectives, set parameters for M&E 
o Approach to factories to sign MoU. Industrial associations like BGMEA, BKMEA, etc., 

can play a vital role here. SREDA can approach the factories through these 
associations.  

o Initial cost-benefit analysis, approval of budget 
o Selection criteria for energy managers.  
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o Training materials/curriculum for the energy managers  

STAGE 2: PLANNING 

Task 

o Selection of factories/plants/facilities under this program  
o Nomination for Energy Managers and selection 
o Training of energy managers 

STAGE 3: EXECUTION  

Task 

o Review of monthly report submitted by the energy managers 
o Guidance to the energy managers on weekly basis 
o Organizing meetings with energy managers 
o Promote the result on social media 

STAGE 4: M&E  

Task 

o Track parameters set out in Stage-1 
o Assessment based on energy consumption data from factories  
o Assessment based on energy efficient system, machineries or appliances used in 

factories 
o Qualitative feedback from participants and stakeholders 

STAGE 5: CLOSING  

Task 

o Documentation in monthly report 
o Assessment by the program committee in SREDA 
o Learning/ guidance for future enrollments  

 
While selecting the energy managers, women should get utmost priority to ensure gender-
balance in the campaign program. 50% quota can be preserved for women candidates. If 
sufficient candidates are not found from women, then positions can be filled from man 
applicants.  

 

 

 

 

 

 

 

 

 

 

 
INTERVENTION I-2: PUBLICATIONS ON EE&C 
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▪ Publish magazines, newspaper articles, e-newsletters, webzines  
▪ Magazines can be published monthly/ quarterly/ annually depending on budget and 

workforce. Possible outline of contents: 

• International and national best practices on EE&C  

• Interviews of the Industry Leaders  

• Case study on one particular factory/plant/facility  

• Challenges and incentives for EE&C practices in industry 

• Feature the Green Award Winners [from Intervention - 1] 

• Sections allocated for women entrepreneurs. 
▪ Newspaper articles written by the champions or industry leaders can highlight 

challenges they face in EE&C domain, suggestions for the policy makers, examples of 
how to install the right mindset for EE&C at industry level.  

▪ Webzines and e-Newsletters can be explored specially in the context of COVID-19 
pandemic. The webzines will be published on the websites and social media pages of 
SREDA and other stakeholders. E-newsletters will be sent out over emails to the 
contact list of SREDA and relevant stakeholders. Each issue of e-newsletter and 
webzines will feature contemporary affairs with regards to EE&C development in 
industrial sectors. Also, digital contents such as video or graphics can be embedded on 
the e-newsletters.  

▪ Expected impact: 

• Create knowledge on EE&C; 

• Informed decision making; 

STAGE 1: INITIATION 

Task 

o Form a publication committee in SREDA and with other stakeholders 
o Define specific goals/objectives 
o Set parameters for M&E 
o Approval of budget 
o Sponsorships from Private Sectors (EE&C appliances) 
o Sensitizing Stakeholders 

STAGE 2: PLANNING 

Task 

o Publish TOR/ Request for Quotation for printing/ digital publication agency 
o Capacity enhancement of the resident team in SREDA 
o Selection of theme or core message of the issue 
o Design and develop contents 
o Approval of contents by the committee members  
o Selection of writers for the newsletter articles  

STAGE 3: EXECUTION  

Task 

o Printing and distribution of publications  
o Email newsletters  
o Upload Webzines   

STAGE 4: M&E  

Task 
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Some possible parameters for M&E are:  

o Number of copies published and distributed  
o Number of pages, sections, articles in publications 
o Qualitative feedback from industry experts  
o Number of emails sent out 
o Number of footprints on the social media pages where Webzines are published.   

STAGE 5: CLOSING  

Task 

o Assessment by the committee  
o Learning/ guidance for the next issue 

 
In the context of COVID-19 pandemic, webzines and e-newsletters are encouraged. Digital 
content development is critical to ensure better reach and quality. In each publication, be it 
in printed or digital format – a segment will be allocated for women in the form of case 
study or interview. On e-newsletters, video interviews of women entrepreneurs can be 
embedded under that section.  

 

 
INTERVENTION I-3: EE&C EVENTS  

 
▪ A series of events such as workshops, seminars, fairs will be organized at different 

scales depending on the budget and workforce. 
▪ Most of the workshops or seminars will focus on one particular theme while others 

will cover cross-cutting themes. International experts will participate sharing their 
knowledge from different geographies.  

▪ Industry fairs will host the best practices around EE&C along with the display of 
energy efficient appliances, green homes and relevant energy saving initiatives. The 
fair can be organized annually subject to availability of funds and resources.  

▪ Fairs can be an excellent opportunity in terms of public-private collaboration where 
private sector companies will be able to display, promote and sell their energy 
efficient appliances. A certain number of stalls will be allocated for women 
entrepreneurs promoting their companies and EE&C products.   

▪ Webinars – virtual equivalent of seminars - can be organized on digital platforms 
where participants can take part from anywhere on the planet leveraging a big 
opportunity for knowledge sharing. In the local context also, webinars can be an 
alternative to physical seminars given restricted movements during COVID-19 
pandemic.  

▪ Approximate implementation time: 6 months 
▪ Expected impact: 

• Showcasing successful cases; 

• Idea and knowledge sharing; 

• Recognition and setting benchmark.  

STAGE 1: INITIATION 

Task 

o Internal kick-off meetings 
o Form an event-organizing committee in SREDA and with other stakeholders 
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o Define specific goals/objectives, set KPIs for M&E 
o Initial cost-benefit analysis, approval of budget 
o Event sponsorship from private-sectors  

STAGE 2: PLANNING 

Task 

o For industry fair, publish TOR/ Request for Quotation 
o Contract event organizers/ agency  
o Selection of venues and associated logistics 
o Selection of sponsors from private sectors 
o Ensuring coverage on electronic and print media  
o Contract digital marketing agency for industry fair 
o Selection of tagline/catchphrase and campaign collaterals  
o Confirm schedules of VIP invitees 
o For workshops and seminars, selection of theme and industry 
o Arranging the logistics 
o For webinars, arranging the IT appliances and requirements 

STAGE 3: EXECUTION  

Task 

o Sending out invitations for workshops and seminars 
o Organizing the event  
o Documentation of progress  

STAGE 4: M&E  

Task 

o Track KPIs set out in Stage-1 
o Assessment based on number of attendees  
o Track footprints on electronic and print media 
o Track web-traffic parameters on social media 
o Qualitative feedback from participants and stakeholders 
o Participation of women  

STAGE 5: CLOSING  

Task 

o Documentation in final report 
o Assessment by the organizing committee in SREDA 
o Learning/ guidance for the next event   

 
During restricted movements for COVID-19, webinars are encouraged to be organized. Once 
the required IT infrastructure is in place, arranging webinars should be time and cost saving 
in comparison with other alternatives. To ensure the reach, webinars can be casted live on 
television as well as on social media and YouTube. Viewers can also participate in the 
discussion through asking questions in the form of comments in the live-cast.     

 

 

 

 
INTERVENTION I-4: ENERGY CONSERVATION AWARD - “THE GREEN AWARD” 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
73 

 
▪ Recognize the plants/factories/facilities for outstanding contribution in EE&C. 
▪ Select industries for recognition and awards. 
▪ Award might be given on yearly basis. 
▪ Award might be given on multiple categories within an industry: 

• Based on production type (e.g. yarn manufacturing, fabric manufacturing, and 
garment manufacturing) 

• Based on size (e.g. large, medium, small). For determining size, annual production 
or number of total staffs can be considered.  

• Based on ownership (there might be a separate category for women 
entrepreneurs). 

▪ Approximate implementation time: 6 months 
▪ Expected impact: 

• Award and recognition; 

• Championing the target achievers. 

STAGE 1: INITIATION 

Task 

o Internal kick-off meetings 
o Form an implementation committee in SREDA and with other stakeholders 
o Define specific goals/objectives, set parameters for M&E 
o Initial cost-benefit analysis, approval of budget 
o Sponsorships from private sectors 
o Define gender benefits.  
o Selection criteria of plants/factories/facilities 
o Sensitizing Stakeholders 

STAGE 2: PLANNING 

Task 

o Publish TOR/ Request for Quotation for organizing the event 
o Contract event organizers/ agency 
o Selection of venues and associated logistics 
o Selection of jury board and potential candidates of awards 
o Selection of sponsors from private sectors 
o Ensuring coverage on electronic and print media  
o Contract digital marketing agency  
o Selection of tagline/catchphrase and campaign collaterals  
o Confirm schedules of VIP invitees 

STAGE 3: EXECUTION  

Task 

o Calling for nomination submissions? 
o Sending out invitations 
o Press Conference 
o Organizing the event  

STAGE 4: M&E  

Task 

o Track parameters set out in Stage-1 
o Assessment based on number of attendees  
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o Track footprints on electronic and print media 
o Track parameters on social media 
o Qualitative feedback from participants and stakeholders 

STAGE 5: CLOSING  

Task 

o Documentation in final report 
o Assessment by the implementation committee  
o Learning/ guidance for the next year’s event   

 
To emphasize and encourage the role of women in EE&C, a separate category for women 
entrepreneurs will be considered under this intervention. Each year, at least one factory 
owned or operated by women will be recognized in this category.   

In the wake of COVID-19 pandemic, the usage of electronic and social media in campaign 
execution is highly encouraged. Additional budget and skilled workforce can be deployed to 
ensure visibility and better reach through social media and other web-based platforms.  

 

3.1.2 Domestic Sector 

 

 
INTERVENTION D-1: SCHOOL BASED CAMPAIGN  

 
▪ School based campaign has been found effective in India. The same can be 

implemented in Bangladesh as well. Working with students has two benefits: (i) 
children can influence their parents and other family members; (ii) instilling EE&C in 
children’s mind can catalyze sustainable change in their behavior. An FGD has been 
conducted with students to know their perception. Participants indicated that they 
have some knowledge about EE&C. Their teachers and guardians also tell them about 
it but not frequently. A campaign with school children can help to create a better 
learning environment for them.  

▪ SREDA will continue organizing school-based campaigns at larger scale. Such 
campaigns may include a series of activities:  

• Quiz Contest  

• Drawing Competition  

• Debate Program 

• Essay Competition 

• Stage Drama  

• Puppet Shows 

• EE&C promotions in Education Curriculum  

• Comic Books and Animation Films  

• Develop a Cartoon Character (e.g. Meena by UNICEF) 

• Energy Ambassadors  

• Promotion in annual events of schools  
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▪ Strong collaboration among multiple government agencies including Ministry of 
Education, Education boards, National Curriculum and Textbook Board and others is 
critical to implement the campaign. 

▪ Participations of students from primary and secondary education will be encouraged 
▪ 50% participation will be ensured from female students 
▪ The campaign can be run online in parallel – which will require a wide range of digital 

content and IT support mechanism.  
▪ Expected impacts: 

• Awareness among the school going children and their parents; 

• Creating long lasting impact; 

• Change behavior.  

STAGE 1: INITIATION 

Task 

o Internal kick-off meetings 
o Establish an organizing committee in SREDA and with other stakeholders from 

education sector.  
o Define specific goals/objectives, set parameters for M&E 
o Initial cost-benefit analysis, approval of budget 
o Event sponsorship from private-sector 
o Define gender specific goals and measures  
o Plan for IT support mechanism to run the campaign online   

STAGE 2: PLANNING 

Task 

▪ Selection of schools based on multiple criteria  
▪ Form committees including representatives from teachers, guardians and students in 

selected schools  
▪ Define the guideline and working principle of the school committees 
▪ Contract with digital marketing agency to promote the campaign online  
▪ Develop campaign collaterals  
▪ Develop contents for curriculum and share with the National Curriculum and Textbook 

Board for review   
▪ Develop scripts or story boards for the comic books and animation films   
▪ Schedule the events in collaboration with local stakeholders  
▪ Selection of jury committee to evaluate the competitions.  

STAGE 3: EXECUTION  

Task 

▪ Organizing the events with the help of local committees  
▪ Recognition of winners in the competitions  
▪ Selection of energy ambassadors with 50% female participation  
▪ Promotion on social media  
▪ Broadcast the animation films on national TV channels  
▪ Arranging online quiz, debate program 

STAGE 4: M&E  

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Assessment based on number of attendees  
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▪ Track footprints on electronic and print media 
▪ Track web-traffic parameters on social media 
▪ Qualitative feedback from participants and stakeholders 
▪ Participation of female students  

STAGE 5: CLOSING  

Task 

▪ Documentation in the final report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next event   

 
Some of the activities such as quiz contest; debate program will be organized online from 
the social media pages of SREDA. Students will register upfront filling out necessary forms to 
participate in these programs. SREDA will promote the winners from their pages and via 
digital marketing agency.  

 

 
INTERVENTION D-2: PROMOTION OF ENERGY STANDARDS AND LABELLING  

 
▪ In collaboration with private sector stakeholders, the energy standards and labelling 

will be promoted in large scale.  
▪ International and local brands of electrical appliances will be a part of the campaign  
▪ Campaign collaterals will be designed highlighting the monetary savings of using 

energy efficient appliances.  
▪ Retailers will be encouraged to offer incentives on purchase of energy saving 

appliances.  
▪ TV and radio advertisements can be developed promoting the key message  
▪ Public events such as trade fairs, SME fair, expos (there are now specific expos for 

various industrial machinery etc.) may be used for promotion. 
▪ Expected impact: 

• Give proper benchmark to the end-users to compare their device and to 
understand energy consumption; 

• Track energy usage for the device.  

STAGE 1: INITIATION 

Task 

▪ Internal kick-off meetings 
▪ Set goal/objective  
▪ Set M&E parameters  
▪ Allocation of budget 
▪ Selection of private sector participants (brands and retailers)   
▪ Selection of content developers  
▪ Define gender specific goals/targets  

STAGE 2: PLANNING 

Task 
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▪ Selection of potential campaign tools both for print and digital media 
▪ Contract with agency to develop and run the TV advertisements  
▪ Highlight the role of women in campaign collaterals   
▪ Sponsorship from the private sector stakeholders 

STAGE 3: EXECUTION  

Task 

▪ Run the campaign  
▪ Run the ads on national TV and radio channels 

STAGE 4: M&E  

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Number of sales of energy efficient appliances  

STAGE 5: CLOSING  

Task 

▪ Documentation in the form of report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next iteration   

 

 
INTERVENTION D-3: YOUTH-ORIENTED CAMPAIGNS  

 
▪ Given a large population between the age of 15 and 30, youth-based campaigns will 

have wider impact for long term.  
▪ A series of activities can be explored under the umbrella of a youth-based campaign: 

• Concerts  

• Short-films  

• Hashtag campaigns on social media  

• Social media challenges campaign  

• Contest programs  

• Social media influencers  

• Celebrity endorsement 
▪ Live musical performance/ concerts patriated by leading musicians/bands will be 

organized on special occasions or public holidays. Depending on the budget, such 
concerts can be organized annually.  

▪ Creative digital contents focused on EE&C messages can be casted on TV channels or 
digital platform such as YouTube or Facebook.  

▪ Hashtag campaigns can be on appropriate issues related to energy savings can gain 
quick impact. 

▪ Social media challenges endorsed by the leading youth icons (e.g. Cricketers of the 
National Team) will have widespread uptake  

▪ Expected impact: 

• Involving youth with the campaign; 

• Motivating youth has both short term and long-term benefits 

STAGE 1: INITIATION 

Task 
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▪ Form an implementation committee involving major stakeholders 
▪ Set goal/objective  
▪ Set M&E parameters  
▪ Allocation of budget 
▪ Selection of private sector participants (brands and retailers)   
▪ Selection of theme, core message and brand guideline  
▪ Define gender specific goals/targets  

STAGE 2: PLANNING 

Task 

▪ Contract with digital marketing agency to run the campaign on digital platform  
▪ Contract with event management firms to organize concerts focusing on youth 

audience  
▪ Sponsorship from private sectors  
▪ Develop campaign collaterals  

STAGE 3: EXECUTION  

Task 

▪ Run and monitor the campaign  
▪ Guide and supervise the arrangement of concerts  
▪ Run the ads on national TV and radio channels 

STAGE 4: M&E  

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Number of audience in the concerts   
▪ Number of posts, followers of hashtag campaigns  
▪ Number of posts on social media challenges  
▪ Number of posts, followers from female audience   

STAGE 5: CLOSING  

Task 

▪ Documentation in the form of a report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next iteration   

 

When it comes to targeting youth groups, digital campaigns will be the most effective in 
terms of budget and potential impact. This is more evident during the days of COVID-19 
pandemic when any type of public gatherings is restricted.   

Half of the contents developed in youth campaigns will focus on the potential role of 
women in saving energy at households and workplaces.  

 

 
INTERVENTION D-4: ENERGY CALCULATOR 

 
▪ Energy Calculator app calculates the operating cost and energy usage of electric 

appliances or machinery.  
▪ Users enter data into fields such as consumption/hour (KW), usage/hour (No of hours 

used) and cost/watt (price) 
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▪ The App in turn will show the result across number of parameters such as  

• Cost per day/week/month/year    

• Energy usage per day/week/month/year 

• Demand charges for energy, if any, for running that particular appliance 

• Amount of carbon emission for the electricity consumed.  
▪ Expected impact: 

• Assist the user to track energy usage and electricity bill.  

• Control energy usage.  

STAGE 1: INITIATION 

Task 

▪ Set goal/objective  
▪ Set M&E parameters  
▪ Allocation of budget 
▪ Drafting the RFQ   
▪ Form a committee involving IT experts  

STAGE 2: PLANNING 

Task 

▪ Contract with the App developers  
▪ Monitor and supervise the progress of developments  
▪ Sponsorship from private sectors  
▪ Develop campaign collaterals  

STAGE 3: EXECUTION  

Task 

▪ Pilot testing of the application  
▪ Up gradation as required 
▪ Launch the app for public  
▪ Publicity on the social media platforms  

STAGE 4: M&E  

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Number of downloads from the app-store 
▪ Number of posts/shares on social media  

STAGE 5: CLOSING  

Task 

▪ Documentation in the form of a report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next version of the app   

 
 

 
INTERVENTION D-5: RURAL AREA BASED INITIATIVES 

 
▪ The KAP survey users are realizing multiple benefits from using ICS and Retained Heat 

Cooker. Also, gas cylinders are getting popular in the rural areas. The campaign should 
try to promote available EE technologies in the villages.  
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▪ Village representative will be nominated from local committees – who can be dubbed 
as ‘Energy Bhai’ or ‘Energy Aapa’. They will make visit to selected households to 
deliver the campaign messages, promote and monitor the use of energy efficient 
tools. Energy Apa can also be used to promote health benefits and air quality 
improvement in the rural areas.  

▪ Representative of the local government and locally influencing persons can be 
included with the initiatives for example the member of the local government (Union 
Parishad), and religious leaders (Imam) can play important role in the campaign.  

▪ Local committees will arrange dissemination of EE&C messages through miking, 
leaflets and village stage drama (Jatra Pala) 

▪ 50% participants and audience will be selected from women ensuring the gender 
balance. 

▪ Expected impact: 

• Rural area consists majority portion of the population. Promoting EE&C in the 
rural areas can help the country to save huge amount of energy.  

STAGE 1: INITIATION 

Task 

▪ Set goal/objective  
▪ Set M&E parameters  
▪ Define the theme and core message  
▪ Allocation of budget 
▪ Include BREB in the planning and implementation of any initiative for the rural areas; 
▪ Form village committees involving the local influencers 
▪ Draft the campaign plan and timeline 

STAGE 2: PLANNING 

Task 

▪ Design the theme and campaign collaterals  
▪ Selection and training of village representatives (Energy Aapa) 
▪ Outlining the working guidelines and reporting mechanism for the local committees  
▪ Partnerships with local government, NGOs and civil societies.  

STAGE 3: EXECUTION  

Task 

▪ Supervise and monitor the village campaigns  
▪ Allocation and disbursement of budgets to local committees as per requirements  
▪ Coordination with local NGOs and other implementing partners (e.g. IDCOL) 

STAGE 4: M&E  

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Number of households covered  
▪ Number of conversions from traditional tools to energy efficient ones 

STAGE 5: CLOSING  

Task 

▪ Documentation in the form of a final report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next iteration    

 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
81 

 

 
INTERVENTION D-6: URBAN AREA BASED INITIATIVES 

 
▪ Campaigns will be designed targeting urban areas promoting the use of energy 

efficient appliances and energy saving behaviors.  
▪ Trainings of care takers will help raise awareness in residential areas (e.g. DOHS, 

Basundhara) 
▪ Partnership with energy efficient brands and retailers will be a part of campaign plan  
▪ Use of pre-paid meters will be promoted in large scale. 
▪ Expected impact: 

• Per-capita energy consumption is higher for the urban areas. Also, population 
density is very high in the urban areas in Bangladesh. Campaigns conducted in the 
urban areas can help SREDA to easily reach a large pool of end-users.  

STAGE 1: INITIATION 

Task 

▪ Set goal/objective, M&E parameters  
▪ Define the theme and core message  
▪ Allocation of budget 
▪ Form a supervising committee  

STAGE 2: PLANNING 

Task 

▪ Design the theme and campaign collaterals  
▪ Selection of residential areas and buildings/apartments   
▪ Partnership with district administration, brands and retailers 
▪ Capacity enhancement to run the campaign  

STAGE 3: EXECUTION  

Task 

▪ Supervise and monitor the campaigns  
▪ Organize training programs for the caretakers  
▪ Promotion on social media  

STAGE 4: M&E  

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Number of buildings/apartments covered  
▪ Qualitative feedback from the participants 
▪ Footprints on social media  

STAGE 5: CLOSING  

Task 

▪ Documentation in the form of a final report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next iteration    

 

3.1.3 Commercial sector 
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INTERVENTION C-1: WORKSHOPS AND SEMINARS  

 
▪ A series of events such as workshops, seminars will be organized targeting commercial 

areas at different scales depending on the budget and workforce.  
▪ Associations such as REHAB, IEB, IAB, BIP will play key role in promoting the 

discussions around EE&C practices.  
▪ International experts/ organizations will take part sharing global best practices. 
▪ Webinars – virtual equivalent of seminars - can be organized on digital platforms 

where participants can take part from anywhere on the planet leveraging a big 
opportunity for knowledge sharing. In the local context also, webinars can be an 
alternative to physical seminars given restricted movements during COVID-19 
pandemic.  

▪ REHAB often organizes fair where the members showcase their projects and offers. 
Fair like this can be explored to show how energy efficient design can benefit the 
dwellers in the long-run. Simulation model can be presented in the fairs to give the 
audience a real-life feeling.  

▪ Expected impact: 

• Energy efficient buildings; 

• Efficient energy usage in the buildings.  

STAGE 1: INITIATION 

Task 

▪ Internal kick-off meetings 
▪ Form an event-organizing committee in SREDA and with other stakeholders 
▪ Define specific goals/objectives, set parameters for M&E 
▪ Initial cost-benefit analysis, approval of budget 
▪ Event sponsorship from private sector 
▪ Sensitizing stakeholders  
▪ Gender specific agenda 

STAGE 2: PLANNING 

Task 

▪ Selection of venues and associated logistics 
▪ Selection of sponsors from private sectors 
▪ Ensuring coverage on electronic and print media  
▪ Selection of tagline/catchphrase and campaign collaterals  
▪ Confirm schedules of VIP invitees 
▪ For workshops and seminars, selection of theme and commercial areas 
▪ Arranging the logistics 
▪ For webinars, arranging the IT appliances and requirements 

STAGE 3: EXECUTION  

Task 

▪ Sending out invitations for workshops and seminars 
▪ Organizing the event  
▪ Documentation of progress  

STAGE 4: M&E  
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Task 

▪ Track parameters set out in Stage-1 
▪ Assessment based on number of attendees  
▪ Track footprints on electronic and print media 
▪ Track web-traffic parameters on social media 
▪ Qualitative feedback from participants and stakeholders 
▪ Participation of women  

STAGE 5: CLOSING  

Task 

▪ Documentation in final report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next event   

 

 
INTERVENTION C-2: CERTIFICATION AND BUILDING CODE PROMOTION  

 
▪ In collaboration with influential association such as REHAB, energy efficient building 

design will be promoted in the form of certifications.   
▪ A set of basic EE&C guidelines in design and construction will be made mandatory to 

follow by the commercial buildings.  
▪ A central committee will be formed to supervise and monitor the progress of the 

certification program.   
▪ Expected impact: 

• Helping the real estate developer, contractor, and building owners clear idea 
about investment on EE and the payback period.  

STAGE 1: INITIATION 

Task 

▪ Form a committee involving representation from influential bodies such as REHAB.   
▪ Set goal/objective  
▪ Set M&E parameters  
▪ Allocation of budget 
▪ Selection of private sector participants (brands and retailers)   
▪ Define gender specific goals/targets  

STAGE 2: PLANNING 

Task 

▪ Outline the certification program 
▪ Revisit the building-code guidelines ensuring the application 
▪ Highlight the role of women in campaign collaterals   
▪ Sponsorship from the private sector stakeholders. 

STAGE 3: EXECUTION  

Task 

▪ Run and supervise the campaign  
▪ Promote on national TV and radio channels 

STAGE 4: M&E  
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Task 

▪ Track M&E parameters set out in Stage-1 
▪ Number of certified developers or commercial buildings  

STAGE 5: CLOSING  

Task 

▪ Documentation in the form of report 
▪ Assessment by the organizing committee in SREDA 
▪ Learning/ guidance for the next iteration   

 

 
INTERVENTION C-3: AWARDS AND RECOGNITION 

 
▪ Recognize the public offices, and commercial buildings for following the energy 

savings building codes. 
▪ Select developers and buildings for recognition and awards. 
▪ Award might be given on yearly basis. 
▪ Female designers/architects will get priority in nominations 
▪ Expected impacts: 

• Recognition and social status.  

STAGE 1: INITIATION 

Task 

▪ Internal kick-off meetings 
▪ Form an implementation committee in SREDA and with other stakeholders 
▪ Define specific goals/objectives, set parameters for M&E 
▪ Initial cost-benefit analysis, approval of budget 
▪ Sponsorships from private sectors 
▪ Define gender benefits.  
▪ Selection criteria of commercial buildings 
▪ Sensitizing Stakeholders 

STAGE 2: PLANNING 

Task 

▪ Publish TOR/ Request for Quotation for organizing the event 
▪ Contract event organizers/ agency 
▪ Selection of venues and associated logistics 
▪ Selection of jury board and potential candidates of awards 
▪ Selection of sponsors from private sectors 
▪ Ensuring coverage on electronic and print media  
▪ Contract digital marketing agency  
▪ Selection of tagline/catchphrase and campaign collaterals  
▪ Confirm schedules of VIP invitees 

STAGE 3: EXECUTION  

Task 

▪ Sending out invitations 
▪ Press Conference 
▪ Organizing the event  

STAGE 4: M&E  



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
85 

Task 

▪ Track M&E parameters set out in Stage-1 
▪ Assessment based on number of attendees  
▪ Track footprints on electronic and print media 
▪ Track parameters on social media 
▪ Qualitative feedback from participants and stakeholders 

STAGE 5: CLOSING  

Task 

▪ Documentation in final report 
▪ Assessment by the implementation committee  
▪ Learning/ guidance for the next year’s event   

 
 

3.2 Media Strategy 

3.2.1 Internet, Digital Media and Social Media 

Internet usage has been increasing in Bangladesh for the last 10 years. This increase has 
been driven by the rapid growth of mobile subscribers in the country. The following figure 
shows the growth of mobile and internet users in Bangladesh since February 2012.  
 

 
Figure 31: Internet and Mobile Subscribers in Bangladesh (source: BTRC) 

Both the internet and mobile users are showing similar growth trajectories. Mobile based 
internet dominates the internet industry in Bangladesh. As per the BTRC (February 2020), 
mobile data accounts for more than 94% of the total internet users in Bangladesh. Although 
there is no reliable statistics on the number of Smartphone users in Bangladesh, however, 
higher percentage of mobile based internet users indicates that there might be a huge 
number of users using smart devices in Bangladesh.  
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Figure 32: Social Media Users in Bangladesh (Source: Datareportal.com) 

Social media is also playing an important role to develop public consensus. As of January 
2020, there are more than 36 million social media users in Bangladesh which is 9% higher 
than the previous year (Source: Datareportal.com). Facebook has the majority of the market 
share; however, popularity of other platforms is also increasing. Figure 32 presents the 
market share of different social media for the last one year. Facebook has approximately 
85% market share, although it is 10% lower than the previous year.  
 

Energy consumers entail the entire population of the country. However, significant portion 
of the energy is consumed by the industrial users and the domestic users from the urban 
areas. It is important to prioritize the target-groups, at the same time it is important to 
identify the most important media to reach a specific group.  
 

Tools and techniques for Public Awareness (PA) building are going forward with respect to 
three developments: 
 

1. Influence of social media is growing. Successful PA strategies must adapt to these 
changes. 

2. Melting of classical and new media. The professional news outlets, both TV and print 
media, are now using social media to reach to wider audience. It has been observed that 
all the major news outlets of Bangladesh have their own website and social media 
presence. 

3. Content wise media are getting more and more connected, working in networks, 
influencing and using each other. 

 
In respect of the dynamic rise of digital and social media in Bangladesh, the cross-media 
approach can be an effective tool to effect social changes and behavior. The cross-media 
approach is covering ATL and BTL in a holistic approach reflecting the “revolutionary 
changes in media development”. Consistently a multichannel mix of above and below the 
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line media will be in place, particularly considering the fact that all stakeholders themselves 
interrelate, communicate, and influence one another. This “media cocktail” probably is one 
of the major challenges to the National Awareness Strategy: to utilize the interrelations of 
the media in a holistic way of understanding, and not to overlook specific media in their 
complexity and with their linkages. The “classic” (printed or broadcasted) media themselves 
are very much aware of digital and social media, have blogs in place in parallel, do research 
in social media, communicate in huge web-based networks etc.  
 

Considering the above-mentioned context, an effective campaign should follow innovative 
approach and include multiple channels. This, at the end, will be under the responsibility of 
the executing or implementing agency (e.g. SREDA); despite decisions how to perform – in-
house or outsourced to PR agencies.  
 

3.2.2 TV & Radio 

National news channels and other formats on TV are the most important communication 
medium in Bangladesh with the biggest reach, and influence. TV share has been considered 
for identifying the most influencing TV station. Share is the audience of a particular 
television program or time period expressed as a percent of the population viewing TV at 
that particular time. TV has now reached to more than 80% of the total population. In 
addition, most of the channels run internet portals. Somoy TV is the most popular news 
portal in Bangladesh followed by Independent TV and DBC News.  
 

No Channel Name Channel Share 

1 Somoy TV 1.7 

2 Independent TV 1.3 

3 DBC News 1.1 

4 Ekattor TV 1.1 

5 Jamuna TV 0.8 

6 Channel 24 0.76 

7 ATN News 0.67 

8 News 24 0.57 

Table 15: TV Share in Bangladesh (Internal Analysis of Grey International) 

 
Although radio use is decreasing, top radio stations of Bangladesh are provided below 
(source: Radio.net):  

No. Station name 

1 ABC Radio  

2 Radio Amar  

3 Radio Foorti 

4 Radio Today 

5 Dhaka FM 

6 Peoples Radio 

7 Radio Bhumi 

8 Radio Shadhin 

9 City FM 
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10 Capital FM 
Table 16: Top radio station from Bangladesh 

 
TV can be the most effective medium to create awareness among the end-users. However, 
mix of different media is a better approach to raise awareness on a social issue.  
 

3.2.3 Newspaper and Magazine 
 

Estimations of the ten biggest newspapers sum up to 2,633,000 readers in Bangladesh. 
However, newspapers typically are circulating media with a true reach by a multiplying 
factor of 4 to 5. Considering, the reach of the ten most important newspapers lies between 
10 and 15 million people.  

No. Name of the Newspaper Circulation  

1 Prothom Alo 501,800 

2 Bangladesh Protidin 553,300 

3 Jugantor  290,200 

4 Kaler Kantha 290,200 

5 Janakantha 290,200 

6 Ittefaq 290,200 

7 Amader Somoy 290,200 

8 Daily Star 44,814 

9 Financial Express 41,000 

10 Daily Sun 41,000 

Table 17: Newspaper circulation in Bangladesh (Department of Film and Publication, 
Bangladesh, December 2019) 

 
Along with the reach, the quality should also be considered while developing a media 
strategy. Such considerations are highly relevant for establishing contacts, building a media 
network, and gathering feedback. It is highly recommended to periodically add content 
specific media assessments and surveys to gain the full picture. 
 

All of these newspapers have their web presence as well. Also, there are several popular 
news outlets that have presence in web only. The following are the most important news 
portals with an impressive reach of 52.96 Million users in total: 
 

SL. No. Portal Name Monthly Reach 

1 Prothomalo.com 22.99M 

2 BD-Pratidin.com 5.76M 

3 BDNews24.com 6.98M 

4 Jugantor.com 6.15M 

5 Jagonews24.com 11.08M 

Table 18: Most popular web-based news portal in Bangladesh (Source: Similarweb.com) 
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There are magazines from Bangladesh those exclusively covers power and energy related 
issues in the country. However, their circulation is highly limited, usually only subscribed by 
the people from the industry. These magazines can be an option to reach to people working 
in the power and energy industry. Name of some of the leading magazines, and their web 
links are provided below: 
 

▪ Energy Bangla (http://energybangla.com/); 

▪ Energy News BD (http://energynewsbd.com/) 

▪ Energy and Power (https://ep-bd.com/) 

The following media strategy starts with a media report drawing a realistic picture of where 
Bangladesh stands today in terms of EE&C. This assessment is followed by a stepwise 
communication process. 
 

3.2.4 Media Relationship 

The principal idea in the beginning should be to create loyal and conscious media network, 
and to persuade media activists to maintain a positive view about the strategy. The starting 
point is to create a Multi-Stakeholder Platform (MSP). This includes among others: 
 
▪ Setup of a mailing list of media stakeholders to contact while delivering breaking news, 

interesting project documents, presentations, press releases, pictures and illustrations; 

▪ Initiating a self-replicating process to spread information and to promote website; 

▪ Direct and personal contacts organizing face to face communication or sharing views in 
rather small meetings with responsible authorities and important influencers for news 
and background information, and 

Word of mouth communications and peer-to-peer dialogues often have a greater effect on 
potential supporters, who are more likely to trust. The first type of information shared will 
be the online products previously created. And, the goal will be to produce viral effects, 
introducing the campaign and performing SREDAs reputation as the main player in the 
national campaign. 

According to the targeted audiences the reach by different media diversifies. This should be 
considered for any kind of promotion in Bangladesh. 
 

Target Group 1: Industry owners and managers (high and mid-level); Age: 30 – 60 years; 
mainly reside in urban areas. The following chart (Source: Research by GREY Advertising 
Ltd.) shows that this target group can be reached to 100% by TV, newspapers and radio. 
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Figure 33: Media Exposure for TG1 

Target Group 2: Domestic sector, including rural and urban areas (male + female), primary 
target is female; Age is 15 years and older. The next two charts show that this target group 
can be reached to nearly 100% by TV.

 
Figure 34: Media Exposure for Domestic Rural 

 
Figure 35: Media Exposure for Domestic Rural 
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Target Group 3: Commercial, including owners and managers of public buildings, malls, 

restaurants, services and maintenance businesses, age: 25 – 50, mainly male. This target 

group can be reached through internet (including digital newsletters), newspapers and 

magazines. 

 

 
Figure 36: Media Exposure for TG 3 

 

Media will be more and more interested in the topic of EE&C, curious to pick up new stories 
and report about the overall results of the campaign. As communication campaign activities 
reach a mature stage, it should be considered to invite journalists to small and more 
exclusive meetings, periodically.  
 
In addition, other interesting media channels will be discovered, e.g. in the academic world, 
operated by NGOs, companies, associations, clubs and others. Smaller magazines, 
newsletters and similar media will become more important as people will understand the 
new trend towards EE&C which is becoming mainstream. Assessing the leverage, media 
strategy will need diversification in content and according to specific problems and 
behavioral aspects. 
 
In this respect, specific attention shall be paid to the key target groups: 
 
▪ Women, promoting gender-mainstreaming; 

▪ School children and teachers; 

▪ Business decision makers – also distributing or informing about campaign publications 
addressing the energy relevant business sectors, and 

▪ Relevant business networks such as LinkedIn, associations of employees mainly in the 
RMG sector. 
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3.2.5 Website and Digital Marketing 

A campaign website will be the backbone of all activities creating a strong digital identity 
from the beginning of the campaign. At first, it must be decided whether it will be more 
useful to update and extend the SREDA website or if it will be more favorable to design and 
organize a new campaign website. Besides more principal aspects, the second solution 
might be easier to manage as many additional webpages will be created in a step by step 
process.  
 

It must be possible to easily share the platform's information in the social media, like 
LinkedIn, Facebook, and Twitter, to create feedback function, or have news Content 
Management System (CMS) in place. The website will be: 
 

▪ Responsive and compatible with all mobile devices; 

▪ Appealing, user friendly and clean; 

▪ Able to perform well on slow connections; 

▪ Compatible with the latest versions of popular web browsers; 

▪ Accessible to multiple levels of users; 

▪ Easy to upscale (by CMS) and administrate in-house without programming knowledge, 
an; 

▪ Easy to handle as many functions should be automatic to reduce the workload, 
including proper archive functioning. 

 
All aspects and areas of the website should be searchable and should have filtering options 
wherever relevant. The goal is to improve the performance of a web platform for the 
campaign in the short and long term.  
 

It is not realistic to have all content installed from the very beginning. However, upgrading 
the website needs to be supervised by the responsible team of the Campaign 
Implementation Committee. The goal is to start quickly and follow up step by step. It will be 
important to follow clear guidelines for a high-quality performance, including: 
 

▪ Production of valuable news about EE&C are updated at least weekly to become an 
attractive source of EE&C; 

▪ Information presenting national and international topics of interest, new studies, 
conferences, success stories, personal opinion, etc.; 

▪ Proper selection of content covering all preferences which will be assessed regularly to 
avoid gaps. This includes the performance of gender related news/content; 

▪ Including interactive functions for comments and questions. Answers within 24 hours 
are standard. Valuable feedback will be assessed for improving the performance; 

▪ Upcoming events highlighted as early as possible; 

▪ Monthly evaluation of clicks to improve the performance and overcome gaps. 

▪ All contents in both languages- Bangla and English.  
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The following special sections are recommended in order to expand the reach of audience: 
 

▪ Gender section with quick & easy behavioral insights, EE Cooking stoves, EE&C 
messages. 

▪ Rural section with content, service and best practice of EE&C in the agricultural sector. 

▪ News items (gallery, videos, documents, other material related to the news should 
appear with the news item). 

▪ Regular update of a calendar of events informing about campaign activities. Basic 
information related to the event should be linked. 

▪ Photo gallery (could be hosted on the same hosting), video gallery (on existing YouTube 
account). Photos should be automatically optimized but high-resolution photos should 
be downloadable.  

▪ Online quizzes 

▪ Statistical data, reports and documentation. 

 
The SREDA website and other EE&C campaigns might be interconnected and linked. This 
needs clarification to avoid overlapping. The campaign might also create a specific hashtag 
to index materials on the social media and to make them searchable and discoverable by 
other users. More is possible on medium term such as webinars or live-streaming of events 
(including conference documentation). It is the task of the PR department (or contracted 
agency) to identify information about best practice, projects, seminars and conferences on 
the EE&C topic. Attention will be gained by regular changes, ongoing updates and facts. 
 

The procedural Terms of Reference for outsourcing the website management is elaborated 
here: 
 

▪ The developer shall demonstrate his/her capability in using different CMS including 
WordPress, HTML, XHTML, CSS, XML, XSLT, Macromedia Flash, Java etc. The developer 
should have excellent knowledge of recent trends in graphic design, web sites, 
including online video publishing, and social media networking.  

▪ The developer is expected to provide a work plan for the website development 
(preferably within 5 working days from contract signing). 

▪ The selected developer is expected to present detailed requirement analysis for the 
websites (preferably within 30 days from the award of contract). 

▪ The selected developer is expected to provide a design template (preferably within 20 
days from the approval of requirement analysis).  

▪ A user testing shall be carried out. 

▪ Other deliverables required are handing over the source code, technical documentation 
with diagrams, user handbook with screenshots, monitoring and assessment tools. 
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▪ The developer shall conduct a training session for users and instruct the staff for 
performing all tasks which will be performed in-house (capacity building might also be 
required when staff changes). 

 

3.2.6 Spot for Television and Billboards 

As TV is the most relevant communication channel in the country, a spot will mark the 
campaign. The spot will be designed and produced by a specialized agency rewarded based 
on a call for tender according to the TOR.  
 
The spot will tell a short story. It will include the main message and vision. The main 
character maybe a child in a typical family situation, doing the right thing: saving energy. 
The tone of the spot can be decided based on the demands of existing scenario and will be 
reviewed/approved by the Campaign Implementation Committee.  

 
The length shall be between 30 and 45 seconds. There should be a shorter version for public 
billboards and longer version to be used for YouTube or as an opening tool for seminars or 
conferences to convey the main message(s). The actual costs for advertising in TV are shown 
in following table. 
 

 
Table 19: TV Spot Advertising Cost 

 Note: rates are mentioned in thousand BDT/sec. SREDA can negotiate with the TV 
channel to get a customized rate.  
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3.3 Campaign Collaterals 

Corporate Design  
 

A starting point of the awareness campaign is to have basic tools and mediums to deliver 
the message(s) in place. The aim is to present a distinctive identity and image of the 
campaign. For this, the logo represents the leading institution and key slogan. It will be 
placed on envelopes, flyers, letterheads, posters, folders and brochures. It will guarantee 
that all public awareness elements have the same distinctive style. Digital and printed 
products work together to promote messages. Some of the key elements are: 
 
▪ Main slogan 

▪ Unique set of colors 

▪ Logo (graphical design) 

▪ The use of one typography and 

▪ A set of 15 – 20 pictures and illustrations for replicable use in publications, roll-ups and 
digital products 

 

Section 2.3.3.3 presents the overall approach to develop an effective slogan for a campaign. 
More than 100 slogans have been identified initially for this campaign. The KAP survey and 
different consultations have been used to filter the slogans. The following slogan has finally 
been selected: 

 

িাশ্রদে জ্বালাসন 

িমৃদ্ধ আগামী 
 
The rationale for selecting this message is provided below: 
 
▪ This message is simple, clear, precise, and easy to understand. The message has only 

four words but can deliver the essence of the campaign.  
 

▪ This message has been prepared considering the context of Bangladesh. It is a tailor-
made message that considered insights collected from the KAP survey and stakeholder 
interviews. The KAP survey revealed that commitment towards the country is the most 
prominent factor why people want to save energy. The other important factors were 
commitment to society and financial benefits. This message states that prosperity can 
be ensured by saving energy. The prosperity can be for an individual, society, or for the 
entire country.  

 
▪ This message provides concrete and credible information and without any ambiguity.  

 
▪ Provides solution to a problem. 
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▪ It can attract attention of the end-users. The rhyme of the message can attract the 

targeted audience and can trigger word-of-mouth communication.   
 

▪ This message is suitable for a national campaign. It is not connected to any particular 
economic or social group or age range.  

 
▪ The GoB already adopted the ‘Vision 2021: Electricity for All’ initiative. “শেখ হাসিনার 

উদ্যাগ, ঘদর ঘদর সি্যযৎ” is the tagline for this initiative. This awareness campaign will 

complement the Vision 2021 and even will go beyond to change the behavior of the 
end-users in the long-term.   

 

A set of sample logos are provided below those have been prepared using the slogan ‘িাশ্রদে 

জ্বালাসন, িমৃদ্ধ আগামী’: 

 

 

 
 

 

 

 

 

 

Promotional Materials 
 

It is important to have a set of promotional materials in place at the beginning of the 
campaign to be used for all kinds of public activities, including 
 
▪ Leaflets/Flyers 

▪ Factsheets 

▪ Folders 

▪ Posters 

▪ Roll ups and 

▪ Designed giveaways (notebooks, pens, USB-sticks filled with content). 

These materials will need modifications and updates according to the agenda e.g. of 
conferences and meetings as well as to upcoming campaign modifications, new measures 
and topics. This must be respected in calculating the printed editions to avoiding waste. 
 
Set of Digital Materials 
 

Figure 37: Sample logos 
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A standard set of flexible digital promotional materials will be placed on the website and 
used for presentations, speeches and other events, including 
 

▪ PowerPoint presentations 

▪ Infographics 

▪ Tutorial clips 

▪ YouTube videos and 

▪ Other audio-visual products. 

 

Newsletter 
 

The objective of a professionally designed newsletter on EE&C is to raise awareness by 
informing targeted audiences such as policy makers, businesses, NGOs and others about 
project activities planned and implemented by SREDA. The newsletter will be closely linked 
to the website aiming on a broader attention. The specific goal is to disseminate EE&C 
related news, to enhance activities and to ensure the participation of stakeholders and 
important target groups. The TOR to be published in a call for tender include: 
 
▪ Design and development of a newsletter template based on an open source software 

(Typo 3, Joomla or other) including CMS 

▪ Integration of imprint, legal notice, logos, images and figures 

▪ Subscribe function to be integrated into the campaign-website and unsubscribe 
function in the newsletter 

▪ Installation of the newsletter systems on the project server (easy manageable software 
solution) 

▪ According to the workflow of the project the e–mail data are to be maintained and 
updated in MS Excel tables which need to be imported for sending. It is required to 
export subscriptions into these tables (updates in two directions). 

▪ Send function must ensure that mails are not rejected by spam filters of all common 
providers such as Yahoo, Gmail, Hotmail, webmail and others. 

▪ Elaboration of user guidelines (how to do a newsletter), and 

▪ Staff training. 
 

3.4 Campaign Timeline 

The EE&C awareness campaign is proposed to be implemented in two phases: a) Short Term 
in next 1 year and b) Long Term in 5 years.  
 

3.4.1 Short Term 

In light of recent developments with regards to COVID-19 pandemic, a short-term 1-year 
implementation strategy is proposed under the umbrella of the master campaign plan. 
Underlying assumption behind this approach is that the restriction on movements or public 
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gatherings due to pandemic will be made flexible, if not withdrawn, following the higher 
recovery rate of COVID patients or the mass-applications of new medications/vaccines after 
around one year.  
 

Some of the interventions proposed in earlier chapters have components that can be 
implemented on digital platforms independently. The activities that won’t necessarily 
require public gatherings or physical meetings are considered for the short-term 
implementation plan. A list of activities – in the form of overhead tasks -is identified as pre 
and post requisites for the sector-specific interventions.  
 
The following interventions from three key sectors are considered with emphasis on web-
based initiatives and digital campaigns: 
 

Sector Interventions 

Industrial I-2. Publications on EE&C Awareness [e-Newsletter] 

Domestic 

D-1. School-based campaign [Online Activities] 

D-2. Promotion of Energy standard and labeling [Digital Publicity] 

D-3. Youth oriented initiative [Social media challenges] 

D-4. Energy calculator [App] 

Commercial 
C-1. Workshop and Seminar [Webinar] 

C-2. Certification and promotion of building code [Digital Publicity] 

Table 20: List of Interventions for short-term 

The tentative timeline as shown in the following table plots different activities within 1-year 
timeframe. The durations of each activity is based on high-level assumptions and subject to 
change depending on the work plan, budget and resources available at the time of 
implementation.  
 

INTERVENTIONS TENTATIVE ACTION PLAN M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12 

OVERHEAD TASKS  

Formation of Campaign Implementation Committee 

(CIC) 
                        

Finalizing Campaign Objectives, Plan, Budget and 

Resources  
                        

Identifying gender-specific targets                          

Identifying M&E Parameters                          

Procurement for Digital Campaigns                         

Partnership with Private Sectors                          

M&E Reports                         

Closing                          

I-1: Energy 

Manager (EM) 

Selection of industries/factories                          

Select personnel for the energy manager position                         

Train the managers on best practices                          

Energy Managers establish practices and system                          

Follow-up and further training                         

I-2. Publications 

on EE&C 

Selection of theme, contents and design             

Preparing the mailing list              
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INTERVENTIONS TENTATIVE ACTION PLAN M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12 

Awareness [e-

Newsletter] 
Design the newsletter             

Approval of contents              

Dissemination              

D-1. School-based 

campaign [Online] 

Registration                          

Online Quiz Contest                          

Online Debate Program                          

Animation Films for digital platforms                         

D-2. Promotion of 

Energy standard 

and labeling  

Design web-based publicity materials                         

Approval of contents                          

Dissemination                          

D-3. Youth 

oriented initiative  

Hashtag Campaigns                         

Social media challenge campaigns                          

Social media influencers and celebrity Endorsement                         

D-4. Energy 

calculator [App] 

Design and development of the app                         

Pilot Testing                          

Launch and upload into the App store                         

C-1. Workshop 

and Seminar 

[Webinar] 

Selection of theme and topic                         

Selection of participants from different stakeholders                          

Arrange the IT logistics                          

Run the Webinar                         

C-2. Certification 

and promotion of 

building code 

Design web-based publicity materials                         

Approval and Dissemination             

Table 21: Short-term Campaign Plan 

3.4.2 Long Term 

The following interventions will be considered in different scales for 5-year implementation 
plan. The Campaign Implementation Committee (CIC) will choose the best intervention to 
explore and run the campaign on annual basis. At the beginning of each year, CIC with the 
help of other stakeholders will review the opportunities and resources available. The 
committee will decide the scale and projected target of the campaigns based on number of 
parameters.  
 
In terms of duration and frequency of interventions, activities under the listed inventions 
can be grouped into three categories namely: Annual, Occasional and Continuous.  
 
A timeline is provided below showing the activities for the next five years. This timeline only 
covers high level activities – this has to be rechecked and adjusted at the end of each year.
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Activities  
Y-1 Y-2 Y-3 Y-4 Y-5 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

Preparatory phase                      

I-1: Energy Manager (EM)                     

Initiation (scope, target, goal, timeline, etc.)                     

Planning (procurement, select factories, etc.)                     

Execution (training, deployment of EM)                     

M&E (assess saving, yearly review, EMs’ performance)                     

Closing (documentation, case studies, scale-up)                     

I-2: Publications on EE&C                     

Initiation (publication committee, budget, etc.)                     

Planning (publish TOR, content selection, etc.)                     

Execution (printing, sharing)                     

M&E (number of copies served, readers’ reaction)                     

Closing (assessment, learning guideline)                     

I-3: EE&C EVENTS                     

Initiation (organizing committee, budget)                     

Planning (procurement, media selection)                     

Execution (organizing events)                     

M&E                     

Closing                     

I-4: ENERGY CONSERVATION AWARD                     

Initiation (cost-benefit analysis, objective, scope)                     

Planning (sponsor, procurement, message selection)                     

Execution (invitation, organizing, documentation)                     

M&E (track KPI, track media footprint)                     

Closing (documentation, assessment)                     

D-1: SCHOOL BASED CAMPAIGN                      

Initiation (objective, scope, web-based platform)                     

Planning (sponsor, procurement, school selection)                     
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Activities  
Y-1 Y-2 Y-3 Y-4 Y-5 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

Execution (invitation, organizing, documentation)                     

M&E (track KPI, track media footprint, track social media)                     

Closing (documentation, assessment)                     

D-2: PROMOTION OF ENERGY STANDARDS AND 

LABELLING 

                    

Initiation (objective, scope, set EE&L standards)                     

Planning (sponsor, procurement, campaign selection)                     

Execution                     

M&E                      

Closing (documentation, assessment)                     

D-3: YOUTH BASED CAMPAIGN                     

Initiation (objective, scope, private sector participants)                     

Planning (involve digital marketing agency, sponsor)                     

Execution                     

M&E                      

Closing (documentation, assessment)                     

D-4: ENERGY CALCULATOR                     

Initiation (objective, scope, external support assessment)                     

Planning (engage app developer, sponsorship)                     

Execution (beta version, full version, troubleshoot)                     

M&E                      

D-5: RURAL AREA BASED INITIATIVE                     

Initiation (objective, scope, engage BREB)                     

Planning (involve agency, yearly planning)                     

Execution (village level implementation)                     

M&E                      

Closing (documentation, assessment)                     

D-6: URBAN AREA BASED INITIATIVE                      

Initiation (objective, scope, engage BPDB/DESCO/DPDC)                     
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Activities  
Y-1 Y-2 Y-3 Y-4 Y-5 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

Planning (involve agency, yearly planning)                     

Execution (village level implementation)                     

M&E                      

Closing (documentation, assessment)                     

C-1: WORKSHOP AND SEMINAR                      

Initiation (objective, scope, event organizing committee)                     

Planning (involve agency, yearly planning)                     

Execution (village level implementation)                     

M&E                      

Closing (documentation, assessment)                     

C-2: CERTIFICATION AND BUILDING CODE PROMOTION                     

Initiation (objective, scope, budget)                     

Planning (engage IAB, IEB, BIP; yearly planning)                     

Execution                      

M&E                      

Closing (documentation, assessment)                     

C-3: AWARDS AND RECOGNITION                     

Initiation (objective, scope, budget)                     

Planning                     

Execution                      

M&E                      

Closing (documentation, assessment)                     

Figure 38: Timeline for 5 years implementation 

 
 Continuous work 
 Intermittent work 
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Annual: Some of the interventions such as I-3, I-4, C-3 will be organized on annul basis and 
hence can complement each other. A number of annual events in Bangladesh have great 
potential for embedding the EE&C campaigns. Eight annual events that can be leveraged in 
this regard are: 
 

Date Title 
24 January International Day of Education 
21 February International Mother Language Day 
17 March Children’s Day 
22 March World Water Day 
5 June World Environment Day 
11 July World Population Day 
5 October World Energy Week 
16 December  Victory Day 

Table 22: Important Event Dates 

An additional opportunity for EE&C promotion is the Bangladesh Energy and Power Summit 
which is organized by the MPEMR.  
 
Occasional: Some activities such as competitions, stage drama, puppet shows, workshops 
seminars, concerts will take place occasionally. Based on the campaign plan, these activities 
can be organized multiple times in a year. Scheduling, procurements and associated 
resource plan should be decided at the beginning of the year. M&E parameters in line with 
targets/goal will be tracked and reported at the completion of each intervention.  
 
Continuous: Social media campaigns, e-newsletters and other similar activities can be run 
throughout the campaign on regular intervals. M&E reports can be produced and reviewed 
on monthly or quarterly basis.  
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3.5 Implementation Log-Frame 

Sl
. 

Activity Focused issue 
Target 
Audience 

Form of 
communicatio
n  

Implementatio
n timeline 

Responsible unit/ 
sector/ organization 

Indicator 
Means of 
Verification 

Outcome/ 
Expected 
Outcome 

Priority of 
task 
(H=High, 
M=Medium
, L=Low) 

Key Support 

1.  
Initial and 
internal 
preparation 

- forming 
Campaign 
Implementatio
n Committee 
(CIC); 
 
- Campaign 
charter with 
detailed 
description of 
the campaign, 
objectives, 
opportunities, 
assumptions, 
and risks; 
 
- Cost-benefit 
analysis; 
 
- Select the 
interventions 
for the next 
year.  
 

- SREDA 
- PowerCell 
- MoPEMR 
- BREB; 
- BPDB; 
- DPDC; 
- DESCO.  

- Internal 
meeting 

 

- Year 1 (first 
2 months)  

- SRED
A 

- PowerCell; 
- MoPEMR; 
- BREB; 
- BPDB; 
- DPDC; 
- DESCO. 

- Campaign charter; 
- Publish the CIC; 

- Meeting 
minutes 

 

- A 
functiona
l 
committe
e that can 
manage 
the 
campaign 
for the 
next five 
years.  

- H 

2.  Planning, 
coordinatio
n, and 
consultation 

- define scope 
and objectives 
of the 
intervention; 
 
- prepare 
budget for the 
year and get 
approval; 
- prepare 
procurement 
planning; 
 

- SREDA 
- PowerCell 
- MoPEMR 
- BREB; 
- BPDB; 
- DPDC; 
- DESCO; 
- 
Developmen
t partners.  

- internal 
meeting;  
- email 
communication.  

- Year 1  - SREDA - PowerCell 
- MoPEMR 
- BREB; 
- BPDB; 
- DPDC; 
- DESCO; 
- 
Developmen
t partners. 

- Detailed planning for 
the next year; 
- Budget approval.  

- approval 
letter; 
- meeting 
minutes/offic
e memo. 

- final 
preparation 
for initiating 
the campaign;  
 

H 
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Sl
. 

Activity Focused issue 
Target 
Audience 

Form of 
communicatio
n  

Implementatio
n timeline 

Responsible unit/ 
sector/ organization 

Indicator 
Means of 
Verification 

Outcome/ 
Expected 
Outcome 

Priority of 
task 
(H=High, 
M=Medium
, L=Low) 

Key Support 

- risk analysis 
and mitigation 
plan; 
- establish 
quality control 
process; 
- prepare 
communicatio
n and 
stakeholder 
consultation 
plan.  

3. Execution - complete the 
procurement 
work; 
 
- initiate the 
production 
work (e.g. 
videos, audio 
spot, app, etc.); 
 
- develop 
message; 
 
- select tone, 
color, 
emotions, logo, 
slogans; 
 
- media 
selection;  
 

- end-user 
from 
different 
groups: 
industrial, 
commercial, 
and 
domestic.   

- ATL (e.g. TV 
ad, radio spot, 
social media 
post, 
newspaper 
article) 
- BTL (e.g. 
school 
competition, 
roadshow, 
street drama, 
etc) 

Year 1 to Year 5 - SREDA - PowerCell 
- MoPEMR 
- Ministry of 
Primary and 
Mass 
Education; 
- Ministry of 
Education; 
- BREB; 
- BPDB; 
- DPDC; 
- DESCO; 
- 
Developmen
t partners; 
- Media.  
- External 
agency for 
designing, 
developing, 
and 
distributing 
contents.  

- Implementation of the 
interventions: 
I-1 to I-4 for the 
industrial sector; D-1 to 
D-6 for domestic sector; 
C-1 to C-3 for the 
commercial sector.  

- Year-end 
survey; 
- Web-
intelligence 
and analytics;  

- increase 
awareness 
level of the 
end-users.  

H 

4  Monitoring 
and 
Evaluation 

- finalize the 
M&E 
framework; 
- create a 
baseline 
database; 

- end-users; 
- 
institutional 
stakeholder
s 

 - face-to-face 
interview  

Year 1 to Year 5 - SREDA - external 
research 
firm for 
collecting 
data and 

- monthly M&E report 
- yearly M&E report  

- direct 
survey; 
- FGD; 
- Key 
informant 
interview 

- effectiveness 
of the 
campaign; 
- adjustment 
of the 

M 
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Sl
. 

Activity Focused issue 
Target 
Audience 

Form of 
communicatio
n  

Implementatio
n timeline 

Responsible unit/ 
sector/ organization 

Indicator 
Means of 
Verification 

Outcome/ 
Expected 
Outcome 

Priority of 
task 
(H=High, 
M=Medium
, L=Low) 

Key Support 

- conduct 
yearly survey 
to create end-
line and check 
the progress 

doing 
analysis.  

campaign (if 
needed).  

5 Closing  - official 
closing of the 
campaign; 
- collect and 
store all the 
documents, 
reports, cases, 
etc., for future 
usage 

- institutions 
relevant to 
the power 
and energy 
sector 

- official 
meeting;  
- email.  

Year 5  - SREDA  - other 
organization
s 
participated 
in the 
campaign.  

- official completion of 
all the projects; 
- a database of all the 
documents/reports/dat
a etc.  

- official 
closing of the 
projects. 

- result of the 
campaign; 
- data for 
future usage. 

M 
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Chapter 4: Resource Requirement 
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4 Resource Requirement 

SREDA already formed a committee for undertaking and monitoring all the promotional 
activities. The structure of the committee is provided below: 
 

1. Member (admin); 
2. Director (all departments); 
3. Deputy director (all departments); 
4. Assistant director (logistics and protocol). 

 
A slightly modified version has been proposed here considering the importance of this 
endeavor. The following diagram shows a high-level structure of the Campaign 
Implementation Committee (CIC) which will be chaired by the SREDA chairman. A team of 
multiple disciplines including procurement, IT, publication and planning will operate under 
the supervision of a Campaign Manager. The Campaign Manager will report back to the 
Member and the Chairman of SREDA. In addition to core implementation team, a group of 
actors from other government agencies, private sector, media, NGOs and development 
partners will be part of the larger team.  
 

 
Figure 39: CIC Structure 

 

One of the main requirements for setting up a Campaign Plan is to have a clear picture of 
the available resources. It is recommended to roughly estimate what is intended and then 
request for the resources necessary to implement and enforce.  
 

Once this frame is established the Action Plan can be elaborated. The goal is to develop a 
set of measures to meet the overall objective in a holistic approach which ensure the best 
leverage. Appropriate human resources must be ensured either in-house or outsourced. The 
financial budgets of outsourced campaigns can be more expensive.  
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In order to successfully implement the EE&C Campaign plan, capacity building is essential. 
To operate, execute, monitor and evaluate the plans according to the scope of activities a 
highly professional team should be in place in-house. Recommended are three professionals 
for management, campaigning, editing design content, performing website management 
and different types of media work. This is highly recommended particularly for the first 
phase of experiencing and gathering knowledge. Later-on it might be economically more 
feasible to outsource step by step. Required competences for the key roles are: 
 
▪ Campaign manager: analyzing trends (including stakeholders), predicting their 

consequences, revising objectives, counseling SREDA and other governmental 
authorities, managing the implementation of plans (developing and operating TOR in 
case these will be outsourced) in the light of the available budget, performing media 
relations, monitoring & assessment, finances and annual reporting as required by the 
Masterplan.  

▪ IT/ Social media and web expert, updating digital media, developing web-design and 
CMS, contributing to social media and supporting the development of innovative 
strategies (also apps). 

▪ Publication team/ Content writer - writing web-articles and brochures, developing 
specific EE&C background.  

Creating a new position in SREDA requires the modification of organogram, which is a 
government process with established protocol that maybe time consuming. However, at the 
moment SREDA has not been assigned the full number of staff designated for it in the 
organogram. Deploying additional staff to SREDA and building their capacity with specific 
technical requirement can be an option. Hiring interns on a continuous basis with skillets 
required for the campaign can also be an efficient solution. 
 

Based on available budget, the support of external short-term experts can also be sought. 
 

An alternative is to keep management in SREDA only and outsource the execution. In this 
case, the Campaign Manager is responsible for all operations and let external Campaign 
Specialists or/and agencies conduct the work. S/he would select, control and report 
according to the reporting chain. 
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Chapter 5: Knowledge Management 
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5 Knowledge Management 

Knowledge management denotes the systematic management of an organization's 
knowledge assets for the purpose of creating value and meeting tactical & strategic 
requirements; it consists of the initiatives, processes, strategies, and systems that sustain 
and enhance the storage, assessment, sharing, refinement, and creation of knowledge. The 
project archive is where persons with access according to internal agreements and security 
standards are committed to track the progress of the campaign and internal processes. It is 
designed to serve the needs of SREDA and other important stakeholders as well. The goal of 
the archive is not to replace existing web sites, galleries, and journals, but to provide a 
central, searchable index of all relevant documents in an accessible manner. This will ease 
all working processes for the management, the team and allied institutions. It is 
recommended to use standard archive software which includes search functions on the 
complete archive. 

Standards 
The Reporting and Documentation (R&D) system of the EE&C campaign follows 
International standards of PR-projects. It is based on an electronic archive.  There should be 
one common project documentation archive. Only staff members will have access to the 
files in their working domain. In addition, there should be an archive in place where team 
members and external consultants can share documents and organize working processes.  
 

The archive follows clear principles and rules which will be documented and shared with the 
team. The content classification is the guiding principle. The name of files is unified and 
includes a consecutive number, document type and title. To include the date of the 
document is optional. Such information normally will be included in the headline of the 
document including the name of the author, date of release and names of all contributors. 

Structure 
The key elements of the R&D are: 
 

Limited Access: 

▪ Interim Reports (mostly quarterly or half-yearly basis) following the basic structure of 
this report including expenses and timesheets of staff, 

▪ Annual Reports, 

▪ Administrative Accounting File, 

▪ File external relations: Grant agreements, MoU with other donors etc., 

▪ Project management file. important mails/letters, state-of-play documents, roadmaps, 
institutional charts, timetables, log-frame charts etc., 

▪ Corporate Design file: standards of the project: guidelines, logo, presentations, 
speeches, publications, visual products etc., 

▪ File Subprojects / Task Database (SD) including all specific working documents, 
processes, deliverables, models, products, tools, methodologies (continuously 
numbered - which is the backbone structure of the project), 
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▪ Requests for Approval (RfA) to the management of SREDA (and possibly other involved 
institutions) (separately numbered, including a register indicating status of approval and 
termination), 

▪ Terms of Reference and Calls for Tender (numbered according to SD/RfA), 

▪ Management and staff decisions on all levels (numbered according to SD/RfA), 

▪ Personnel File & Dossiers: Calls, CVs, Applications, Interview-Protocols, Contracts, 
Remarks, Notices, Dismissals etc. (separately numbered), 

▪ Key Account Management and contact data base (in Excel, to be updated regularly. 
Business cards are achieved by team members, copies might be filed as well as security), 

▪ Monitoring file with internal and external surveys, assessments, web-based data etc.  
(numbered according to SD), and 

▪ Complete documentation of all meetings including Minutes of Meetings, shared 
documents, pictures, lists of participants, decisions etc. (numbered). 

Open access to team and external staff: 

▪ Relevant statistics and country-related information on all levels, 

▪ Relevant official documents including, governmental decisions, programs, plans, 
legislation, standards, reports, press releases etc., 

▪ Relevant international standards for different sectors (Building, ISO standards, MEPS & 
Labeling schemes etc.), 

▪ Conference, workshop, seminar, webinar documentation, 

▪ Studies, assessments, surveys and reports of interest, 

▪ Press archive and documentation, 

▪ Photography,  

▪ Videos and films. 
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6 Conclusion and Way Forward 

This assignment worked to prepare a comprehensive strategy for promoting EE&C 
awareness for Bangladesh. This campaign plan has been prepared considering the 
timeframe of 2020-2025. This campaign plan has been prepared targeting three sectors: 
industrial, commercial and domestic. Appropriate interventions have been proposed for 
each of these sectors. The following steps have to be taken for materializing this campaign 
plan: 
 

▪ Forming the Campaign Implementation Committee (CIC): the first step will be to form 
the CIC. If required CIC will form sub-committees to undertake the actions. The CIC 
should have regular meeting to get the update of the campaign. The CIC will set the 
frequency of the meeting.  

 

▪ Prepare sector specific action plan: this campaign plan provides strategy and planning 
for a five-year long campaign. This can be leveraged for preparing sector specific 
action plan. Action plan should provide elaboration of the activities, resource 
requirement, procurement plan, functions and responsibilities of the team members, 
etc. From 2020 to 2025, macroeconomic and social context might be changed in the 
country. Action plans should be flexible enough to accommodate  

 

▪ Procurement: the CIC should assess overall resource requirement for implementing 
the interventions especially the need for procuring external support. A procurement 
plan should be prepared following appropriate procurement rules and standards 
(Public Procurement Rule 2008, or the procurement rule of the donor). The CIC should 
closely monitor the procurement and contracting of the external agencies.  

 

▪ Collaborative approach: different agencies from the MPEMR, equipment 
manufacturers/sellers, development partners, media, etc., may have their own 
awareness campaign. SREDA can play the pivotal role to create a synergistic effect. 
SREDA may involve other institutions while implementing these proposed 
interventions. Changing behavior of such a huge population is a challenging, time 
consuming, and resource intensive tasks. Multi-Stakeholder Partnership (MSP) can be 
critical to make sustainable behavior change in the country.  

 
▪ Periodic review, M&E: this campaign has been prepared for 2020-2025 period. 

Different initiatives have been proposed for different target groups. However, it is 
important to continuously monitor the progress of the campaign and to make 
necessary adjustments.  

 
EECMP outlined strategies to proliferate EE&C programs in Bangladesh. Several EE&C 
programs have been promoted by the master plan - Energy Management Program, EE 
Labeling Program and EE Buildings Program. Furthermore, the master plan also emphasized 
the importance of awareness building in the country. This campaign plan will complement 
the EECMP. The campaign plan, in conjunction with the EECMP, can reduce pressure on 
electricity production. In the last decade, Bangladesh has been made significant 
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improvement in power production, and enhancing access to power even in the remote 
areas of the country. The government made remarkable progress to achieve its Vision 2021: 
Electricity for All. In the coming years, focus should be more on cutting down wastage, 
prioritizing conservation, and enhancing efficiency. Awareness programs can change the 
behavior of the end-users and eventually can help the country to enhance energy security 
and reduce its contribution to climate change.  
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7 Annexes 

7.1 Annex 1: List of Meetings carried out by the Project Team 

Sl. Institution Personnel 

1 Sustainable and Renewable 
Energy Development 
Authority (SREDA) 

- Mr. Md. Helal Uddin, Chairman, SREDA; 
- Mr. Md. Shahidul Islam, Member, SREDA; 
- Ms. Salima Jahan, Member, SREDA; 
- Mr. Niaz Rahman, Secretary, SREDA; 
- Others.  

2 Bangladesh Power 
Development Board (BPDB) 
 

- Mr. Ahmed Jahir Khan, Director 
(Renewable Energy) Bangladesh Power 
Development Board (BPDB). 

3 Dhaka Power Distribution 
Company (DPDC) Limited 

- Engr A.N.M. Nazmul Huqe, Executive 
Engineer, Dhaka Power Distribution 
Company (DPDC). 

4 Power Cell, Ministry of Power, 
Energy & Mineral Resources 

- Md. Abdur Rouf Mia, Director 
(Sustainable Energy) 

5 Japan International 
Cooperation Agency (JICA) 

- Mr. Zaki Md. Ziaul Islam, Associate 
Program Manager 

6 World Bank Group - Ms. Tanuja Bhattacharjee, Energy 
Specialist 

7 Bangladesh Garment 
Manufacturers and Exporters 
Association (BGMEA) 
 

- Mr. Mohammad Monower Hossain, Sr. 
Deputy Secretary (Environmental 
Sustainability) 

8 Consumers Association of 
Bangladesh (CAB) 

- Prof. Dr. M. Shamsul Alam, Energy 
Advisor 

9 Department of Architecture, 
BUET 

- Dr. Md. Ashikur Rahman Joarder 

10 Infrastructure Development 
Company Ltd. (IDCOL) 
 

- Mr. Mohammed Zahidul Haque, Unit 
Head, Industrial & Energy Efficiency 
Finance. 
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7.2 Annex 2: Scientific findings “Barriers to energy efficiency” 

Source: 
Babette Never, Making Energy Efficiency Pro-Poor. Insights from Behavioural Economics for Policy Design, 
Deutsches Institut für Entwicklungspolitik (die), Discussion Paper 11/2014, Bonn 2014 
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7.3 Annex 3: KAP Survey 

7.3.1 KAP Methodology 

 

KAP Survey Methodology 

 
A KAP survey can be defined as a representative study of a specific population to collect 
information on what is known, believed and practiced in relation to a particular topic 
— in this case energy efficiency and conservation awareness. In this particular survey, 
data will be collected orally by an interviewer using a structured, standardized 
questionnaire. These data then will be analyzed quantitatively and/or qualitatively to 
generate insights and to design the national EE&C awareness campaign plan. 
 

As proposed in the technical proposal, the KAP survey will be designed and implemented by 
following a six-step process:  
Step 1: Defining Objective 

This step outlines how to access existing information determining the purpose of the 
survey and main areas of enquiry, and identifying the survey population and sampling 
plan.  

Step 2: Designing the survey 
Three different types of data collection method will be used for conducting this KAP 
survey: Quantitative Survey, Key Informant Interview (KII), and Focus Group 
Discussion (FGD). The following table summarizes the overall framework for 
conducting the KAP survey: 
 

Survey  Participants Survey technique Profile 

Quantitative 
survey 

• Randomly selected end-
users 

• Purposive sampling 
with more than 
200 respondents; 

• Questionnaire for 
the survey is given 
in AnnexError! 
Reference source 
not found. 

• Entire Bangladesh; 
• Urban (70%), Rural 

(30%); 

• At least 30% 
women; 

Key Informant 
Interview 

Stakeholders:  

• SREADA  

• Electricity Distributors; 

• PowerCell 
• Development partners 

(e.g. WB, JICA) 

• Civil Societies/ NGOs 

• Industrial Association 
(e.g. BGMEA) 

• Financial Institutions 
(e.g. IDCOL) 

• Academia (e.g. Green 
Architecture Cell, BUET) 

• In-depth face to 
face discussion 
with the 
respondents; 

• Consultants 
directly conducts 
the interviews;  

• Questionnaire for 
conducting the 
interviews are 
provided in Annex 
7.3.3.  

• Top/mid-level 
officials 
representing the 
organization.  
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• Media 
• Others 

FGD • Students • Facilitate group 
discussion among 
the participants.  

• Questionnaire for 
FGD has been 
added in Annex 
7.3.4.  

• FGD with at least 
15 participants 
from an urban 
school.   

Table 23: Design of the KAP survey 

Step 3: Developing Survey Protocol  
It outlines elements to include in the survey protocol and suggestions to help identify 
the key research questions along with the work plan.  

Step 4: Designing Questionnaire  
This includes developing, pre-testing and finalizing the questionnaire, and making of 
a data analysis plan. 

Step 5: Implementing the KAP survey  
Step-4 includes considerations for choosing survey dates, recruiting and training 
survey supervisors and interviewers, and managing survey implementation.  

Step 6: Data Entry and Analysis 
It consists of entering survey data and checking the quality, and implementing the 
data analysis plan created in Step 3.  

Step 7: Generating Insights  
And, finally based on the in-depth data analysis, key findings and insights will be 
generated to design the national EE&C awareness campaign plan.  

 
 

 
 
 

Random sampling will be used to ensure respondents from a wide range of population-groups 
across a number of disaggregates such as gender, age, education-level, income groups, 
profession, geography, religion and more importantly three identified sectors: Industry, 
Domestic, and Commercial. The goal is to include responses from diverse sample groups to 
the extent possible ensuring a comprehensive data collection.  
 

Defining 
Objective 

Designing 
Questionnair

e 

Implementati
on 

Data Entry 
& Analysis 

Generating 
Insights 

Draft 
Questionnaire 

Identifying  
Population 

Training of 
enumerators 

Conducting Survey 

Developing 
Survey 

Protocol 
Quality 

Assurance 

Scheduling the 
Survey 

Testing and 
Final version 

Sampling Plan 

Survey Work 
Plan 

Stakeholder 
Consultation 
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Figure 40: Key Disaggregates 

 
Major stakeholders will be interviewed to capture the ‘as-is’ state of energy efficiency scene 
and to identify potential ideas and easy avenues of implementing the campaign plan. Three 
sets of questionnaires will be developed.  
 

For the Quantitative Survey, a sample population of 200 will be interviewed from all over 
the country. Majority of the samples (~40%) will be selected from Dhaka- the most densely 

Gender Income Group Age Education-level

Profession Urban/Rural Industrial Sector Residential Sector

Commercial Sector

Consumers of 
different distributors 
(e.g. DPDC, DESCO, 

REB, PDB)

Off-grid/on-grid

10% 

10% 

40% 

20% 20% 
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populated area of the country. Overall 70% of the respondents will be selected from urban 
areas because the variation exist in the urban areas in terms of the end-users’ income, 
education, profession, etc.  
 
Random sampling technique can be used to determine the sample size. Estimated sample size 

is 196. Formula and calculation used for generating this sample are provided below:  

 

Initial Sample Size (s) = 
Z2∗(p)∗(1−p)

C2
= 200; 

 

Because the population is finite, the generated sample size has been corrected to get 

the final sample size: 

 

Sample Size (n) = 
𝑠

1+ 
𝑠−1

𝑃𝑜𝑝

= 200 (rounded)  

 

Whereas, 

Z = 1.96; considering 95% Confidence Level. Confidence Level is expressed 

as a percentage and represents how often the true percentage of the 

population who would pick an answer lies within the confidence 

interval. 

 

C =  0.07 or 7%; here C denotes the Confidence Interval or Margin of Error. 

For example, if 90% of the respondents pick an answer, Confidence 

Interval 7 means, 83% (90% - 7%) to 97% (90% + 7%) of the entire 

population would have picked that answer.  

 

P = percentage of picking a value; for maximum accuracy p value 0.5 has 

been considered.  

 
 

After completing the survey, in-depth QA will be conducted to ensure the data-quality, that 
will include making phone calls to respondents to check accuracy of the responses, checking 
internal coherence of responses etc. The map shows an indicative distribution of samples 
from all over the country. 
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7.3.2 KAP Survey Questionnaire 

Informed Consent and Confidentiality of the Interviews / সাক্ষাত্কার সম্পর্কে  

অিবহততার সম্মবত এিং গ াপিীয়তা 

 
This survey is part of a project titled “Development of Campaign Plan for National Energy 
Efficiency and Conservation Awareness Raising”. This is an initiative jointly undertaken by 
German Development Cooperation (GIZ) and Sustainable and Renewable Energy 
Development Authority (SREDA) under the Ministry of Power, Energy and Mineral Resources 
(MPEMR). This project will work to develop a strategy to promote energy efficiency and 
conservation in Bangladesh. Preliminary, we are doing a research about energy efficiency. 
Energy efficiency is defined as the use of energy in an optimum manner to achieve the same 
output.  
 
এই জবরপটি "জাতীয় জ্বালাবি দক্ষতা এিং সংরক্ষণ বিষর্য় সর্েতিতা িৃবি "শীষেক 

কর্েকার্ের একটি অংশ, যার র্াধ্ুর্র্ জ্বালাবি দক্ষতা এিং সংরক্ষণ বিষর্য় সর্েতিতা 

িৃবির জিু একটি কর্েপবরকল্পিা ততবর করা হর্ি।কর্েকােটি পবরোলিা করর্ে বিদ্যুৎ, 

জ্বালাবি ও খবিজ সম্পদ র্ন্ত্রণালয় (এর্বপইএর্আর) এর অধ্ীর্ি গেকসই ও িিায়ির্যা ু 

জ্বালাবি উন্নয়ি কতৃে পক্ষ (গরেডা), এিং জার্োি গডর্েলপর্র্ন্ট গকাঅপার্রশি 

(বজআইর্জড)। প্রাথবর্কোর্ি, আর্রা জ্বালাবি দক্ষতা ও সংরক্ষণ সম্পর্কে  একটি  র্িষণা 

করবে। গর্াে উৎপাদি এর পবরর্াণ সর্াি গরর্খ িুিহৃত জ্বালাবির পবরর্াণ কবর্র্য় আিার্ক 

জ্বালাবি দক্ষতা ির্ল।  
 
All the information we obtain from this interview will remain strictly confidential and will be 
used for research purpose only. Personal information collected from this survey will never be 
disclosed. Also, you are not obliged to answer any question you do not want to, and you may 
stop the interview at any time. 
 
এই সাক্ষাত্কার্র প্রদত্ত তথুাবদ জাতীয় জ্বালাবি দক্ষতা এিং সংরক্ষণ বিষর্য় সর্েতিতা 

িৃবি কর্েপবরকল্পিা ততবরর্ত িুিহৃত হর্ি এিং সাক্ষাৎকারপ্রদািকারীর িুবি ত তথু 

গকািোর্িই প্রোর করা হর্ি িা। 
 

Do you agree to participate in this interview? আপবি বক এই সাক্ষাৎকার্র অংশ বির্ত 

রাজী আর্েি? 

Yes ___ No ___ If yes, continue to the next question; if no, stop the interview. 

হুা___িা____, উত্তর হুাাঁ  হর্ল পরিতী প্রর্ে যাি ;িা হর্ল, সাক্ষাৎকার গ্রহণ িন্ধ করুি। 
Do you have any question before we start? (Answer questions). সাক্ষাৎকার শুরু করার পূর্িে 

আপবি বক বকেু জাির্ত োি? (প্রে উত্তর)। 
May I start now? আবর্ বক শুরু করর্ত পাবর? 

 
 
1. Gender বলঙ্গ 

 Male/পুরুষ 

 Female/িারী 

 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
124 

2. Ageিয়স 

 10-15 / ১০-১৫ 

 15-20/ ১৫-২০ 

 20-30/ ২০-৩০ 

 30-40/ ৩০-৪০ 

 40-50/ ৪০-৫০ 

 50-60/ ৫০-৬০ 

 More than 60 years / ৬০এরঊর্বে  

 
3. Present address: িতে র্াি ঠিকািা 

 Division: বিো  

 City/District: শহর/ গজলা 

 
4. Your Qualification আপিার বশক্ষা ত গযা ুতা 

 Illiterate/পড়াশুিার সুর্যা  পািবি 

 Primary education or equivalent/ প্রাথবর্ক বশক্ষা অথিা সর্র্াি 

 S.S.C or equivalent / এস.এস. বস. অথিা সর্র্াি 

 H.S.C or equivalent / এইে.এস.বস. অথিা সর্র্াি 

 Technical and Vocational Education/ কাবর রী ও কর্েরু্খী বশক্ষা 

 Graduate or equivalent / স্নাতক অথিা সর্র্াি 

 Postgraduate or equivalent /স্নাতর্কাত্তর অথিা সর্র্াি 

 
5. Where do you live? আপবি গকাথায় থার্কি? 

 Own house/ বির্জর িাবড় 

 Rental Apartment/ োড়ািাবড় 

 Other………………………. অিুািু……… 

6. How many people are in your household? আপিার পবরিার্র সদসু সংখুা কত জি? 

 1/১ 

 2/২ 

 3/৩ 

 4/৪ 

 5/৫ 

 More than 5 /৫ এর অবধ্ক 

 
 
7. How many rooms are there in your house? আপিার িাবড়র্ত কয়টি রুর্ আর্ে? 

 
 
8. How much is your household’s annual income? আপিার পাবরিার্রর িাৎসবরক আয় কত? 

 Less than 50,000/৫০,০০০এর বির্ে 

 50,000 – 120,000 / ৫০,০০০-১,২০,০০০ 

 120,000 – 250,000 / ১,২০,০০০-২,৫০,০০০ 

 250,000 – 500,000 / ২,৫০,০০০-৫,০০,০০০ 
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 500,000 – 1,000,000 / ৫,০০,০০০-১০,০০,০০০ 

 More than 1,000,000/ ১০,০০,০০০এর গিবশ 

 
9. How many persons contribute to the income? পবরিার্রর উপাজে িক্ষর্ িুবির সংখুা 

কতজি? 

 1/১ 

 2/২ 

 3/৩ 

 4/৪ 

 
 
10. What do you mean by electricity wastage? 

বিদ্যুৎ এর অপেয় িলর্ত আপবি বক িুর্েি? 

 
 

11. Why do you think electricity shouldn’t be wasted? 
আপিার র্র্ত বিদ্যুৎ অপেয় করা উবেত িয় গকি? 

 
 
12. How does the awareness on Energy efficiency influence your appliances usage? /জ্বালাবি 

দক্ষতা সম্পবকে ত সর্েতিতা বকোর্ি আপিার সরঞ্জার্াবদিু িহারর্ক প্রোবিত কর্র? 

 
▪ List of the devices you 

have in your 

household/factory/office 

▪ আপিারিাবড়/ কারখািা/ 

এিং অবির্স িুিহৃত 

বডোইসগুর্লার তাবলকা 

▪ Are there devices available in 

the market which consume less 

energy? 

▪ এর গের্য় কর্ এিাবজে র্ত ের্ল 

এর্ি গকার্িা বডোইসবক িাজার্র 

আর্ে? 

▪ If yes, then why 

aren’t you 

replacing? *  

▪ যবদথার্ক, তাহর্ল 

আপবি গকর্িা 

িতে র্ািটি রিদর্ল 

গসটি িুিহার 

করর্েিিা? 

▪ In case you 

replace: When? 

(month/year) 
যবদ িদলার্ত 

োি তর্ি কখি?  

▪ (র্াস/ িের) 

1. Light/ লাইে Yes/No/I don’t know  
হুাাঁ / িা/ জাবিিা 

▪  ▪  

2. Fan/ িুাি ▪ Yes/No/I don’t know 

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

3. A/C/ 
এবস/এয়ারকুলার 

▪ Yes/No/I don’t know 

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

4. Gas burner/ 
 ুার্সরেুলা 

▪ Yes/No/I don’t know  

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

5. Fridge / বিজ ▪ Yes/No/I don’t know  

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

6. Deep 
Fridge/বডপবিজ 

▪ Yes/No/I don’t know ▪  ▪  
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▪ হুাাঁ / িা/ জাবিিা 

7. Washing Machine/ 
ওয়াবশংর্র্বশি 

▪ Yes/No/I don’t know 

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

8. Dryer/ ড্রাইয়ার ▪ Yes/No/I don’t know 

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

9. Other…/ অিুািু… ▪ Yes/No/I don’t know 

▪ হুাাঁ / িা/ জাবিিা 

▪  ▪  

*) 1= initial cost; 2 = I do not know about the latest technology; 3 = I do not know about the 
benefits of the latest technology; 4 = I do not know about the payback period; 5 = the efficient 
appliances are not available in my area; 6 = other.  
1 = প্রাথবর্ক খরে; 2 = আবর্ সিোধু্বিক প্রযুবি সম্পর্কে  জাবিিা; ৩ = সিোধু্বিক প্রযুবির সুবিধ্া 

সম্পর্কে  আর্ার ধ্ারণা গিই; 4 = পবরর্শার্ধ্র সর্য়কাল সম্পর্কে  আবর্ জাবিিা; 5 = বজবিস গুর্লা 

আর্ার এলাকায় পাওয়া যায়িা; 6 = অিুািু। 
 
13. Who makes the decisions regarding appliance purchases in the household?  ৃহস্থাবলর 

সরঞ্জার্ গকিার বিষর্য় গক বসিান্ত বির্য় থার্কি? 

 
14. Do you consider Energy Efficiency when you purchase a product? পণু গকিার সর্য় 

আপবি বক কর্ এিাবজে  খরে কর্র গিবশ িলািল পাওয়ার বিষয়টি বির্িেিা কর্রি? 

 Yes/ হুাাঁ  

 No/ িা 

 
15. What are your priorities when you purchase an appliance?  সরঞ্জার্ গকিার গক্ষর্ে গকাি 

বিষয়গুর্লার্ক আপবি অগ্রাবধ্কার বদর্য় থার্কি? 

 Initial price / প্রাথবর্করূ্লু 

 Energy efficiency /জ্বালাবিদক্ষতা 

 Brand / ব্র্ুাে 

 Product performance / পর্ণুর কর্েক্ষর্তা 

 Longevity / গিশীবদি িুিহারর্যা ু 

 Others: / অিুািু: 

 
16. What Do you know what are the benefits if you use EE appliances? জ্বালাবি দক্ষসরঞ্জার্াবদ 

িুিহার্রর সুবিধ্া সম্পর্কে  আপবি বক জার্িি? 

 
 
17. If a certified energy efficient product was more expensive, would you still purchase it? 

দার্ গিবশ হর্লও বক আপবি বিদ্যুৎ সাশ্রয়ী গপ্রাডাক্ট বকির্তি? 

 Yes/ হুাাঁ  

 No/িা 

18. Do you know how much is your average monthly electricity bill?  
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আপবি বক জার্িি গয আপিার  ড় র্াবসক বিদ্যুর্তর বিল কত? 

 Yes, I always know / হুাাঁ , আবর্ সিসর্য় গখয়াল রাবখ 

 I have no idea/ আর্ার গকার্িা ধ্ারিা গিই 

 I do not want to know / আবর্ জাির্ত োই িা 

 I don’t know exactly, but I would estimate / আবর্ সঠিক োর্ি জাবিিা, তর্ি অিুর্াি 

করর্ত পাবর 

in the summer (March – October) গ্রীষ্মর্র্ৌসুর্র্ (র্ােে -অর্ক্টাির) 

 Less than 500/ ৫০০এর বির্ে 

 500 – 1000/ ৫০০ - ১০০০ 

 1000 – 1500/ ১০০০ - ১৫০০ 

 1500- 2000/ ১৫০০ – ২০০০ 

 2000 – 2500/ ২০০০ – ২৫০০ 

 More than 2500/ ২৫০০এর উর্বে  

 
in the winter? (November - February) শীত গর্ৌসুর্র্ (ির্েম্বর- গিব্রুয়াবর) 

 Less than 500/ ৫০০এর বির্ে 

 500 – 1000/ ৫০০ - ১০০০ 

 1000 – 1500/ ১০০০ - ১৫০০ 

 1500- 2000/ ১৫০০ – ২০০০ 

 2000 – 2500/ ২০০০ – ২৫০০ 

 More than 2500/ ২৫০০এর উর্বে  

 
19. How do you pay your electric bill? আপিার বিদ্যুৎ বিল বকোর্ি পবরর্শাধ্ কর্রি? 

 I pay to my landlord / আবর্ আর্ার িাবড়ওয়ালার্ক বদর্য় গদই 

 I use Mobile Financial Services / আবর্ গর্ািাইল বিিাবিয়াল সাবেে স িুিহার কবর 

 Through bank account/ িুাঙ্ক একাউন্ট এর র্াধ্ুর্র্ 

 Pre-paid meters/ বপ্র-গপইড বর্োর্রর র্াধ্ুর্র্ 

 Others/ অিুািু 

 
 
20. When do you sleep at night? 

আপবি রার্ত কখি ঘুর্াি? 

 
 
21. Who wastes least electricity in your house? 

িাসায় সির্ের্য় কর্বিদ্যুৎঅপেয় কর্র গক? 

 
22. Who wastes most electricity in your house? 

িাসায় সির্ের্য় গিবশ বিদ্যুৎ অপেয় কর্র গক? 

 
23. Have you taken measures to reduce the consumption of electricity? 

আপবি বক বিদ্যুর্তর খরে কর্ার্িার জিু গকার্িা িুিস্থা বির্য়র্েি? 
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 Yes / হুাাঁ  

 No / িা 

 
If yes then, what steps have you have undertaken? 
যবদ হুাাঁ  হয়, আপবি বক বক পদর্ক্ষপ বির্য়র্েি?  

 
If No, then because 
যবদ িা হয়, তার কারণ 

 I don’t care / আবর্ পাত্তা গদইিা 

 I am paying for what I am consuming, it is not a problem / আবর্ যািুিহার করবে তার 

জিু অথে বদবি, এর জিু গকািও সর্সুা গদবখিা 

 I need more comfort / আর্ার আরও আরার্ প্রর্য়াজি 

 I do not have time to take care of such issues / এ ধ্রর্ির বিষয়গুর্লার্ত িজর গদয়ার 

র্র্তা সর্য় আর্ার কার্ে গিই 

 What I consume is no one’s business / আবর্ যা িুিহার কবর তা বির্য় অিুকারও র্াথা 

িুাথা হওয়ার কথা িা 

 Others………………… অিুািু……… 

 
24. Which appliances do you suppose contribute mostly to your monthly electricity bill? 

গকাি সরঞ্জার্গুর্লা আপিার র্াবসক বিদ্যুত বির্ল গিবশ প্রোি রার্খ? 

Please fill in numbers / অিুগ্রহ কর্র টিক বদি 

 AC/ এবস 

 Fan / িুাি 

 Washing machine / Dryer / ওয়াবশং গর্বশি িা ড্রাইয়ার 

 Electric/Microwave Oven/ ইর্লকট্রিক িা র্াইর্রাওর্য়ে ওর্েি 

 Iron/ ইবি 

 Refrigerator/ গরবিজার্রের 

 Electric Cookstove/ তিদ্যুবতকর্টাে 

 TV/ টিবে 

 Electronic Communication Devices / তিদ্যুবতক গযা ার্যার্ র যন্ত্র 

 Others…………………./অিুািু……… 

 
25. What does “ENERGY SAVING” mean to you? “শবিসঞ্চয়” িা এিাবজে  গসবেং িলর্ত আপবি 

বক িুর্েি? 

 Less electricity consumption for the sake of our climate and environment / আর্ার্দর 

জলিায়ু এিং পবরর্ির্শর স্বার্থে কর্ বিদ্যুৎ িুিহার করা 

 Healthiness by less pollution / কর্ দূষর্ণর র্াধ্ুর্র্ সুস্থতা 

 Less personal comfort but saving lots of money / িুবি ত স্বািন্দ্ু একেু কর্ কর্র 

প্রেুর অথেসাশ্রয় 

 A question of lifestyle we need to change/ জীিি যাপর্ির পন্থােুকু পবরিতে ি করা 

 Impact is not relevant / এর প্রোি প্রাসবঙ্গক িয় 

 Doing the right thing and telling family and friends about it / সঠিক কাজটি করা এিং 

পবরিার ও িনু্ধর্দর এটি সম্পর্কে  ধ্ারণা গদয়া 
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 Abstinence of flights, less traveling, using bicycles and walking more often etc. / ফ্লাইে 

গথর্ক বিরত থাকা, কর্ ভ্রর্ণ করা, িাই সাইর্কল িুিহার করা এিং হাাঁ ো,  ইতুাবদ 

 Others…………………..অিুািু……… 

 
26. Do you think replacing an inefficient appliance is a smart investment for saving money 

long term? 
আপবিবক র্র্ি কর্রি গয পুরাতি অদক্ষ সরঞ্জার্ িদর্ল িতুিো িুিহার করা েবিষুর্তর 

জিু একটি োর্লা বিবির্য়া ? 

 Yes, but I am not planning to buy now / হুাাঁ , তর্ি আবর্ এখিই গকিার পবরকল্পিা 

করবেিা 

 Yes, and I am planning to invest shortly / হুাাঁ ,  এিং আবর্ শীঘ্রই বিবির্য়ার্ র জিু 

পবরকল্পিা করবে 

 No / িা 

 
27. What hinders me to invest in long living & EE – but more expensive appliances is 

দীঘের্র্য়াদী এিং িুয়িহুল জ্বালাবি দক্ষ সরঞ্জার্াবদ গকিারর্ক্ষর্ে গকাি গকাি বিষয়গুর্লা 

আর্ার্ক িাধ্া গদয়? 

 Cannot invest so much at once / একিার্র এত বিবির্য়া  সম্ভি িয় 

 Non-relevance of this issue to my financial situation / আর্ার আবথেক অিস্থার সার্থ এই 

বিষয়টি অপ্রাসবঙ্গক 

 Lack of adequate and reliable information about technologies and services / প্রযুবি 

এিং পবরর্ষিাগুবল সম্পর্কে  যর্থষ্ট তর্থুর অোি 

 Difficulty to calculate realistic pay back periods for my investments / বিবির্য়ার্ র 

িাস্তিসম্মত বরোিে বহর্সি করার গক্ষর্ে জটিলতা 

 Long term calculations are not possible / are senseless / দীঘে গর্য়াদী বহর্সিগুবল 

সম্ভিি য় / অথেহীি 
 My lifestyle will change shortly/ আর্ার জীিি যাো খুি দ্রুতই পবরিবতে ত হর্ি 

 My family and friends may not take it positively/  পবরিার আর িনু্ধরা বিষয়ো ইবতিােক 

োর্ি িাও বির্ত পার্র 

 Other /অিুািু……… 

 
 

28. How much will you be able to save by changing to energy efficient appliances and 
behaving more carefully (like from tomorrow)?  শবি সাশ্রয় কর্র এর্ি সরঞ্জার্গুর্লা রয় 

কর্র এিং আরও সতকে তার সার্থ িুিহার্রর র্াধ্ুর্র্ আপবি কতো সঞ্চয় করর্ত পারর্িি 

ির্ল র্র্ি কর্রি (ধ্রুি কাল গথর্ক)? 

 Less than 10% / ১০% এর বির্ে 

 10%-20% / ১০%-২০% 

 20%-30% / ২০%-৩০% 

 30%-40%/ ৩০%-৪০% 

 40%-50% / ৪০%-৫০% 

 More than 50% / ৫০% এর গিবশ 
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30. What media are you exposed to everyday? প্রবতবদি আপবি গকাি সংিাদর্াধ্ুর্টি িুিহার 

কর্রি? 

 Facebook and other social media apps / গিসিুক ও অিুািু সার্াবজক গযা ার্যা  

র্াধ্ুর্ 

 Television/গেবলবেশি 

 Radio/গিতার 

 Newspaper/খির্ররকা জ 

 
29. Which media would be most useful to be informed about EE solutions?  (Upto 3) 

জ্বালাবি দক্ষতা সর্াধ্াি সম্পর্কে  আরও োলোর্ি জাির্ত আপবি গকাি র্াধ্ুর্ উপর্যা ী 

হর্ি?  (সর্িোচ্চ বতিটি)  

 Newspaper / সংিাদপে 

 Television/ গেবলবেশি 

 Radio / গিতার 

 Internet – WWW /ইন্টারর্িে 

 Smartphone Apps / স্মােে র্িাি অুাপ 

 Facebook and/or other social media / গিইসিুক এিং/ অিুািু সার্াবজক গযা ার্যা  

র্াধ্ুর্ 

Preferences are…………………. পেন্দ্গুবল হর্লা…… 

 Product information brochures by producers or traders / উত্পাদক িািুিসায়ীর্দর 

দ্বারা পণু সম্পবকে ত তথু পুবস্তকা 

 Billboards and other outdoor branding 

 Public events (fair etc.) / সািেজিীি অিুষ্ঠাি (গর্লা ইতুাবদ) 

 Other……………………………….অিুািু……… 

 
30. Climate Change is/ জলিায়ু পবরিতে ি হর্ি 

 A very important issue which we must take care of now / একটি খুি গুরুত্বপূণে বিষয় 

যা সম্পর্কে  আর্ার্দর এখিই যত্নিাি হওয়া উবেত 

 A rather important issue among other environmental and social problems/ অিুািু 

পবরর্িশ ত ও সার্াবজক সর্সুার তুলিায় একটি কর্ গুরুত্বপূণে বিষয় 

 Happening but rather overestimated, we have other issues to look at / গুরুত্ব গিবশ 

গদয়া হর্য় যার্ি, এর িাইর্রও িজর গদয়ার র্র্তা অর্িক বিষয় আর্ে 
 Not real, a theoretical thing or the outcome of a conspiracy / পুর্রাোই তাবিক বিষয়, 

গযোর্ি িলা হর্ি, বিষয়ো অতো িাস্তিও িা। 
 I do not know / আবর্ জাবিিা 

 Other……………………অিুািু……… 

 
31. What type of cook-stove is used for cooking in your household? / আপিার পবরিার্র রান্নার 

জিু গকাি ধ্রর্ণর েুলা িুিহার করা হয়? 

 Gas burner/  ুার্সর েুলা 

 LPG burner/ এলবপবজ েুলা 

 Electric stove/ তিদ্যুবতক েুলা 



National Energy Efficiency and Conservation Awareness Raising Campaign Plan 

 
131 

 Improved Cook Stove/ উন্নতেুলা/জ্বালাবি সাশ্রয়ী েুলা 

 Traditional cook stove/ বেরােবরত েুলা 

 Kerosin stove / গকর্রাবসর্ির েুলা 
 

If the answer is Improved Cook Stove then proceed to Q33 to Q 39 / যবদ উত্তরটি 

উন্নতেুলা/জ্বালাবি সাশ্রয়ী েুলাহয় তর্ি Q33  গথর্ক Q39 এ এব র্য় যাি। বেরােবরত েুলা হর্ল 

৪০ িম্বর ও ৪১ িম্বর প্রে করুি। 
 

32. How long have you been using Improved Cook Stove?/ আপবি কতবদি ধ্র্র উন্নতেুলা/ 

জ্বালাবি সাশ্রয়ী েুলা িুিহার করর্েি? 

 

 Less than 6 months/ ৬ র্ার্সরও কর্ 

 6 months to 1 year / ৬ র্াস গথর্ক ১ িের 

 1 year to 2 years / ১িের গথর্ক ২ িের 

 2 years to 3 years / ২ িের গথর্ক ৩ িের 

 More than 3 years / ৩ িের্রর ও গিবশ 

 
33. Why do you use Improved cookstove? / আপবি উন্নত/জ্বালাবি সাশ্রয়ী েুলা িুিহার কর্রি 

গকি? 

 Saves fuel/ জ্বালািীসাশ্রয় কর্র 

 Saves expense/ খরে িাাঁ োয় 

 Health benefits/ স্বাস্থুসম্মত 

 Safe to use / বিরাপদ িুিহার 

 Easy to keep the kitchen clean/  রান্নাঘর পবরষ্কার রাখা সহজ 

 Others from the neighborhood use this/ আর্শপার্শর প্রবতর্িশীরা এটি িুিহার কর্র 

 Children learnt that from school / িাচ্চারা সু্কল গথর্ক এটি বশর্খবের্লা 

 Other/ অিুািু: 

 
34. What fuel is used in your Improved Cookstove? আপিার িাসার উন্নত েুলায় গকাি জ্বালাবি 

িুিহৃত হর্ি? 

 
35. How did you learn about Improved cook stove?/আপবি কী োর্ি উন্নত েুলা সম্পর্কে  

জাির্লি? 

 From TV ad/Radio spot/  টিবে বিজ্ঞাপি / গরবডও স্পে গথর্ক 

 From newspaper ad / সংিাদপর্ের বিজ্ঞাপি গথর্ক 

 From poster / গপাটার গথর্ক 

 From salesperson / বির্রতা গথর্ক 

 From family members or friends / পবরিার্রর সদসু িা িনু্ধর্দর কাে গথর্ক 

 From community gathering points (e.g. tea stall) / এলাকার জিসর্ার্িশ গকন্দ্র (উদাাঃ 

ো টল) গথর্ক 
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 From neighbors / প্রবতর্িশীর্দর কাে গথর্ক 

 Others/ অিুািু: 
 

36. What was the price of the Improved Cook Stove? / উন্নত েুলার দার্ কত বেল? 

 Less than 1,000 / ১০০০এরও কর্ 

 1,000 – 1,500/ ১০০০ - ১৫০০ 

 1,500 – 2,000/ ১৫০০ - ২০০০ 

 More than 2,000/ ২০০০এরও গিবশ 
 

37. How much cost do you think you save per month from Improved Cook Stove? / উন্নত েুলা 

গথর্ক আপিার প্রবতর্ার্স কত খরে িাাঁ র্ে ির্লর্র্ি কর্রি? 

 Less than 100 / ১০০এরও কর্ 

 100 – 200 / ১০০-২০০ 

 200 – 500 / ২০০-৫০০ 

 More than 500 / ৫০০এরও গিবশ 
 

38. Do you recommend others to use Improved Cook Stove?/আপবি বক অিুর্দর উন্নত েুলা 

িুিহার করার পরার্শে গদি? 

 Yes/হুাাঁ  

 No/িা 
 

If ‘Yes’ then what are the benefits you mention/ যবদ ‘হুাাঁ  ’হয় তর্ি আপবি গকাি 

উপকাবরতা উর্েখ কর্রি: 

 Saves cost/ খরে িাাঁ োয় 

 Health benefits/ স্বাস্থুসম্মত 

 Others/অিুািু 
 

If ‘No’, then what are the reasons?/যবদ ‘িা’ হয় তর্ি তার কারণ? 

 It is not very efficient/ এটি খুি দক্ষ িয় 

 I do not understand any benefits/ আবর্ গকািও সুবিধ্া িুের্ত পাবর িা 

 It is not my duty to inform others/ অিুর্ক অিবহত করা আর্ার দাবয়ত্ব িয় 

 Initial cost is high/ প্রাথবর্ক িুয় গিবশ 

 It has some problems, specify/ এর্ত বকেু সর্সুা রর্য়র্ে, বিবদে ষ্ট করুি: 
 

If the answer of Q35 is Traditional Cook Stove then proceed to Q 42 to Q 43/ যবদQ35 এর 

উত্তরটি বেরােবরত েুলা হয় তর্ি Q42 গথর্ক Q43 এ এব র্য় যাি 
 

39. Why do you not use Improved Cook Stove?/ আপবি উন্নত েুলা িুিহার কর্রি িা গকি? 
 I never heard of Improved Cook Stove/ আবর্ কখর্িা উন্নত েুলার কথা শুবিবি 

 I heard, but do not know the benefits / আবর্ শুর্িবেলার্ বকন্তু উপকাবরতা গুর্লা 

জাবিিা 

o I do not know the financial benefits/ আবর্ আবথেক সুবিধ্াগুর্লা জাবি িা 
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o I do not know the health benefits/ আবর্ স্বাস্থু উপকাবরতাগুর্লা জাবি িা 

 I know the benefits but do not want to change / আবর্ উপকাবরতাগুর্লা জাবি বকন্তু 

পবরিতে ি োই িা 
 Initial cost / প্রাথবর্ক খরে 

 My kitchen is not suitable for installment/ আর্ার রান্নাঘর প্রবতস্থাপর্ির জিু উপযুি 

িয় 

 Others/অিুািু: 
 

40. What are the social norms influence the decision of not purchasing/গকাি সার্াবজক 
বিয়র্ গুর্লা গকিার বসিান্তর্ক প্রোবিত কর্র: 

 Cooking is done by female members, their problems and health issues are not 

important/ রান্না গর্র্য়রা কর্র। তার্দর সর্সুা এিং স্বাস্থু গুরুত্বপূণে িা 

 Purchasing decision is made by the male members, they are not concerned about 

kitchen appliances / গকিার বস্বিান্ত পুরুর্ষরা বির্য় থার্কি,  তারা রান্নাঘর্রর সরঞ্জার্ 

সম্পর্কে  উবদ্বগ্ন িয় 

 Others /অিুািু 
 
41. Do you know about Retained Heat Cooker/Hot Bag at home? আপবি বক বরর্েইিড বহে 

কুকার/ হেিুা  সম্পর্কে  জার্িি? 

 
Yes/হুাাঁ  

No/িা 

 
42. Do you use a Retained Heat Cooker/Hot Bag at home? আপবি বক বরর্েইিড বহেকুকার/হে 

িুা  িুিহার কর্রি? 

 
Yes/হুাাঁ  

No/িা 

 
 

THANK YOU!  ধ্িুিাদ 
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7.3.3 Questionnaire for In-depth Interview 

 

KAP Survey – Questions for In-depth Interviews 

1. What is the Awareness raising/promotional campaigns conducted so far by the 
organization on Energy Efficiency and Conservation (EE&C)? and with what success?  
 

2. What is the future planning to promote EE&C?   
 

3. How the organization internalize/or planning to internalize the EE&C awareness in its 
projects/programs? 

 

4. What are the main barriers against EE&C proliferation?  
 

5. What changes need to be made to overcome the barriers? Specifically: 
 

a. What policy level changes required (including tariff, tax incentives, etc.)? 
 

b. How coordination can be improved among different interest groups (e.g. ministries, 
distributors, civil society, development partners, etc.)? 

 

c. How private sector (e.g. suppliers/producers of EE appliances) can be engaged to 
popularize the EE&C? 

 

d. What tools and/or medium (e.g. school competition, billboard, TV and Radio Spot, 
etc.) can be used to raise awareness?  
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7.3.4 Questionnaire for FGD 

 

KAP Survey – Questions for FGD in an Urban School 
 

Note to the FGD conductors: Prior to administering this survey, it is important to be clear 
with respondents about the technical terms mentioned in this questionnaire including the 
EE&C and Climate Change. The survey conductor should briefly state the concept and then 
should ask the opinion of the participants. The role of the conductors should be to facilitate 
the discussion rather than to control. However, the survey conductor should answer if there 
is any specific question from the participants.  
 

• Total number of participants:  
 

• Number of participants from different grades: 

 Grade 5:  

 Grade 6:  

 Grade 7: 

 Grade 8: 

 Grade 9:  

 Grade 10:  
 

• Discussion points:  
 

1. What do you understand by the EE&C? What do you understand by the term 

‘climate change’? 
 

2. Do you discuss the EE&C related topic at your home? Did your parents ever inform 

you about this? Did you ever inform your parents about this topic? 
 

3. Do you discuss the Climate Change and Global Warming related issue at your home? 

At school? With your friends? What are the things you discuss? 
 

4. Do you think the young people can play a strong role to promote awareness on 

EE&C? Or climate change? 
 

5. Does your family use energy efficient appliances? Can you remember any instance 

when your parents discussed about EE&C before making any purchase?  
 

6. Is electricity bill a concern for your family? Do your parents discuss the electricity bill 

as a problem for them? What are the solutions they discuss? 
 

7. Have you come across the subject of EEC in your studies? What textbook? What did 

you learn?  
 

8. Do your parents or teachers teach you to change your energy usage behavior (for 

example to switch off light, turn off the gas burner, etc.)?  
 

9. Did you ever notice any promotional activities on EE&C? Can you share some 

example?  
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10. Do you have access to social media? Did you ever see any content on EE&C on social 

media? Did you ever like/share any similar content? Do you think you will like/share 

any content related to EE&C? 
 

11. What are the extra-curricular activities you participate in? Have you taken part in 

any contest on that activity? 
 

12. Can you mention the name of some celebrities you consider influential (e.g. Shakib 

Al Hasan)?  
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