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Abstract
Keywords:
Demarketing as an emerging approach in the field of marketing, focuses onthe | Demarketing, Water
Resources

concept of managing, directing, and reducing demand in conditions of
imbalance between supply and demand. Demarketing attempts to guide
consumer behavior towards responsible and sustainable consumption through
economic, cultural, social, educational, and political tools. On the other hand,
the water crisis in Iran has become one of the most important environmental,
economic, and social challenges in the country, and the inefficiency of
traditional water supply management approaches has made the need to adopt
new demand management strategies more evident than ever. Therefore, the aim
of the present study is to design a Demarketing model in water consumption and
identify the dimensions and components that affect it. This study is applied in
terms of purpose and qualitative in terms of research method. Data were
collected and analyzed through interviews with experts in the field of water
management. The results of data analysis led to the extraction of 674 initial
codes, the organization of concepts in the form of 36 categories, and their
integration into 7 main dimensions, which became the main basis of the model.
The findings showed that water consumption Demarketing requires a
coordinated interaction of economic, cultural, social, managerial, and political
factors; water consumption Demarketing is not simply a tool for reducing
consumption, but rather a strategy for achieving water resource sustainability,
reducing social conflicts, and improving the environmental situation. The results
also showed that none of the aforementioned strategies alone is able to solve the
water crisis, and their real effectiveness is achieved when these tools are used in
a coherent and coordinated system. The presented model can be used as a
framework for policymaking, planning, and water consumption management,
and provides the basis for promoting responsible consumption behavior,
increasing public awareness, and the sustainability of water resources.
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1. Introduction was chosen due to the exploratory nature of the
Water is one of the most basic resources of life and subject and the necessity of discovering and
one of the most important components of identifying themes, dimensions, components, and
sustainable development in human societies. In relationships  and  their impact on water
recent decades, population growth, urbanization, consumption demarketing.
expansion of industrial and agricultural activities,
climate change, and inappropriate consumption 2.2. Community and participants
patterns have exacerbated the water scarcity crisis The research community included experts in the
in many countries around the world (UNESCO field of water resources management in Isfahan
2020; UN-Water, 2021). In the meantime, Iran is province. Participants were selected according to
facing complex and worrying conditions due to its the criteria for selecting experts and using
location in an arid and semi-arid climate, reduced purposive sampling. The sampling process
rainfall, depletion of groundwater resources, and continued using the snowball® method until
increased demand for water consumption (World theoretical saturation was achieved. In total, 15
Bank, 2017). experts participated in the research. Theoretical
In these circumstances, demarketing! as an saturation was achieved when no new data or new
emerging approach in marketing science, focuses content was added to the research findings in the
on managing demand and guiding consumer final interviews.
behavior rather than eliminating demand in
resource-constrained cor}dltlons. It aims to 2.3. Data collection tool
promote consumer behavior towards responsible .
and sustainable consumption by utilizing Resgarch data were gollect.ed through 1n-d§p th
economic, cultural, educational, communication, SCII-S tructured 1nte:rV1ews in_person. Interview
social, and political tools. For this reason, questlons were designed based on the research
demarketing has received attention in recent years hte?rau.lre and in acc.ordance with the re?search
in areas such as environmental protection, energy objectlx'/es. and questlons., 50 as fo identify the
management, public health, and natural resource exp erts. views on the dimensions, components,
management (Lee and Kotler, 2020; Hesse, 2023). strategles,' challenges, an d consequences of water
This study directly examines demarketing in consumption demarketing. All interviews were
the field of water consumption management. then ca'refully cond}lcted, transcribed, and used as
Using a qualitative approach and data obtained the basis for analysis.
from interviews with water experts, the
dimensions and components of demarketing from 2.4. Data analysis method
field data are identified. It also attempts to The interview texts were entered into the software
integrate various dimensions of management, and during the 3-stage coding process, 674 initial
including economic, social, cultural, and political codes were extracted in the initial coding stage. In
aspects, into a comprehensive and coherent model. the selective coding stage, similar codes were
The proposed model can be used in policy-making categorized into common concepts and categories,
and planning for water consumption management and 36 categories or components were identified
in Iran, based on the country's local conditions. and extracted. In the axial coding stage of
Fig. 1 illustrates the process of developing the aggregating and organizing the categories, 7 main
water consumption demarketing model. dimensions were identified, which became the
main basis for designing the model. Validation and
2. Materials and methods reliability of the data were measqred and
2.1. Research method .conﬁr.med through the Holsti ® .coefﬁ(:lent. The
The present study is applied in terms of its purpose interview transcripts and the.coldllng process were
and qualitative in terms of the nature and method approved by professors specializing in qualitative
; . research, and the responses and data from the
?hfe?s;?izollgslt;’znglﬁl;rEai?lere%eéfﬁ Zt;ztegi]ag(zi interviews were reviewed by the participating
members.
approach. Maxqda* software was used to analyze
the interview outputs. The qualitative approach
! Demarketing 3 Snowball Sampling
% Thematic Analysis ® Holsti Coefficient
3 Braun & Clarke
4 Maxqda
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Fig. 1. Process of developing the water consumption demarketing model
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Fig. 2. Radar Chart comparing the 7 main dimensions based on relative importance
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3. Results and discussion

The research findings showed that water findings are in line with previous studies in the
consumption demarketing in Iran is a field of water demand management and control,
multidimensional phenomenon comprising seven but the present study, by presenting a local model
main dimensions and thirty-six categories. These appropriate to Iranian conditions, provides a
dimensions interact with each other to form an comprehensive picture of the relationships
integrated  framework for water demand between the dimensions affecting water
management. The analysis of experts' perspectives consumption management. Accordingly, the
revealed that the success of demarketing depends proposed model can largely bridge the gap
not only on the use of restrictive tools but also on between theoretical approaches to demarketing
the synergy of managerial, political, economic, and the implementation needs of water resources
social, and cultural strategies alongside supply management in the country. Fig. 2 comparesthe
management and the removal of implementation seven main dimensions or themes based on their
barriers.  Therefore, = water  consumption relative importance, while Fig. 3 presents the final
management should be considered as a coherent model developed for water consumption
system and not a set of scattered measures. These demarketing.

Fig. 3. Conceptual model of water consumption demarketing
Water and Wastewater oMb 5ol
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4. Conclusions

The present study aimed to design a water
consumption demarketing model and presented a
local framework for water demand management in
Iran. The results showed that water consumption
demarketing is a multidimensional approach
whose effectiveness depends on the coordinated
interaction of demand management strategies,
supply management and alternative resources,
governance and policy tools, economic tools,
social and cultural tools, and management of
implementation  challenges. These findings
indicate that water consumption management is
not possible by relying on a single policy or tool,
and its realization requires the simultaneous
application of a set of complementary policies and

Water and Wastewater

Vol. 37, No. 1, 2026

measures in the form of a coherent system.
The presented model, while responding to the gap
in demarketing studies in the field of water
resources management, can be used as a model for
policymaking, planning, and designing water
consumption management programs. Also, the
application of this model provides the basis for
promoting responsible consumer behavior,
increasing social participation, protecting water
resources, reducing environmental consequences,
and moving towards sustainable development.
Therefore, in addition to developing knowledge of
demarketing f, the present research also has the
potential for practical use in the country's water
resources management system.
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Governance and Supply Management
Policy Instruments Strategies and

/’—\Altemative Resources

Economic
Instruments

Demand Management
Strategies

0% 5% 10% 2L15% 25%

Socio-cultural
Instruments

Expected Outcomes
and Achievements

Implementation Challenges
and Barriers

—@— Relative Weight (%) = = = = Mean (14.3%)
Fig. 2. Radar chart comparing the 7 main dimensions based on relative importance

Table 1. Hierarchical organization of themes extracted from thematic analysis using the Brown and Clark approach

Com{)l:' BOIE Organizing themes Basic themes
eme
1-Reform and optimize the cultivation pattern
2-Modernize irrigation methods and agricultural
technology
3-Develop alternative jobs and livelihoods for farmers
D . 4-Optimize and reduce consumption in the industrial
emand management strategies sector
5-Separate drinking water from hygiene and
unnecessary uses
6-Manage and optimize water consumption in urban
green spaces
Water consumption 1-Recycling, treating and reusing wastewater
demarketing Supply management strategies 2 -Controlling and blocking illegal wells
and alternative sources 3-Installing smart meters and monitoring consumption
accurately
1-Integrated and coordinated management of water
resources
2-Reform, strengthen and guarantee the implementation
of laws
Governance and policy tools 3-Implementation of punitive instruments, fines and
coercive measures
4-Creation and development of water markets and
exchange of rights
5-Land planning based on water capacities
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Cont. Table 1. Hierarchical organization of themes extracted from thematic analysis using the Brown and Clark approach

Comprehensive

theme Organizing themes

Basic themes

Economic tools

Social and cultural tools

Water consumption

1-Realistic pricing and economicization of water value
2-Providing financial incentives and targeted subsidies
3-Guaranteeing the market and purchasing strategic
water-saving products
4-Government investment
infrastructure

1-Culture building, public education and attitude
change

2-Attracting stakeholder participation and building trust

in optimization

3-Transparency of information and accurate
information to the public

4-Changing lifestyle and individual consumption
patterns

1-Resource and consumption imbalance crisis (water
bankruptcy)

2-Past policies and unsustainable development

demarketing 3-Environmental consequences (subsidence, dust,
drying up of wetlands)
4-Social and security tensions and conflicts over water

Challenges and obstacles to water o . :
. . 5-Lack of coordination and conflict of interests between
consumption prevention .
agencies
6-Technological,  technical and infrastructure
limitations (worn out network)
7-Social and cultural resistance to change
8-Economic complexities and budget constraints
9-Political will and government support
1-Significant reduction in total water consumption
2-Preserving and sustaining water resources for future
Expected results and generations
achievements 3-Reducing tensions and increasing social solidarity
4-Improving and restoring the environmental situation
Sosma §43808 5heus C\J;;:_u\ dsin V7 JalS b =Y Jods
Table 2. Complete list of 36 categories extracted from axial coding
Axial : No.of merged 5y, —
Category title concepts Dimension
code frequency
(open codes)

AC-01 Reform and optimization of cropping 25 135 Demand management
patterns strategies
Modernization of irrigation methods and Demand management

AC-02 . : 18 98 :
agricultural technologies strategies
Development of alternative jobs and Demand management

AC-03 T 22 115 .
livelihoods for farmers strategies
Optimization and reduction of water Demand management

AC-04 L . X 20 108 :
consumption in the industrial sector strategies
Separation of drinking water from Demand management

AC-05 - ; 15 77 .
sanitation and non-essential uses strategies
Management and optimization of water Demand management

AC-06 N 17 89 :
consumption in urban green spaces strategies
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Cont. Table 2. Complete list of 36 categories extracted from axial coding

No. of merged

Ll Category title concepts Uatell Dimension
code frequency
(open codes)
Supply management and
AC-07  Wastewater recycling, treatment, and reuse 24 128 alternative water resources
strategies
Supply management and
AC-08  Control and closure of illegal wells 21 112 alternative water resources
strategies
. Supply management and
AC-09 Insta_llat_lon of smart meters and accurate 19 101 alternative water resources
monitoring of water consumption :
strategies
AC-10 Integrated and coordinated water resources 23 120 Governance and policy
management instruments
AC-11 Reform, strengthening, and enforcement of 26 142 Governance and policy
laws and regulations instruments
Application of punitive instruments, fines, Governance and policy
AC-12 X 16 84 .
and coercive measures instruments
Establishment and development of water Governance and policy
AC-13 X X 14 73 .
markets and water-right trading instruments
. . . Governance and policy
AC-14  Water-capacity-based spatial planning 18 95 instruments
AC-15 Realistic pricing and economic valuation 27 151 Economic instruments
of water
AC-16 Provision of financial incentives and 20 106 Economic instruments
targeted subsidies
AC-17 Market guarantees and procurement of 15 30 Economic instruments
strategic low-water-demand crops
AC-18 Gov;rnrnent investment n - water- 19 99 Economic instruments
efficiency infrastructure
AC-19 Public awareness-raising, education, and 28 148 Social and cultural
attitude change instruments
AC-20  Stakeholder engagement and trust building 25 133 sl andl e
Instruments
AC-21 Information transparency and accurate 2 117 Social and cultural
public communication instruments
AC-22 Changes 1n lifestyle and individual 18 94 SOC}al and cultural
consumption patterns instruments
. .. hall iers t
Water resource—demand imbalance crisis Challenges and barners ©
AC-23 30 160 water consumption
(water bankruptcy) .
demarketing
. hall d iers t
Unsustainable development and Challenges an barners ©
AC-24 . .. 24 126 water consumption
misguided past policies .
demarketing
Environmental consequences (land Challenges and barriers to
AC-25  subsidence, dust storms, and wetland 20 105 water consumption
desiccation) demarketing
Water and Wastewater oMals %j
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Cont. Table 2. Complete list of 36 categories extracted from axial coding

Axial

No. of merged

Total

code Category title concepts frequency Dimension
(open codes)
. . . . Challenges and barriers to
AC-26 Social and security tensions and conflicts 19 08 water consumption
over water .
demarketing
.. . Challenges and barriers to
Inter-organizational lack of coordination .
AC-27 . . 17 90 water consumption
and conflicts of interest .
demarketing
Technological, technical, and Challenges and barr.1ers to
AC-28 . . . 18 96 water consumption
infrastructure constraints (aging networks) .
demarketing
Challenges and barriers to
AC-29  Social and cultural resistance to change 21 110 water consumption
demarketing
. .. Challenges and barriers to
AC-30 Econonyc complexities and budgetary 16 25 water consumption
constraints .
demarketing
Challenges and barriers to
AC-31  Political will and government support 13 70 water consumption
demarketing
AC-32 Slgnlﬁcan.t reduction in total water 31 165 Expected resylts, outcomes,
consumption and achievements
Conservation and sustainability of water Expected results, outcomes,
AC-33 . 26 138 .
resources for future generations and achievements
AC-34 Requctlon o'f tensions and enhancement of 20 104 Expected reS}llts, outcomes,
social cohesion and achievements
AC-35 Imp.rovement and re.s‘Foratlon of 19 100 Expected resylts, outcomes,
environmental conditions and achievements
AC-36 Model evaluation and validation through 15 79 Expected results, outcomes,

pilot implementation

and achievements
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Fig. 3. Conceptual model of water consumption demarketing
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  PAO =   2 M  N 1 + N 2 =   2 ∗ 413  576 + 498 = 0 . 77

