_ LIy o] yaiS Cyend Jb
AP slass 1AL 1Y C-.'_L*‘g""“""a'.

.u‘”.

-

=
<

>

( l

(

*

.['

&

{
SR

I
L L=

M

International
Conference
T-8January 2015
9)1»5@ 9 ui d.bl.w LYY axtlbo ‘gi gé)aa.o O‘ﬁ"’)‘? qu.o.Lu ).ub GASGN)).?

Ol sy

600 B s I gy lsLus gl

elahe.rafiei@ut.ac.com |45 olils (655 G i (20l,5) (seloiz! - golaiBl Gl piuoms cwiige o)l ol IS 65;@'.5!_»‘
ghaderi@ut.ac.com ¢l 45 olKisls o wiige ouslails JLozils '

ouaS

GalS T 50 gl il malS .l eod Jotue laoly 5 o ailu, o gadge (i 5l i adS Jle yo Ol ol
S5 ) 5 Wl 2538 sl Loy Coms Iyn ey Gl 5 5 (ghee) 5 slo o5 o s ] (ol ks 153
ol 5o Sl g b laia g, ool 5l anles Gl o Gpae JS b sswl i 058 B ccils o1 o1y aie) ool 5o ke
JLis 4 yel pdstes sl 1y ol la ase «buds opl (coled 0,00 dalsl ylizeas § o 5Ll andS Jlo 5ol 5l 0,50
009 (ylyae az U arsls 515 ails 150 08 o B pan liae 5 o8 10 Sl LT aS el ] el )0 pae aliiecs .l atisls
&l e ails ;50 Bras jo g 2lep g ol byls s 6 50 Julge aSul @ dz gy b olids 136 e s Sl
aote Ol Wlsn B asST )b 1) Slds yal 5o ol sl Wiy (oo Beiod (nl by a8l Conl 3825 55500 5 moe Sl
a5 ams oo lid gl anled colaiwl aie cpl jo gl G ybg, 3l G g S mesd 1) 059> cpl 4o (6,105 wle

)l olyem 1) (i Syl ol b 2§ T bl 51 (S o g3l ST 5 Sk (e (2138

Gols Clls

Quantitative study on the impact of advertising on water consumption, case
study the areas of Tehran Province Water and Wastewater

Elahe Sadat Rafiei , Seyed Farid Ghaderi
M.Sc¢ student of Socio-Economical System Engineering, University of Tehran

ABSTRACT

Water crisis has recently been the main subject of media and related organizations. decreasing in
precipitation and consequently reducing the reservoirs of dams, lowering of underground aquifers and
increasing the temperature compared with previous years, authorities and organizations were persuade to
retrieve the shortage with controlling the consumption. Hence; notifications and warnings about the
problem have been started since last fall. However there are significant costs for responsible agencies.
The remarkable note about these costs is the effect of advertisement and awareness on consumption
pattern and the qualitative relation between them. According to other factors like weather, season of the
year, day of the week and..., pure effect of advertisement is a considerable research gap. Results will help
administrators to estimate the optimize amount of investment and use suitable ways. Results show that
more advertisements and awareness in some areas of Tehran Province Water and Wastewater, obtain
better consequences in water consumption.
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