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INTRODUCTION

This field note presents the lessons learnt from the
design and implementation of the Women Plumber
Program of MCA-Jordan’'s Water Smart Homes
Activity, funded by a Millennium Challenge Corpo-
ration Compact.

The Millennium Challenge Account — Jordan (MCA
-Jordan) is a limited liability company owned by
the Government of Jordan established in June
2010 to manage and implement a grant of 275.1
million dollars from the US Government funded by
the Millennium Challenge Corporation (MCC).

The Compact consists of several water and
wastewater projects in Zarga Governorate that
were identified by the Government of Jordan as
priority projects eligible to effectively contribute to
poverty alleviation in Jordan. The program started
on December 13, 2011 with a time span of 5
years.

The overall objective of the Water Smart Homes
Activity is to improve the condition of home water
systems and decrease costs that households, par-
ticularly poor households, in Zarqga Governorate
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incur to satisfy their subsistence water needs.

The objectives would be accomplished through a
two part initiative: an outreach campaign on in-
house water management of water quality and
quantity conservation; and an infrastructure com-
ponent to help poor people by repairing their
plumbing systems.

To design and implement the project MCA-Jordan
signed a Social, Outreach and Engineering Ser-
vices (SOES) agreement with the Canadian con-
sultant firm Cowater International Inc., in partner-
ship with DAI (consultant firm from US), WSUP
(international NGO from U.K.) and NEEM
(electromechanical firm from Jordan), hereinafter
referred to as the Consultant.

According to the scope of work of the WSHs-
SOES contract, the needs assessment should ex-
plore how the WSHs-A could assist women to use
these opportunities of increased access to water
or training in household repair and maintenance to
improve household or individual income genera-
tion.




1. BACKGROUND

The objective of the Income Generating Activities
for Women was to generate opportunities within
the WSHSs-A for women of Zarga Governorate in
general and NAF beneficiaries in particular, to
start sustainable small home businesses or in-
come generating activities to complement their
family income, taking into account cultural, market
and environmental constraints.

To this end the Consultant proposed to deploy
promotional actions and relevant training towards
a Women Plumbers Program (WPP), building on
previous initiatives in Jordan and taking advantage
of the opportunity that the WSHSs-Infrastructure
Works provided for practical training.

At the time of the design of the WPP there were
no post evaluations of previous initiatives on wom-
en plumbing, so the Consultant designed its own
intervention strategy using, as much as possible,
existing training materials to build plumbing skills.
The two initiatives used as reference were GIZ’s
Water Wise Women (WWW) and Water Security
for Low Income (WRAP) projects.

1.1 Water Wise Women (WWW) initiative

This initiative was launched in 2007; it aims to
raise awareness of women in matters relating to
water use. The initiative is establishing a commu-
nity based pool of knowledge on efficient and pro-
tective water management and plumbing works at
the household and community level.

The Initiative targets women as agents of change
and knowledge, providing concrete, appropriate
and workable advice on efficient water manage-
ment, plumbing works, water saving and water
related household and community hygiene matters
to fellow women and other concerned members of
their communities.

The Jordanian Hashemite Fund for Human Devel-
opment (JOHUD) designed the training and collab-

orated with the Vocational Training Center (VTC)
to conduct the professional training. This training
covered the following 8 modules and training top-
ics:

1. Household hygiene and health

2. Water saving and efficient use at the house-
hold level

3. Relations of water users with governmental,
non-governmental and private sector providers

Grey-water re-use and rain water harvesting
Water for house-gardening and agriculture
Water protection

Plumbing and water storage
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Marketing and communication

GIZ in collaboration with JOGHUD established the
Water Wise Women Association for water and en-
vironment protection in August, 2014 under the
umbrella of the Ministry of Environment. The Wa-
ter Authority of Jordan (WAJ) mandate and bylaws
does not allow the establishment of such an Asso-
ciation under their umbrella.

1.2 Improvement of Water Security for Low In-
come (WRAP)

WRAP initiative was built based on the lessons
learned of Water Wise Women initiative to empow-
er plumber trained licensed women to go beyond
training and to create job opportunities for women
plumbers to enable them to generate income to
support themselves and their families.

JOHUD changed the design of the program and
shifted the program to target women plumbers as
well as households. The approach was to create
trained and licensed women plumbers by investing
in a customized training program for women with
tailored material. The trained women plumbers
would provide plumbing services for households in
their communities included in the WRAP project



and would get paid for the repairs they made. The
women plumbers would receive technical support
from male plumber supervisors contracted by
WRAP.

The training had three stages:

1. Basic plumbing training (VTC)
2. In-Job training (JOHUD)
3. Professional training (VTC)

WRAP initiative trained 60 women from Irbid,
Balga and Madaba (20 from each Governorate).
The basic entry requirement was that the women
to know how to read and write.

To achieve the sustainability of this initiative GIZ
promoted the creation of the Plumber Women Co-
operative under the umbrella of the Jordanian Co-
operative Corporation (JCC) in July, 2014.

The cooperative was created with 20 of the 32
women that passed the professional training and
received accreditation as semi-skilled plumbers
from VTC. The cooperative has two bodies: (i) Ad-
ministrative Committee of 5 members, and (ii)
General Assembly of 20 members. At the time GIZ
had no structured program to further support the
cooperative, but would train the administrative
committee in business management and proposal
writing.




2. PROGRAM DESIGN

Given that there were was no available information
about the success of the previous initiatives re-
garding the income generating successes of the
women providing plumbing services, we could not
use their experience to scale up the initiative in
Zarga Governorate. As a result, the WPP was de-
veloped as a pilot program with its own strategy,
using the experience of the local engineers of the
Consultant in its design.

2.1 How plumbers are made

The first thing to understand was “how plumbers
are made” in Jordan. We were not concerned
about the plumbers that work with Construction
firms and are unemployed between construction
jobs. We needed to know about the plumber that
provides independent plumbing services. The key
research question was: What path did the plumber
| call to do repairs in my house take?

In the developed world the answer is:

1. Go to college or technical/vocational institute
and obtain a diploma on construction with ma-
jor in plumbing systems

2. Enter the workforce with a plumbing sub-
contractor to get to know the business

Obtain a license to perform as a plumber
Purchase a vehicle and tools
Promote your services starting with referrals
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Start working independently

In the developed world hiring the services of a li-
censed plumber is relevant because it could affect
the house insurance and the sale price of the
house.

In Jordan, as in many developing countries, the
path is different and the majority of male inde-
pendent plumbers have followed this path:

1. Enter to work on a construction site as non-

skilled laborer.

2. If the site engineer sees that the man has po-
tential he will promote him to assistant plumber
to work with the plumbers on the construction
site.

3. After two or three years of working as an as-
sistant plumber on different construction sites
another site engineer will try him as a plumber.
The timespan would depend greatly on the
willingness of the plumbers to teach them the
craft.

4. During this apprenticeship and when working
as a plumber he will gradually purchase the
key tools for his cratft.

5. Between construction works the plumber will
use his free time to work within his social net-
work and obtain referrals as plumber.

When the plumber has sufficient clients through
his social network and referrals he will stop seek-
ing to work with construction firms and start being
a fulltime independent plumber.

At this point, the plumber will start promoting his
services through other promotion channels such
as hardware and construction material stores. By
this time the plumber will have a car to travel with
his tools or access to a vehicle by different means.

If his work is of quality and he has networked ade-
quately when working with Contractors, he may
become a plumbing sub-contractor.

As it can be seen, the individual plumbers don'’t
need a lot of money to start their own business,
but the path requires time. This path is somewhat
similar in different construction related activities
(i.e. electrician).

Though this path is gradually changing in Jordan,
as several bilateral and multilateral donors are
working with the Government on skill developing
and licensing, the WPP could not afford to wait



until everything was put in place, promoted and
developed; so the program was developed to re-
semble the traditional path of plumbers, finding
shortcuts to reach results within the timeframe of
the project.

2.2 The program stages

During the timeframe of the program the women
participating in the programs should be able to:

1. Develop plumbing skills until they were market
ready

2. Acquire the fundamentals of the plumbing
business

3. Develop marketing skills to promote their ser-
vices

4. Start working outside their family and social
network

To do so, a four stage program was designed:

1% stage: In-class development of plumbing
skills, where the participants would acquire theo-
retical and practical knowledge of the trade, in-
cluding construction codes, unit conversions, ma-
terials, tools and equipment.

2" stage: Practical training in real life situations,
where the participants would: learn how to deal
with repair works, including removal of appliances
and accessories and installation of new parts in
less than ideal conditions; learn the estimated time
demanded for each different type of repair; be-
come accustomed to working in collaboration with
male plumbers and assistants; learn to work in a
dwelling with family occupancy; and learn their
limitations (to be able to know when to hire an as-
sistant).

3% stage: Business planning, marketing and
fundamentals of the plumbing business, where the

participants would learn the basics of marketing,
accountancy and planning in a general workshop.
In this stage the participants would be expected to
start working within their family and social net-
works, to which purpose a toolbox and
smartphone was provided to each woman.

4™ stage: Mentoring during the kick-start of their
formal activities, where the participants would be
trained in small groups on sales and promotion
channels, the particularities of the trade (i.e. how
to negotiate discounts with a hardware store) and
to design/promote/update their Facebook Pages.
In this stage the program would design and pro-
duce their group and individual promotion printed
material; they would receive individual mentoring
as needed in marketing, business and technical
issues; and have general exposure to the public
through PR actions. In this stage the participants
would be expected to work outside their social net-
works.

2.3 The profile of the candidates

The determination of the profile of potential candi-
dates required a multidisciplinary discussion of all
the Consultant staff to have technical, marketing,
social and gender points of view. It was estab-
lished that the candidates should have the follow-
ing profile.

Age between 25 and 40. The lower limit was es-
tablished because a younger candidate might not
be able to manage harassment properly. The high-
er limit due to the need to do physical work.

Security and health clearance. This was consid-
ered because the program would have a responsi-
bility with the candidates’ wellbeing and also with
the security of the potential clients of the women
plumbers.

Minimum level of education of 9" grade. This was



relevant because during the training they would
need to read and understand the construction
codes and have basic mathematical skills for unit
conversions and other related topics.

Family acceptance. This was relevant due to so-
cial and cultural considerations, because without
family acceptance the candidates would likely drop
out after the first stage of the training. It was con-
templated for the candidates to submit a family
letter of support, which was afterwards substituted
by an informative sessions with the family mem-
bers of the chosen candidates.

2.4 Leveling the game field

There was one thing in which the male plumbers
would have an advantage over the female plumb-
ers, and it was related to the physical strength
sometimes needed to deal with plumbing works, in
particular when doing repair works on old plumb-
ing systems (i.e. dealing with rusted parts). To
compensate the need for force, it was decided that

the toolboxes, to be provided to the women plumb-
ers, would include power tools (electric drills, cut-
ters, hammers, etc.), so that they would not need
to hire a male assistance at all times for small
more physical tasks.

2.5 Drivers of success

Five drivers of success were identified during the
design stage. Special attention would need to be
taken during the implementation stage.

1. Motivation of the candidates that led them to
participate in the program.

2. Creating a cohesive and collaborative group
amongst the candidates.

3. Breaking social and cultural barriers for the
candidates to interact with male plumbers.

Finding a niche of opportunity in the market.

5. Building trust in the customers on the plumb-
ing skills of women.




3. PROGRAM IMPLEMENTATION

The program implementation was designed for 21
months in which the selection process and the 4
stages of work with the candidates would take
place.

3.1 The selection process

It was determined in the design of the program
that it would have 30 participants, considered to
be an adequate number of participants to pilot the
program with.

The selection process had four steps:

Dissemination of the program information
Screening of the applications

Interviews
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Meeting with candidates’ families

The selection process was made with the collabo-
ration of four partners: Micro Fund for Women
(MFW), Near East Foundation (NEF), Khawla Bent
Al Azwar NGO and Labor Woman Association.
The last two are the largest women’s NGOs of
Zarqa and Russeifeh respectively.

The selection committee was composed of the
social and gender specialist and the field engineer
of the Consultant; the social and gender specialist
of MCA-Jordan and representatives of the four
partner organizations.

To disseminate the information of the program four
informative sessions took place (2 in Zarga and 2
in Russeifeh) in the premises of the partner NGOs.
During the sessions the objective, purpose, time-
line and selection criteria were presented to the
potential candidates. Over 70 applications were
received and after the screening process, to deter-
mine the fulfilment of the selection criteria, a list of
42 potential candidates was made to pass to the
interview step. There were some potential candi-
dates that passed the age limit but the committee
decided to include them in the interview stage.

During the interview the outline of the program
was explained to the potential candidates. This
included the physicality of some plumbing activi-
ties, the need for family acceptance and the im-
portance of commitment. In turn, the potential can-
didates were asked to explain their motivation to
participate in the program.

Of the 30 candidates that were selected 21 had
completed high school education, 7 had diplomas
and 2 had bachelor’s degrees; 7 were between 40
and 50 years of age; and the majority had no pre-
vious work experience besides occasional volun-
teering.

The meeting with the candidates’ families was
positive. The attendees were informed about the
program in detail, their concerns were addressed
and they granted their acceptance and support to
the candidates. Not all the candidates’ families
attended, because some of the candidates had
families out of Zarga and even out of Jordan.

The selection process took place from December
2014 to February 2015.

3.2 Developing plumbing skills

To develop the plumbing skills of the candidates
an agreement was reached with the Vocational
Training Corporation (VTC) to provide 120 hours
of tailored training (theoretical and practical) that
would qualify the candidates as semi-skilled
plumbers.

The contents of the training was developed by the
engineering team of the Consultant, using as ref-
erence the existing program and educational ma-
terial of the previous initiatives, which also used
the services of VTC. The training at VTC took
place from March to April 2015. The trainees were
given a transportation and food subsidy each day.

Taking into account cultural norms, the main con-
cern was that the selected women would not re-
main committed to attending the entire training



course, would withdraw from practical study, or
would not attend the theoretical and practical ex-
ams.

Due to the professionalism of the staff of VTC, the
trainees quickly understood the importance of the
training. This led to a notable success of the pro-
gram - the women showed high commitment and
enthusiasm for the training. There were no absen-
tees, no withdrawals, and the trainees came early
before the classes started, and they prepared the
training hall and the morning refreshment for their
colleagues.

At the end of the training, all the women trainees
passed the theoretical and practical exams. Their
success was a shared accomplishment of the
highly committed trainers, facilitators and execu-
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tives of VTC and the dedication of the women
trainees.

During the graduation ceremony at VTC, Mariam
(one of the trainees) said: “At the beginning | was
doubtful and hesitating...returning to a classroom
to try to do a man’s job scared me. But as the
days went by | felt the value of the training. |
would have regretted all my life if | had not joined
this training. | gained new knowledge and skills
to start my small plumbing business to help my
family. | have new friends, and got the highest
score, of 93 points, in the exams.”

At the end of the training at VTC there was an is-
sue regarding the certification of the women as
semi-skilled plumbers. Regulations now required
that a semi-skilled person should have 200 hours




of training. The issue was solved by giving VTC
the assurance that the certifications would only be
given to the trainees that successfully received the
practical training during the second stage of the
program. The certificates were given to the 30
trainees, as they all completed satisfactory the
practical training.

3.3 From theory to practice

For the practical training it was agreed with the
Contractors of the WSH-ISW that they would as-
sign plumbers to provide practical training to the
trainees on specific types of repair. The program
gave an economic incentive to the plumbers that
would conduct the practical training. The women
plumbers would act as assistant plumbers under
the guidance of the plumbers. The engineering
team of the Consultant would perform supervision
activities on the process.

Each trainee received 12 practical training ses-
sions of a minimum of 4 hours each. The practical
training sessions covered the following tasks:

Reposition of water storage tanks and valves
2. Reposition of external and internal leaking
pipes
3. Reposition of kitchen appliances and acces-
sories

4. Reposition of bathroom appliances and ac-
cessories

By targeting the repair works on reposition activi-
ties it included dismounting and disposal of the
existing items, and the installation of new units.
This would provide the trainees market ready skills
on the most likely works that they would be re-
quested to do.

The practical training took place from August 2015
to February 2016, due to the timing of the works
execution. The trainees were given a transporta-
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tion and food subsidy for each session.

3.4 Marketing and finance

For the third stage of the program, a 4 day work-
shop was structured in collaboration with Micro
Fund for Women (MFW). The workshop took place
on March 2016 and covered the topics indicated
below:

Day 1: Cowater

o Workshop objectives, mechanics and ex-
pected outcome

e The plumbing business

o Networking in my community

e My options - my choice

Day 2: MFW

e Principles of marketing



e Strengths — Weaknesses — Opportunities —
Threats (SWOT) analysis

o Market segmentation
Day 3: MFW

e Customer service
e Business plan concepts

e Internal and external communication
Day 4: MFW and invited speakers

e Business model

o Bookkeeping

e LENS program

o NEF program

e MFW financial products

At the end of the workshop the 30 women decided
on the following professional paths:

e 19 chose to work providing individual or part-
nered providing plumbing services.

e 5 chose to establish plumbing related busi-
nesses.

e 6 chose to seek NEF grants for food related
business and do plumbing as a complemen-
tary activity.

The fourth stage would be carried on with 24 wom-
en plumbers, transferring the mentorship of the 6
remaining woman that wanted to do food related
business to NEF.

3.5 Technical and marketing mentoring

The mentoring stage was divided in two groups
due to the particular needs of the women plumb-
ers. The first group was to mentor the 19 women
plumbers on their specific needs to work as self-
employed plumbers, and the second group was to
mentor the 5 women plumbers that wanted to do
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plumbing related business.
15! group

During the five months of the mentoring stage the
following activities were carried on with the women
plumbers:

¢ Kick-off workshop to adjust the business mod-
el canvas developed during the third stage
workshop, determining the promotion material
that would be used by the women plumbers
and creating a mentoring work plan.

e Training on plumbing cost analysis and negoti-
ating with the suppliers, including for the latter
practical negotiations with local hardware
stores. This training was performed in small
groups.

e Training on sales and promotion channels,
developing the promotion material that they
would need, both individualized and as a
group of women plumbers.

e Production of promotional material, handing it
to the women plumbers and monitoring their
distribution through their individual promotion
channels.

e Training on the design of their individual Face-
book Pages and its management through their
smartphones.

e Promotion of the women plumbers through the
Facebook page of the project with a two week
booster campaign aiming at 5,000 likes from
the women of Zarqa Governorate.

e Press releases through Al-Wakeel news portal
and Facebook Page that has over one million
fans and followers, of which it is estimated that
100,000 are from Zarga Governorate.

¢ Radio interviews on prime time on Radio Zar-
ga, owned by the municipality of Zarqa that
has the highest audience in the Governorate.



e Individual technical assistance on marketing,
plumbing and administration issues as re-
quested.

e Support them with NEF to access complemen-
tary resources for working capital, stock of
parts and others.

2" group

During the five months of the mentoring stage the
following activities were carried out with the wom-
en plumbers:

e Five consecutive weekly sessions that com-
prised the following topics: (i) business con-
cept definition, marketing strategy and field
research, (i) market studies, (iii) value chain
and process definition, (iv) economic and fi-
nancial analysis, and (v) key elements of suc-
cess.

e Production of promotional material, handing it
to the women plumbers and monitoring their
distribution through their business promotion
channels.

e Training on the design of their individual Face-
book Pages and its management through their
smartphones.

e Individual technical assistance on marketing,
technical, administration and financial issues
as requested.

e Support them with LENS and NEF to access
complementary resources for working capital,
stock of parts and others.

At the end of the five week training and field re-
search, the ladies of this group proposed to have
the following business:

e 3 decided to create and run general plumbing
services, hiring and/or subcontracting both
male and female plumbers.
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1 had a proposition of a general construction
and maintenance services company that want-
ed to include in its offer of services “women
plumbers” due to the opportunity perceived.

e 1 decided to have a supply and installation
business, for which she had obtained a pro-
posal from a hardware store to build an initial
materials and parts stock with payment facili-
ties.

The mentoring stage took place from April to Au-
gust 2016.

3.6 Progress monitoring and experience shar-
ing

During the practical training stage several of the
women had been providing plumbing services
(paid or free) within their family and social circles.
The key sign of success of the women plumbers
would be to start providing plumbing services out-
side their family and social network.

To monitor the progress of the activities of the
women plumbers delivering plumbing services,
monthly monitoring sessions were established.
Prior to the monitoring sessions the women
plumbers would report the number and nature of
jobs performed, the price they charged for each
job (or if it was done free for promotion purposes)
and their total revenue during the month.

During the monitoring session each women
plumber would describe their experience during
the month, which would serve to schedule individ-
ual technical assistance if needed. The ladies with
more jobs, the ones with more revenue and the
ones that had the highest average price per job
would share their experience and key factors for
their success.

These monthly sessions took place from the
months of May to August 2016.



4. PROMOTION OF THE WOMEN PLUMBERS

A niche market was found in places that required
urgent plumbing repairs but normally would have
had to wait for a male presence for them to be ad-
dressed for security and/or cultural reasons. An-
other opportunity was in businesses in which a
male presence was not allowed during business
hours. To exploit these opportunities it was neces-
sary to promote the women to this segment of the
market.

4.1 Promotion material

The printed material that was designed by the
Consultant consisted of:

1. Posters promoting the women plumbers as a
concept and its advantages for this niche in
the market.
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Individual flyers for each woman to distribute
within their geographic target area.

Individual business cards for each woman to
be distributed within their family and social net-
works and referrals.

Individual refrigerator magnets for each wom-
an plumber to be distributed to their clients to
act as prompts.

The electronic material that was designed by
the Consultant consisted of:

Electronic banners to promote the women
plumbers as a concept through the Facebook
Page of the project.

Individual electronic banners for the Facebook
Pages of each of the women plumbers.
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4.2 Promotion channels

The promotion channels that were used by the
women plumbers were:

1.

Local hardware stores, beauty parlors, ladies
gyms, qirls’ schools, minimarkets, women
NGOs and other female exclusive business-
es within their geographic target area.

Family and social networks.

Facebook Pages.

4.3 Promotion support

The project gave exposure to the women plumb-
er concept through:

1. PRreleases
2. Radio interviews
3. Project Facebook Page
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5. RESULTS OF THE PROGRAM

5.1 Candidates that fulfilled the design as-
sumption

To judge the results of the program, which was
intended for women to be able to deliver direct
plumbing services to clients, the measured results
should be consistent with the design assumption.

Of the 30 woman that participated in the program:

e 19 chose to deliver directly plumbing services
(63%)

e 5 chose to start plumbing related business
(17%)

e 6 chose to dedicate to deliver directly plumbing
services marginally (20%)

As mentioned, there were five women that chose
to start plumbing related business. Three were
providing plumbing services by hiring both male
and female plumbers, one partnered with a gen-
eral services contracting company to offer “women
plumber services” in Amman, and one was supply-
ing construction material and installation. These
women will not be considered in the evaluation of
the results of the program.

The other six women that chose to start food relat-
ed business, due to the opportunity they saw in
the grants of NEF, will also not be considered in
the evaluation of the program, as they will provide
plumbing services only marginally and not as a
permanent subsistence income. One example of
this group is Nehaya, who during June and July
reported performing 15 jobs with a total income of
15 JOD. She is currently receiving cooking les-
sons with NEF.

It has to be noted that of the 19 ladies that chose
direct plumbing services 14 had finished high
school, 5 had diplomas and none had a bachelor’s
degree. Of the 5 ladies that chose plumbing relat-
ed business, 1 had a high school education, 2 had
diplomas and 2 had bachelor’s degrees. Of the
other group of six ladies, all had only a high school
education.

5.2 Monitoring results

These monitoring results correspond to the activi-
ties of the 19 women plumbers from May to July
2016, to show trends of the performance of the
women plumbers, even though June and July
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were not typical months due to Ramadan and Eid
al-Fitr holidays.

To be considered a woman plumber, the woman
had to be providing consistent plumbing services
outside her family and social network AND must
be charging a price within the market price.

The women plumbers can be divided in three
groups:

Group 1: women that can be considered women
plumbers at the moment because they are working
outside their family and social networks AND
charging a price within the market price.

Group 2: women that still are developing their

market because they are working outside their
family and social network BUT are not charging a
price within the market price.

Group 3: women that have not gone outside their
family and social networks and have not started
providing direct plumbing services.

In the following table it can be seen the average
jobs, price and income of the members of the
three groups, as well as the number of women
plumbers in each group. The average price is in
JOD/job and the average income is in JOD/month.
Exchange rate at the moment of the publication is
of 1 JOD =0.708 USD.

MAY 2016 JUNE 2016 JULY 2016
# GROUP AVERAGE GROUP AVERAGE GROUP AVERAGE
JOBS PRICE |INCOME JOBS PRICE |INCOME JOBS PRICE INCOME
1 6 5.3 20.09 107.17 4.0 15.25 61.00 8.2 15.55 127.00
2 11 3.7 6.03 24.75 1.8 6.00 10.50 5.3 2.81 15.00
3 2 0.0 0.00 0.00 0.0 0.00 0.00 0 0.00 0.00
GROUP 1: ladies in this group indicated that during Ramadan

As can be seen, the average income and the num-
ber of jobs per month in group 1 quickly recovered
after June, even though Eid al-Fitr holidays were
in July. The trend is consistent and we consider
that this group of 6 women plumbers are in good
condition to have a permanent and sustainable
income generating activity in the plumbing ser-
vices.

GROUP 2:

As can be seen, the level of activity of this group
increased after Ramadan but they are still building
trust in their market on their skills, as they reduced
the average price per repair, though some of the
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it was more helping the people that needed their
help to do repairs.

It has to be noted that during June seven (7) of
these ladies didn’'t work because of cultural con-
cerns, and in July five of the ladies didn’'t work be-
cause of different reasons: moving from one
house to another, having a baby, traveling to visit
family abroad, working as volunteer in women’s
NGO, and working as assistant of one of the wom-
en plumbers of group 1. These five women have
indicated that they will reassume their plumbing
activities as soon as feasible.

In general terms the trend is good as well as the



motivation of the women of this group, having all
of them ratified their commitment to have sustaina-
ble incomes from the plumbing activity, making us
believe that this group of 11 women plumbers will
be in good condition to have permanent and sus-
tainable income generating activities in the plumb-
ing services in the near future.

GROUP 3:

This is a special group of two women that have
had no activity during these three months besides
their family and social networks, with zero income
generated, but that can be considered women
plumbers because of the strategies that they are
using to penetrate the market.

In one case the woman plumber was busy with her
visiting children that normally live in United Arab
Emirates (for their school vacations). She is very
actively promoting her business through her Face-
book Page and distributing promotional material
through other promotion channels in preparation
for September, when her children will return to
school in UAE.

In the other case the woman plumber is organizing
a training program for women on plumbing, part-

nered with a woman’s NGO.

Due to the level of activity shown by the two wom-
en, they can be considered woman plumbers hav-
ing in progress a permanent and sustainable fu-
ture in plumbing services.

CONCLUSION

The program can be considered a success, in that
63% of the candidates are currently working
providing plumbing services and/or building a mar-
ket for their activity outside their family and social
networks, having all performed plumbing services
beyond the practical training stage.

5.3 Further support for the women plumbers

It is our belief that the 19 women plumbers now
have the skills and motivation to create permanent
and sustainable income generating activities
providing plumbing services; nevertheless, in the
short term they will need additional technical and
marketing assistance that the project could not
provide. In the medium term they will need finan-
cial support to expand their level of activity.

In the short term, monitoring and experience shar-
ing is also a key factor for continued success, as
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the women plumbers must keep learning from the
best practices of their peers, and the increase in
income of some of them further motivates the oth-
ers.

To cover this need, the social and gender special-
ist of the Consultant and MCA-Jordan are in con-
versations with LENS program exploring the possi-
bility of creating a support program for the women
plumbers of the WSHs-A. If the social and gender
specialists succeed in their task, it is possible that
the women plumbers could have:

¢ Additional technical and marketing advisory
¢ Monitoring and best practices sharing event(s)

¢ Financial resources to expand their activities

e Eventually have support services (i.e. stock of
parts or transportation)

e Eventually have social services (i.e. health in-
surance or nursery)

This further support should be also extended to
the group of 5 women that are starting their plumb-
ing related businesses.
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In the case of the group of six women that are
aiming to start food related business, they already
have the support and mentorship of NEF.

The concept of a services cooperative would be
an interesting alternative, but the reality is that with
only 19 or 24 members, a service cooperative
would have a heavy economic burden to maintain
it. Maybe in the future, with a bigger number of
women plumbers it would be possible.

Another alternative would be to promote the crea-
tion of a “women’s service cooperative” amongst a
larger range of women’s economic activities, so
that the cost-benefit of being a cooperative would
be adequate for any woman in any trade. This
could be included in a LENS (Local Enterprise
Support) program, because it would need experts
in cooperatives for a proper design, promotion,
implementation and linkage to the international
cooperative system through ICA (International Co-
operative Alliance) or other cooperative federa-
tions or unions that could provide them continuous
support.



6. LESSONS LEARNT

The 21 months of implementation of the pilot
Woman Plumber Program provided many lessons
to scale up of the program in Zarga Governorate
or to replicate the experience in other Gover-
norates of Jordan and the Middle East. In general,
the lessons learnt can be applicable to any wom-
en’s economic empowerment initiative in new
commercial activities traditionally performed by
men.

6.1 Embrace local market and reality

Unless an initiative is aiming for a structural
change in the way things are undertaken in a
trade, it is important to know how things work in
the local environment, as they have an economic
logic. Trying to replicate experiences from other
economic environments will not work in the
timeframe of one project.

For example, in the developed world hiring a li-
censed plumber has an economic logic because it
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could affect house insurance and the sale price of
the house. In the case of the developing world
these economic elements don’t exist, so it is not
an element to consider when hiring a plumber.

Another key factor to consider is the investment
needed to start in a business. In the developing
world businesses such as plumbing require little
investment in tools and stocking of parts, in the
developed world the demand is higher as the cost
per hour of a plumber is higher, so it is expected a
plumber does the work as quickly as possible.
One full day of an average plumber in Jordan will
cost 15 JOD, while in Canada it will cost 100 JOD.

Due to this perceived situation the emphasis of the
relationship with VTC was not on their certification
as semi-skilled plumbers, but on the areas in
which the future women plumbers should acquire
the needed skills to be market ready after the
practical training.




6.2 Finding a niche in the market

To find a niche in the market a simple question
was asked: Why would | hire a female plumber
instead of a male plumber?

A multidisciplinary brainstorming session was held
by the Consultant team, gathering both senior and
junior staff and the following answers emerged
that summarize the discussion:

If a wife calls her husband, who is at work, to say
there is a big leakage in the kitchen and the house
is flooding, they can call a female plumber to solve
the problem, or the husband can lose a day’s work
trying to solve the problem while a male plumber is
in the house. The key word is security.

If in a ladies gym there is a leakage that can flood
the business, they can stop the activities at the
gym and call a male plumber to solve the problem,
or they can hire a female plumber and continue
regular business during the day. The key word is
money.

The concepts of “family security” and “saving mon-
ey” were openly discussed with our stakeholders
and there was consensus that the rationale was
logical and that a niche in the market exist-

ed.
6.3 Profile of the candidates

There were four conditions to determine the profile
of the candidates:

Age between 25 and 40

The minimum age of 25 proved to be a good
choice, because the women managed well with
some minor episodes of harassment (basically
disrespect) while doing their practical training in
the houses of the NAF beneficiaries. Due to this
we would recommend to maintain the lower age
limit to 25 for candidates of a future program.
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There was no problem with the candidates that
exceeded the age of 40 with regards to the physi-
cal requirements of the trade; nevertheless, they
were less familiar with Facebook (some didn’'t
have a Facebook account), which made them less
likely to use this promotion channel, despite its
popularity in Jordan. Due to this fact we would rec-
ommend to maintain the upper age group to 40
years of age.

Security and health clearance

During the implementation of the program there
were no security or health incidents involving the
candidates, so it is advisable that these clearanc-
es are maintained.

Minimum level of education of 9" grade

All the candidates had finished high school, with
nine having post-secondary education. None of
them had problems assimilating the theoretical
training provided by VTC and they all passed the
exam. The pilot program can only assure that any
high school graduated can successfully accom-
plish the program, having no experience with
women who had less than a high school educa-
tion.

Nevertheless, it would be advisable to establish an
upper limit. Of the group of 19 women plumbers
14 had completed high school and 5 had a diplo-
ma. None had a bachelor's degree. Of the top 6
women plumbers that are currently providing full
plumbing services 5 have high school and 1 has a
diploma. Due to this experience it would be advis-
able to establish as upper limit to have completed
high school studies, and do an exception for wom-
en with diploma based on their motivation.

Family acceptance

The family acceptance was important, because
the fathers, husbands, brothers and even teenage



sons defended their participation in the women
plumber program, and helped in minding younger
children when the candidates had activities.

It has to be mentioned that some of the women
with small children made a great effort to comply
with the activities of the program. In future pro-
grams it would be relevant to consider a nursery
for the pre-school children of the participants.

6.4 Motivation of the candidates to enter the
WPP

The motivation of the candidates to enter the pro-
gram allowed them to complete the three first
stages of the program; nevertheless, six women
chose to switch to food industries when they had
the opportunity of an economic activity that would
allow them to attend to their small children at
home (all with only high school education), and
five women chose to do plumbing related business
(2 with bachelor's degree and 2 with diploma)
once they knew the trade.

The 19 women that committed to be women
plumbers have a solid motivation that can be
grouped in the following categories:

e Their family income is low and they need to
supplement it for the wellbeing of their families.

e Women that want to support their younger
brothers or sons to study a career.

e Women that have their husbands working
abroad to support their families.

e Single women that have limited family support
and want to be independent.

To seek women with these types of drivers is im-
portant for the success of a program of this nature,
so the selection committee must pay a lot of atten-
tion to it during the interviews.
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6.5 Empowering women to break barriers

For a woman to perform as a woman plumber, she
must first break family, social and cultural barriers.

In a traditional society the barriers that prevent
women from working can be summarized in the
following way:

1. Women have multiple roles, responsibilities
and obligations towards their families and lack
of adequate time management to balance
them.

2. Lack of confidence and trust by the society in
women’s skills to perform in male activities.

3. Negative social norms, traditions and customs
regarding women work.

4. Restricted female freedom and movement by
the society and culture.

5. Social stigma that working women are always
careless about their families and house re-
sponsibilities.

6. Lack of confidence among women which de-
creases their ambition and competitive spirit.

7. Guilt feelings among women for leaving fami-
lies and children responsibilities to work away
from home.

8. Male guardianship over female members of
the family.

9. Lack of family and tribal support.

Though the last two barriers were dealt with by the
project explaining to families the outline of the
stages, and the care the project would take to
guarantee the safety of the candidates, the other
barriers would have to be broken by the candi-
dates themselves. These include internal barriers
and those within their family and social circles.



Jordan is a progressive country, and Amman, due
to its multiculturalism, has a respectful and tolerant
society. Zarga and Russeifeh are conservative
and traditional societies, though Zarqa is more
conservative than Russeifeh. The range of age of
the candidates represented multigenerational in-
teraction of different generational lifestyles.

Balancing responsibilities

To help the trainees balance their family and pro-
gram responsibilities, the trainings of the first three
stages were scheduled in order to allow the train-
ees to have enough time fulfil their family respon-
sibilities. This helped them with time management
and balancing both responsibilities, which made
them confident that they were capable of manag-
ing both.

Developing confidence in their skills

At the beginning of the program several women
doubted if they would be able to acquire the need-
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ed technical skills to perform well in a trade tradi-
tionally for men. The breaking point for the train-
ees to trust in their acquired technical skills was
passing both the theoretical and practical exams
at VTC. During the practical training in real repairs
they consolidated this confidence to an extend in
which they would do small repairs within their fam-
ily and social circles, being market ready when the
fourth stage started.

Support Interaction with plumbers, clients and
suppliers

The program had a zero tolerance policy regarding
the respect that should be shown to the trainees,
even in the use of language. Soon the trainees
saw that both the trainers at VTC and of the Con-
tractors -during the practical training- was patient
and respectful, generating in them a positive feel-
ing with regards to their capabilities to communi-
cate with strangers. They understood that they
were fulfilling a market need, so they interacted



with this belief with the clients. When dealing with
suppliers they learnt that they were simply estab-
lishing a commercial relationship that would bene-
fit them both.

Building on these three pillars they were soon ca-
pable of defending their own position within their
family and social circles, showing that they were
fulfilling an important role in the society within their
market niche.

6.6 Market readiness

Market readiness is the state of preparedness of a
person to meet a situation and carry out a planned
sequence of actions demanded by the market.

To be prepared for the market in the plumbing
trade meant that the women plumbers should
know:

1. Their niche in the market and its needs (i.e.
ladies businesses)

2. How to do the plumbing repairs that the mar-
ket could demand from them (i.e. types of re-
pairs)
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3. Limitations and when to hire assistants or a
partner (i.e. heating systems)

4. How to cost the works (i.e. cover all your
costs and expected profit)

5. How to deal with suppliers (i.e. the hardware
store)

6. How to keep customers and get referrals (i.e.
customer relations)

7. How to promote their services (i.e. promotion
channels and material)

8. How to keep track of the demand (i.e. most
frequent jobs performed)

9. How to keep their finances in order (i.e. don'’t
overspend)

The program was designed to cover both in theory
and practice all the elements listed above to make
the women plumbers market ready, through the
four stages of the program. The cohesive group
that the trainees formed since the beginning of the
program, allowed them to easily share their experi-
ences and best practices to make them more con-
fident in their readiness. The gradual small jobs
that they did within their family and social circles at
an early stage -encouraged by the program-, gave
them the needed confidence in their readiness to
go beyond their circles.

6.7 Business skills

Any knowledge about business is good; neverthe-
less, a self-employed plumber must know basic
elements of the trade and how to deal with them,
including the characteristics of their target market,
how to penetrate the market and basic bookkeep-
ing. An introduction to these topics was delivered
during the third stage training, which enabled a
more specific guidance at the beginning of the
mentoring stage.

After an initial group training during the kick-off
workshop of the mentoring stage, where the 19



women plumbers were focused on their niche in
the market and how they should determine their
own geographic market (to avoid initial competition
between them instead of a healthy collaboration),
the group was split into smaller groups. Each re-
ceived guidance on the plumbing business trade,
cost structure, suppliers’ policies and negotiation,
sales and promotion channels, growth strategies,
promotion material, trust building and getting refer-
rals.

When a broad income generating activity program
is designed, this is not often an easy task; never-
theless, when structuring a focused program this
is a must.

6.8 Understanding sales channels

There was a wrongly perceived idea that to deliver
plumbing services the women plumbers would
need a shop. This wrong perception was gradually
changed when the trainees interacted with the
male plumbers during the practical training and
they learnt about fixed and variable costs.

The women plumbers understood that their prima-
ry sales channel was the smartphone provided to
them, so they should keep the phone number to
avoid the potential clients not being able to reach
them.

They were also taught about other sales channels
(i.e. hardware stores) that could be effective within
their defined geographic market provided that a
commission policy was put in place, otherwise it
would only be a promotion channel. The women
plumbers learnt to differentiate between a promo-
tion and a sales channel.

They learnt that in an ideal business world all the
costs are variable.

6.9 Understanding promotion channels

There was a misconception by the women plumb-
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ers on how the promotion should be undertaken
for a plumbing service, as they tended to think
they would need massive instead of targeted pro-
motion.

They were informed that the project would pro-
mote the concept of female plumbers and their
ability to attend the specific needs of the market
through PR releases, radio interviews and Face-
book; but they should establish their own promo-
tion channels within their target geographic mar-
ket.

The women plumbers quickly assimilated the con-
cept of targeted promotion, understanding that
they should manage the expectations of their po-
tential clients to avoid having calls from outside
their operations area (i.e. Azraq).

To target potential customers they would initially
use three promotion channels, which they could
expand in the future according to their expected
increase in level of activities.

e Family and social networks
e Business networks within their marketplace

e Facebook page
6.10 Partnering with key suppliers

Key partners in any business are the suppliers,
both of goods and services. In the particular trade
of the women plumbers their key partners would
be their transportation service providers (until they
had their own vehicle) and the neighborhood hard-
ware store (until their level of activity allowed them
to go for the big suppliers’ prices).

With regards to the neighborhood hardware store
they learnt to negotiate with the owner so that they
could receive a discount over the price list, thus
improving their competitiveness. They would also
need to set up a system to accept jobs when the
payment could not be immediate (i.e. husband is



working and the repair is urgent), and have a cred-
it line to have available a stock of parts that would
prevent them losing time going to the hardware
store in some cases.

6.11 Building trust with clients and the commu-
nity

The decision to hire the services of a plumber is
based on trust. Trust that the plumber has the nec-
essary skills to do the work, trust that he/she will
use the right material, trust that he/she will advise
about the quality vs cost of the material, trust that
he/she will come to do the work when he/she
says, trust that the repair will take the time indicat-
ed, and trust that he/she will be available if there is
something wrong with the work.

This trust is gained in both male and female
plumbers in the same way. A new-comer to the
trade in the neighborhood will have to gain trust.
Nevertheless, a female plumber will have to over-
come the bias that plumbing is a man’s activity
and that she might not have the needed skills to
do the work.

To overcome this bias, the trust should be gained
through referrals of their work. The strategy to do
so was to go from family and social networks that
knew them and could take the risk, towards the
neighborhood, and from there further to all their
target geographic market using the social media to
promote their work.

In some cases, the male plumbers that were in
charge of the practical training saw the advantage
of having women plumbers, and after witnessing
their market readiness, used them as assistants or
partners for their private works.

At the time of this publication, there is a group of
six women plumbers that are working within the
market price and eleven that are working under
the market price generating trust in their skills.

In parallel, the project has given them exposure
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through press releases, radio interviews and social
media; emphasizing the process they passed to
acquire market readiness.

6.12 Promoting Sustainability

Sustainability is the ability to continue a defined
behavior indefinitely; in the case of the program,
the continuation of the women to perform in the
plumbing trade in the future, having it as their pri-
mary source of income.

Is the WPP sustainable? At this time the answer
can only be that the trend is good with the 19
women plumbers; nevertheless, this will only be
categorically affirmed when the women of the pro-
gram reach a monthly income due to their plumb-
ing activities of over 200 JOD, aiming to reach 400
JOD that is the average income of a plumber in
Zarqa Governorate.

To guarantee this outcome further support for the
women plumbers indicated in sub-section 5.3
should be put in place.

For future programs it is advisable to have a men-
toring stage of 12 months, during which the suc-
cessful candidates should have acquired an aver-
age income similar to the male income for the
trade.
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