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Abstract

This study aimed to demonstrate the role of Demarketing in influencing
consumers' awareness towards rationalizing electricity consumption, the main
problem of the study was the increasing demand for electricity amidst limited
supply and weak awareness of its rational consumption by beneficiaries, which
led to a decrease in the hours of electricity availability in the city of Mosul.
Based on the above, the main question is: "Does Demarketing reflect on
beneficiaries' awareness in rationalizing electricity consumption?" From this
general question, several sub-questions arise :

1- Is Demarketing effective in rationalizing electricity consumption?

2- To what extent are beneficiaries aware of Demarketing methods?

3- Is there a significant correlation between Demarketing and consumer

(beneficiary) awareness?

4- Is there a significant impact of Demarketing on consumer (beneficiary)

awareness?

To answer these questions, a set of main and sub-hypotheses was
formulated, and data related to the study variables were collected through a
questionnaire prepared for this purpose, The questionnaire was distributed to a
sample of electricity consumers in the city of Mosul, with a total of (592)
guestionnaires, of which (564) were valid for statistical analysis, Based on the
analytical method, the validity of these hypotheses was tested using a set of
statistical methods to obtain frequencies, percentages, means, and standard
deviations using statistical programming (Amos.\VV24, SPSS.V26).

The study reached a number of conclusions, the most important of which is
that Demarketing is related to significant positive relationships at both the
general and specific levels between its tools (price increases, reducing
distribution channels, counter-advertising) and the dimensions of consumer
awareness (culture, perception, learning), Moreover, Demarketing tools,
particularly counter-advertising, help rationalize electricity consumption,
indicating the necessity of focusing on it to achieve successful implementation
of Demarketing.

Based on the conclusions reached by the study, a number of suggestions
were presented, the most important of which are: using counter-advertising
against excessive electricity consumption through websites and social media,
and religious institutions should work on intensifying sermons and guidance
regarding the prohibition of wastefulness of blessings, including electricity, the
possibility of introducing a prepaid system for collecting electricity
consumption fees.

Keywords: Demarketing, consumer awareness, rationalization of electricity
consumption.
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