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EXECUTIVE SUMMARY
The CRD has seen significant reduction in water use over the past ten years, but water use for
showering is still a concern. Since showering ranks the second highest in terms of in-home
water use and is third highest in energy use in the home, the CRD realized that the
environmental impact of reducing showering times in the region’s households would be positive.
To this end the CRD commissioned a series of focus groups to investigate current showering
behaviour, to determine what aspects of the showering behaviour could be changed, and to
test ways of motivating people to take shorter showers.

Most people feel that they are “average” in terms of showering time.
 For both themselves personally and their household as a whole, people generally felt
that their showering time was comparable to that of others residing in the CRD. The
accuracy of this perception was called into question during the focus group discussions,
with some participants revising their view in light of what they heard others say.
Nevertheless, it is important for the CRD to be aware that most people do not see
themselves as water-wasters or consumers of large amounts of water.

Two considerations emerged as strongest determiners of shower length.
 The most frequently-cited determiner of shower length was a combination of the need
to achieve cleanliness and the related notion of what needs to be accomplished in the
shower (e.g., the routine of washing, shaving, washing one’s hair, etc.).
 Time constraints was another important determinant of shower length. Busy people
tend not to linger in the shower, since such behaviour could make them late for class,
for work, or for a social event.

Societal expectations seen as a strong influencer on showering behaviour.
 Consistent with the perceived importance of cleanliness as a major determiner of shower
length, people feel that societal expectations in terms of cleanliness influence their
showering behaviour. It is viewed as “inconsiderate” not to be clean and odour-free.

The perception of having “free water” represents a challenge for the CRD.
 People who do not pay for their water consumption directly are difficult to target with
conservation messages. The perception of something being “free” is closely linked to
wastefulness. Renters or people who live in townhouse/condominium complexes where
water is included in the rent or strata fees have no financial motivation to conserve
water.
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Morning showers are not the norm.
 One of the prominent findings of the research was that people who shower in the
morning are by no means in the majority. Many shower in the evening or at various
different times throughout the day. Designing advertisements that target only morningshower people will miss a large portion of the population.

Scope to change some aspects of showering to enhance water conservation.
 There was great resistance to the idea of taking fewer showers overall; people felt that
they simply would not be clean if they did not shower as often as they presently do.
 People were, however, willing to try to take shorter showers. There is the potential for
achieving some success with a campaign to target this behaviour.
 There is also scope to educate people about how much water is wasted when the
shower is being warmed up. Most participants had never considered warming up the
shower as a significant use of water.
 A campaign to introduce the turn-on/turn-off method of showering might also meet with
some success if it were conducted during the warmer months of the year.

Bus ads and community newspapers deemed best for communication.
 Notwithstanding the popularity of social media, participants of all ages were in
agreement about the effectiveness of bus ads for disseminating CRD messages. Ads on
the outside of busses were deemed the most effective, because they would be seen by
people at bus stops, people in cars, people on bicycles, and pedestrians.
 Participants also expressed support for ads in community newspapers, but this
information vehicle was not quite as popular as bus ads.
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SECTION 1: RESEARCH METHODOLOGY
1.1

Background and Research Objectives
In the summer of 2014, the Capital Regional District (CRD) Parks and Environmental
Services – Environmental Partnerships initiated a focus group research project in order to
gain insight into residents’ showering behaviour. The CRD has seen significant reduction in
water use over the past ten years, but water use for showering is still a concern. Since
showering ranks the second highest in terms of in-home water use and is third highest in
energy use in the home, the environmental impact of reducing showering times in CRD
households would be positive.1
The CRD undertook a literature review and provided the Consultant with the following
findings:
1. There is little insight by users into how much water is actually consumed.
2. There is little understanding of the connection between water use and energy.
3. There are competing motivations (hygiene, luxury and relaxation) that favour higher water
use. Potential conflicts include a desire for home improvements and spa-like bathrooms
(e.g., multi-headed showers, power shower heads), and a strong (and culturally reinforced)
desire to prioritize hygiene, cleanliness and relaxation. There is a perception of the value of
a shower as “me time.” People are of the opinion that longer shower times mean greater
cleanliness.
4. Highest showering time and therefore higher water use is most likely found in the 18 to 34
age group.
5. In addition, evidence has shown that the presence of children (especially teenagers)
increases the chances of higher water use.
6. There is no significant difference between males/females with respect to the duration of
showering time.
7. While the impact of social norms may be weak at present, individuals are influenced by what
others do, particularly “people like them” (i.e., people with whom they personally identify and
to whom they relate, such as family or peers).

To investigate the accuracy of the findings of the literature review in the CRD, the CRD
commissioned a series of focus groups in the hope that the information gleaned could
potentially be used to develop a CRD-focussed behaviour-change strategy.

1

This background information was provided to the Consultant by the CRD.
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1.2

Scope of Work
The general scope of work for this focus group research is outlined below:
 design a screening document to recruit the appropriate participants
for the focus groups and use it for recruitment,
 design and program a pre-focus-group questionnaire for recruited
participants to complete online prior to attending their group, and
monitor completions,
 design a moderator’s guide for the focus groups,
 conduct the focus groups,
 data analysis, and
 preparation of a report.
Research activities are described in detail in the following section.

1.3

Research Activities
The Consultant completed the following activities for this research project:
1.3.1 Development of Screener
In consultation with the CRD, the Consultant designed a screening document, which may be
viewed in Appendix A. In addition to the standard industry disqualifying questions (e.g.,
working in marketing, market research, advertising), the screener also served to eliminate
individuals who worked for the CRD, who did not have a working shower in their home, or
who bathed rather than showered. On the basis of their responses to the various screening
questions, potential participants were assigned to the appropriate group. The original
criteria for the various groups are given below:
Group 1: Mixed gender:

18 to 24-year-olds, single, living at home with parent(s)/other
family members, or living with others (not family members), mix of
working and not working

Group 2: Mixed gender:

18 to 24-year-olds, single, living alone, mix of working and not
working

Group 3: Males only:

18 to 24-year-olds, single, living at home with parent(s)/other
family members, living with others (not family members), or living
alone, mix of working and not working

Group 4: Females only:

18 to 24-year-olds, single, living at home with parent(s), living with
others (not family members), or living alone, mix of working and
not working
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Group 5: Mixed gender:

25 to 34-year-olds

Group 6: Mixed gender:

35 to 54-year-olds (preferably those with children at home,
teenagers if possible) MAXIMUM 2 WITHOUT CHILDREN

Group 7: Mixed gender:

55 years of age or older

1.3.2 Recruitment
Recruitment was initiated at the beginning of October 2014. Using R.A. Malatest &
Associates’ subscription to the ASDE Survey Sampler lists for Victoria, households were
phoned for focus group participation. During the phone call with the land line of a
household, every effort was made to obtain contact information for any individuals between
18 and 24 years of age (who are very likely to have only a cell phone). Intercept activities
were also undertaken for the 18 to 24 age group. Anyone in this age group with whom
contact had been established was encouraged to pass information about the focus group on
to any other individuals his or her age. The Consultant also prepared publicity materials
(provided in Appendix B) and posted these at various post-secondary campuses and other
locations where youth might see them. Word-of-mouth proved to be by far the most
effective way of recruiting the younger participants.
The Consultant recruited ten participants for each of the seven focus groups. For most of
the groups it was possible to recruit up to two back-up individuals who agreed to step in at
the last minute if there was a cancellation on the part of another participant.
The one group that caused some difficulty was Group 2 (18-24, mixed gender, living alone);
very few individuals between the ages of 18 and 24 are financially in a position to live alone.
In the end, CRD approval was obtained to include two “living with others” in this focus
group so that a sufficient number of participants could be attained.
1.3.3 Design and Programming of Pre-Focus-Group Questionnaire
The CRD provided a very long list of information to be obtained from this research project.
Upon review, the Consultant realized that it would be impossible to explore everything in a
traditional two-hour focus group time slot. It was also apparent that participants could
better provide some of the required information in private (i.e., without the influence of
hearing the answers of others in the group). Both to save time and to ensure more
accurate answers, the Consultant proposed a pre-focus-group questionnaire, or “homework”
assignment for recruited participants. The Consultant and the CRD determined which
information would be better suited to a questionnaire format. The Consultant designed the
questionnaire and submitted it to the CRD for feedback. Once a final version had been
approved, the questionnaire was programmed for online administration. Before going to
field, it was rigorously tested. The final homework questionnaire is given in Appendix C.
Participants who were successfully screened and recruited for the focus group (as well as
those who had agreed to serve as back-ups) were emailed a link to their personal
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homework questionnaire. Recruitment staff kept track of which participants had completed
the questionnaire and sent reminder emails to those whose “homework” was still
outstanding. The CRD and R.A. Malatest & Associates had decided that only participants
who had completed the questionnaire would be permitted to attend the focus group.
Participants were, however, very conscientious about completing their “homework” and it
was not necessary to turn anyone away from the focus groups.
1.3.4 Development of Moderator’s Guide
Research questions that were not covered in the “homework” questionnaire were
incorporated into the moderator’s guide. The guide was designed to facilitate focus groups
of approximately two hours. The CRD reviewed the guide and made suggestions for
additions or deletions.
To maintain participant interest and involvement, the guide was designed to include a
number of different activities in addition to the traditional round-table discussions; these
included sorting of cards, posting responses around the room, examining shower monitors
and other devices, and responding to a PowerPoint presentation. The PowerPoint
presentation was used in several ways: to guide the discussion in one activity, to provide
information about the shower monitors and other devices, and to present the advertising
messages to be tested on the participants.
Both the moderator’s guide and a printout of the accompanying PowerPoint are provided in
Appendix D.
1.3.5 Conducting Focus Groups
The focus groups were conducted on October 23, October 27, October 28, and October 29,
2014. The focus groups were all approximately two hours in duration. Focus group
attendance was good, ranging from eight to all ten recruited participants. Most focus
groups had nine participants attending. Discussion was generally lively, and participants
seemed keen to explore showering behaviour and discuss options for modifying this
behaviour.
At the conclusion of the group, participants received a gratuity of $75 and a package from
the CRD (containing a waterproof shower timer, a plastic bag for measuring the water
output of their showerhead, dye tablets for finding toilet leaks, and various pamphlets/other
CRD literature) in appreciation of their participation.
The spreadsheets outlining the characteristics of the participants in the various groups (with
all names removed) are given in Appendix E. Their employment and dwelling characteristics
are given in Table 1-1.
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Table 1-1
Focus Group Participants (Employment Status and Dwelling Type)
Not working

Working full-time

Working part-time

(including students who
work full-time)

(including students who
work part-time)

(either unemployed or
students who are not
working at a job)

Group 1 (18-24, mixed gender, living with others)

20%

50%

30%

Group 2 (18-24, mixed gender, most living alone)

13%

50%

38%

Group 3 (18-24, males)

22%

67%

11%

Group 4 (18-24, females)

11%

67%

22%

Employment Status*

Single
detached

Semi-detached

Townhouse/
Row Housing

Apartment/
Condominium

Group 1 (18-24, mixed gender, living with others)

60%

0%

10%

30%

Group 2 (18-24, mixed gender, most living alone)

0%

0%

0%

100%

Group 3 (18-24, males)

56%

22%

11%

11%

Group 4 (18-24, females)

56%

22%

0%

22%

Group 5 (25-34, mixed gender)

33%

0%

22%

44%

Group 6 (35-54, mixed gender, most with children

67%

22%

11%

0%

22%

22%

22%

33%

Dwelling Type

at home)

Group 7 (55+, mixed gender)

Source: Recruitment screener (see Appendix A).
Note: The numbers will total to more than the number of focus group participants, as some individuals fell into more than
one category (e.g., student and working part-time).
*Participants in Groups 5, 6, and 7 were not asked whether or not they were working as this characteristic was not part of the
selection criteria for these groups.

1.3.6 Data Analysis and Reporting
The “homework” questionnaire data was tabulated; it is presented in Appendix F. The data
includes the questionnaires of individuals who actually attended the focus group, as well as
those completed by individuals who were subsequently unable to come and those from
individuals who had agreed to serve as back-ups. The decision to include all completed
questionnaires was made in consultation with the CRD. Readers are cautioned that this
data should not be viewed as a statistically significant survey. It represents information
gathered from these focus group participants only and cannot be extrapolated to the entire
population of the CRD.
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To accommodate the CRD’s request for an estimated “average shower time”, mean scores
were calculated for question C6 on the Homework Questionnaire. Mean scores are usually
calculated only for Likert scales, so applying this calculation to a “minutes of showering”
scale was somewhat unorthodox. It was, however, the only way to gain some insight into
the “average shower time” of the questionnaire respondents. For the five-point “minutes of
showering” scale, mean scores were calculated as follows:
(the number of individuals responding “less than 5 minutes” x 1) plus
(the number of individuals responding “5 to 7 minutes” x 2) plus
(the number of individuals responding “8 to 10 minutes” x 3) plus
(the number of individuals responding “11 to 15 minutes” x 4) plus
(the number of individuals responding “more than 15 minutes” x 5)
divided by the total number of individuals expressing an opinion.
These calculations yield a score out of 5 that can then be loosely related back to the time
increments. This was by necessity a subjective process.
The focus group recordings were transcribed and reviewed during the preparation of this
report. The data from the various focus group activity worksheets, etc. may be found in
Appendix G.
Both the “homework” and the focus group findings were synthesized in the preparation of
this report in order to address the objectives of the research provided to the Consultant by
the CRD.
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SECTION 2:
2.1

“HOMEWORK” QUESTIONNAIRE FINDINGS

Verification and further questions
The first section of the homework questionnaire included verification questions to confirm
that the responses given to the screener were correct.2 It did, however, also include
questions about how respondents' showering behaviour was influenced by their occupation
and about the hardware in their shower.
2.1.1 Job Affecting Showering Behaviour
A6.

Would you say that your occupation (i.e., what you do in the way of a job)
influences your showering habits?

Occupation does affect showering behaviour. If the respondent's job is somehow perceived
as “messy”, then more frequent showers are required. Messy jobs range from physically
intense work, working outdoors, working indoors in food preparation, and working in health
care. Showering behaviour is also influenced by the requirement to turn up at work looking
clean and presentable. Interestingly, two respondents (one in Group 2 – 18-24, mixed gender,
most living alone and one in Group 6 – 35-54, mixed gender, most with children at home) provided
comments that suggested that fitness somehow also fell under the rubric of work.
Only in Group 2 (18-24, mixed gender, most living alone) and Group 6 (35-54, mixed gender, most with
children at home) did the majority of respondents (67%) indicate that their job impacted their
showering behaviour.
The most unusual comment about how showering behaviour was affected by occupation
came from a respondent in Group 4 (18-24, females):
“I observe an excess amount of waste in health care on a daily basis, which

prompts me to be conscious of my consumption of natural resources and the
waste I produce.”
2.1.2 Shower Hardware in Home
A7(a) What type of a shower do you have in your home?
Respondents were also asked two questions about their shower hardware. Table 2-1
presents the findings with respect to the water efficiency of respondents' showerheads. The
table shows that, in most groups, the majority of respondents had no idea how water
efficient their showerheads were. Only in Groups 5 (25-34, mixed gender) and 6 (35-54, mixed
gender, most with children at home) – where there was greater likelihood of individuals owning
their own home and consequently paying their water costs directly3 – were the majority of
2

The verification questions are not reported on here.
One focus group participant in the 25-34 age group commented: “I wonder if an older demographic would be
more observant of their money – being in apartments where it is all included, versus being a homeowner?” A

3
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respondents aware that they had a water-efficient showerhead installed. A surprising
finding is that no one in Group 7 (55+, mixed gender) said that his/her showerhead was “not
water efficient”, yet during the introductions, one gentleman stated that he came to the
focus group for the purpose of saying: “My shower floods out like Niagara Falls. I would
like that to be known, I guess.” Perhaps this person was uncertain whether it was a
showerhead problem or a water pressure problem and chose “don't know” instead of “not
water-efficient.”
Table 2-1
Showerhead Water Efficiency
Very water
efficient
(7 litres per minute
or less)

Water efficient
(just over 7 to 9
litres per minute)

Not water
efficient
(10 litres per
minute or more)

Don't
know

Group 1 (18-24, mixed gender, living with others)

0%

36%

0%

64%

Group 2 (18-24, mixed gender, most living alone)

10%

30%

0%

60%

Group 3 (18-24, males)

9%

27%

0%

64%

Group 4 (18-24, females)

0%

18%

9%

73%

Group 5 (25-34, mixed gender)

0%

55%

0%

46%

Group 6 (35-54, mixed gender, most with children

8%

58%

0%

33%

30%

10%

0%

60%

at home)

Group 7 (55+, mixed gender)

A7(b) Does your shower have multiple showerheads?
Spa showers were not prevalent among the respondents. In most groups, no one had a
shower with multiple heads. One respondent in each of Groups 5 (25-34, mixed gender) and 6
(35-54, mixed gender, most with children at home) stated that there was a shower with multiple
heads in his/her household. In Group 3 (18-24, males) there were, three respondents who
reported having a shower with multiple heads. Multiple heads are, however, not the only
factor that can influence the “spa-ness” of a shower and, hence, lengthen showering time.
One respondent in Group 7 (55+, mixed gender) commented during the focus group: “With
the hand-held, you have the choice of all the pulses. You keep it on because it feels so
good.”

focus group participant in the 35-54 age group commented: “The only real way [to effect change] is to meter
everybody individually. If you could show what it was costing you for heat and water, I suspect that would have
a tremendous effect.”
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2.2

Household Composition and Showering Habits
2.2.1 Household Size and Composition
B1.

Including yourself, how many people are currently living in your household? Please
specify the number of people.
(a) ____ adult(s) (18 years of age or older; this may include roommates)
(b)  none
____ adolescent(s) aged 13 to 17 years
(c)  none
____ child(ren) aged 12 years or younger

The household composition for the various respondent groups is given in Table 2-2. As
would be expected, the smallest households were seen in Group 2 (18-24, mixed gender, most
living alone) and Group 7 (55+, mixed gender).
Table 2-2
Household Composition
Average number
of adults (18
years of age and
older)

Average number
of adolescents
(13 to 17 years
of age)

Average number
of children (12
years of age or
younger)

Group 1 (18-24, mixed gender, living with others)

2.6

0.5

0.2

Group 2 (18-24, mixed gender, most living alone)

1.4

0.1

0.2

Group 3 (18-24, males)

3.0

0.2

none

Group 4 (18-24, females)

3.6

0.3

none

Group 5 (25-34, mixed gender)

1.9

none

0.5

Group 6 (35-54, mixed gender, most with children at

2.1

0.8

0.8

1.6

none

none

home)

Group 7 (55+, mixed gender)

2.2.2 Total Number of Showers per Week
B2.

In a typical week (i.e., 7 days), what is the average TOTAL number of showers
taken by ALL the various people in your household?
Adult(s) (18 years of age or older)
showering at home
 none ____ showers per week
showering elsewhere
 none ____ showers per week
Adolescent(s) (aged 13 to 17 years)
showering at home
 none ____ showers per week
showering elsewhere
 none ____ showers per week
Child(ren) (aged 12 years and under)
showering at home
 none ____ showers per week
showering elsewhere
 none ____ showers per week

The findings for adults are presented in Table 2-3. As shown in the table, the majority of
respondents and their fellow adult household members shower at home. In most
households most adults do not shower every day. Only in two groups, Group 3 (18-24, males)
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and Group 5 (25-34, mixed gender), was the average number of showers per adult per week
greater than seven.
Table 2-3
Total Number of Showers
(Adults only, adolescents and children are not included)
Average number of
household showers by
adults

Group 1 (18-24, mixed gender, living with others)
Group 2 (18-24, mixed gender, most living alone)
Group 3 (18-24, males)
Group 4 (18-24, females)
Group 5 (25-34, mixed gender)
Group 6 (35-54, mixed gender, most with children at home)
Group 7 (55+, mixed gender)

13.9 (home)
0.9 (elsewhere)

6.6 (home)
0.4 (elsewhere)

18.9 (home)
4.0 (elsewhere)

19.2 (home)
1.1 (elsewhere)

15.5 (home)
0.9 (elsewhere)

11.0 (home)
1.3 (elsewhere)

6.3 (home)
0.3 (elsewhere)

Average showers
per adult per
week*

5.6
5.0
7.6
5.6
8.6
5.9
4.1

* The average number of showers per adult was calculated by summing the number of showers at home and elsewhere
and then dividing by the average number of adults in a household for that group (using the data from household
composition in Table 2-2).

The findings with respect to adolescents and children are given in Table 2-4. Given the
small number of adolescents and children in the households of questionnaire respondents,
the results can only be used to state that adolescents shower more frequently than children.
Respondents were not specifically asked about the length of the showers taken by the
children and adolescents in their households.
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Table 2-4
Average Number of Showers per Week
(Adolescents and Children only)
Average showers per
adolescent per week*

Group 1 (18-24, mixed gender, living with others)
Group 2 (18-24, mixed gender, most living alone)
Group 3 (18-24, males)
Group 4 (18-24, females)
Group 5 (25-34, mixed gender)
Group 6 (35-54, mixed gender, most with children at home)
Group 7 (55+, mixed gender)

Average showers
per child per week*

6.8 (home)

3.0 (home)

0.0 (elsewhere)

0.0 (elsewhere)

7.0 (home)

1.0 (home)

0.0 (elsewhere)

0.0 (elsewhere)

10.0 (home)

no households with
children

0.0 (elsewhere)

9.5 (home)
0.0 (elsewhere)

no households with
children

no households with
adolescents

1.5 (elsewhere)

1.0 (home)

8.5 (home)

4.0 (home)

0.5 (elsewhere)

0.7 (elsewhere)

no households with
adolescents

no households with
children

* The average number of showers per adolescent/child was calculated by summing the number of showers at home and
elsewhere and then dividing by the average number of adolescents/children in households that reported
adolescents/children.

2.2.3 Time of Day Showers Are Taken
B3.

Including yourself, what is the usual time of day that people in your household take
showers at home?
Adult(s) (18 years of age or older)
 in the morning  in the evening  varies too much to say
Adolescent(s) (aged 13 to 17 years)
 in the morning  in the evening  varies too much to say  none/bathe only
Child(ren) (aged 12 years and under)
 in the morning  in the evening  varies too much to say  none/bathe only

Respondents and their household members showed great variation in terms of when they
took showers:
 Among adults there was a slight preference for morning showers, but as shown in
Table 2-5, the proportion of respondents who said that “it varies too much to say”
was often quite high. For example, in Groups 4 (18-24, females) and 5 (25-34, mixed
gender) more than half of the respondents said their showering times varied too
much to say.
 Adolescents were fairly evenly divided between showering in the morning and
showering in the evening.
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 Children generally showered in the evening before bed or took baths instead of
showers.
Table 2-5
Usual Time of Day for Showering
(Adults only, adolescents and children are not included)
Morning

Evening

Varies too much to say

Group 1 (18-24, mixed gender, living with others)

37%

27%

37%

Group 2 (18-24, mixed gender, most living alone)

80%

20%

0%

Group 3 (18-24, males)

55%

9%

36%

Group 4 (18-24, females)

18%

9%

73%

Group 5 (25-34, mixed gender)

18%

27%

55%

Group 6 (35-54, mixed gender, most with children at home)

67%

17%

17%

Group 7 (55+, mixed gender)

50%

10%

40%

2.2.4 “Averageness” of Household
B4.

Thinking now about your household as a whole, and compared to other households
like yours (i.e., with the same number of people), do you think the total showering
time of everyone in your house is …?
 well above average
 slightly above average
 about average
 slightly below average
 well below average
 couldn’t say/no idea

Respondents were asked to rate their household in terms of the amount of time spent
showering by comparing it to what they imagined other households similar to theirs were
like. The data are presented in Table 2-6.
 Respondents generally considered their household to be about average in terms of
showering duration. In four of the seven groups, the majority of responses fell into
this category.
 Younger respondents were more likely to say that their household was “slightly
above average” or “well above average.” In Group 7 (55+, mixed gender), no one
rated his/her household as being above average. This group also had the highest
proportion of people who felt their household was well below average in terms of
showering duration.
 There were three groups in which respondents felt unable to rate their household,
with the proportion being the highest in Group 3 (18-24, males).
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Table 2-6
Perception of Length of Showers
(as compared to similar households)
Well
above
average

Slightly
above
average

About
average

Slightly
below
average

Well
below
average

Couldn’t
say /no
idea

10%

30%

50%

0%

0%

10%

0%

33%

33%

33%

0%

0%

Group 3 (18-24, males)

9%

18%

46%

9%

0%

18%

Group 4 (18-24, females)

9%

18%

55%

18%

0%

0%

Group 5 (25-34, mixed gender)

0%

33%

44%

11%

11%

0%

Group 6 (35-54, mixed gender, most with

0%

25%

50%

17%

0%

8%

0%

0%

67%

0%

33.3%

0%

Group 1 (18-24, mixed gender, living with
others)

Group 2 (18-24, mixed gender, most living
alone)

children at home)

Group 7 (55+, mixed gender)

*The data for Group 2 should be interpreted with caution, as the question was answered by only three people.
Most respondents in this group lived alone and were therefore not asked this question, because their household
consisted of only one person. Their “household” information was captured in question C7.

2.3

Personal Showering Habits (Hair-washing, Shaving, Brushing Teeth)
After respondents had answered questions about their household, they were asked a much
longer set of questions about their personal showering habits. For clarity, the questions
were divided into three grooming activities (besides washing oneself) that people typically
might do in the shower, namely, (1) hair-washing, (2) shaving, and (3) tooth-brushing.
Hence, the write-up for each activity will include data from questions C1, C5, and C6.
2.3.1 Hair-washing in the Shower at Home (Frequency)
C1.

In a typical week (i.e., 7 days), how many times do you shower at home:
(a) without washing your hair (in the shower):
 none
____ times per week
(b) including washing your hair (in the shower):  none
____ times per week

As may be seen in Table 2-7, showers that include washing one's hair are more common
than those that do not include this activity. In every group there was at least one person
who never showered without washing his/her hair.
 For all groups, the average number of showers that included hair-washing was
higher than the average numbers of showers that did not.
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Table 2-7
Hair-washing in the Shower (Frequency)
Average number of times
per week

Group 1 (18-24, mixed gender, living with others)

without washing your hair

1.6 showers

including washing your hair

5.1 showers

Group 2 (18-24, mixed gender, most living alone)

without washing your hair

1.9 showers

including washing your hair

3.5 showers

Group 3 (18-24, males)

without washing your hair

1.9 showers

including washing your hair

5.3 showers

Group 4 (18-24, females)

without washing your hair

1.7 showers

including washing your hair

3.6 showers

Group 5 (25-34, mixed gender)

without washing your hair

2.8 showers

including washing your hair

5.3 showers

Group 6 (35-54, mixed gender, most with children at home)

without washing your hair

1.2 showers

including washing your hair

5.6 showers

Group 7 (55+, mixed gender)

without washing your hair

1.1 showers

including washing your hair

3.9 showers

2.3.2 Hair-washing in the Shower at Home (Perception of Duration)
Hair-washing increases the amount of time spent in the shower, and respondents were well
aware of this fact. In addition to gathering information about perceived shower duration,
the questions relating to this and the two subsequent activities were formulated so that the
CRD could gain insight into what respondents considered reasonable in terms of time spent
in the shower. In the CRD’s view:
“I’m in and out” should correlate with “less than 5 minutes”
“I shower quite quickly” should correlate with “5 to 7 minutes”
“I spend a reasonable amount of time in the shower” should correlate with “8 to 10 minutes”
“I spend quite a long time in the shower” should correlate with “11 to 15 minutes”
“I spend a long time in the shower” should correlate with “more than 15 minutes”
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C5.

How would you describe the amount of time you typically spend in the shower at
home?
(a) without washing your hair (in the shower)
(b) including washing your hair (in the shower)
 I’m in and out
 I shower quite quickly
 I spend a reasonable amount of time in the shower
 I spend quite a long time in the shower
 I spend a long time in the shower

C6.

How many minutes would you say you spend on average in the shower?
(a) without washing your hair (in the shower)
(b) including washing your hair (in the shower)
 less than 5 minutes
 5 to 7 minutes
 8 to 10 minutes
 11 to 15 minutes
 more than 15 minutes

 Overall, there is a shift from describing a shower as being accomplished “quite
quickly” to spending “a reasonable amount of time” in the shower when hairwashing takes place.
 In general, there was good correlation between “quite quickly” being seen as “7
minutes or less” and “reasonable” being seen as between 8 and 10 minutes. There
were, however, individuals in a number of groups who did not seem to find spending
more than 15 minutes in the shower as “a long time”; in fact, some of them even
saw this time period as “reasonable.”
 The increase in time for hair-washing was most dramatic among members of Group
4 (18-24, females). The majority (60%) of these women needed less than five
minutes for non-hair-washing showers. With hair-washing, 46% required 8 to 10
minutes, and 27% required more than 15 minutes.
 In Group 3 (18-24, males), hair-washing increased the shower time as well, but none
of the men showered for more than 15 minutes.
2.3.3 Hair-washing in the Shower at Home (Averages)
C6.

How many minutes would you say you spend on average in the shower?
(a) without washing your hair (in the shower)
(b) including washing your hair (in the shower)
 less than 5 minutes
 5 to 7 minutes
 8 to 10 minutes
 11 to 15 minutes
 more than 15 minutes

Data from this question were also used to calculate averages for the various respondent
characteristics. Readers are cautioned not to interpret these findings as statistically
significant, as this information came from a homework questionnaire completed by 76
individuals, not a survey completed by 400 individuals. Averages by gender and age are
presented in Table 2-8.
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Table 2-8
Estimated Average Length of Showers with/without Hair-washing

Gender

Mean Score*

Estimated average time in
minutes*

without hair-washing

1.8 (n=17)

5 minutes

including hair-washing

2.4 (n=35)

6 to 7 minutes

without hair-washing

2.1 (n=19)

6 to 7 minutes

including hair-washing

3.3 (n=39)

9 to 10 minutes

without hair-washing

1.9 (n=22)

5 to 7 minutes

including hair-washing

2.9 (n=41)

8 to 10 minutes

without hair-washing

2.2 (n=6)

6 to 7 minutes

including hair-washing

3.2 (n=11)

9 to 10 minutes

without hair-washing

1.5 (n=4)

4 to 5 minutes

including hair-washing

2.4 (n=12)

7 to 8 minutes

without hair-washing

2.5 (n=4)

7 to 8 minutes

including hair-washing

2.7 (n=10)

8 to 9 minutes

Male (n=37)

Female (n=39)

Age

18 to 24 years (n=43)

25 to 34 years (n=11)

35 to 54 years (n=12)

55 years and older (n=10)

* An explanation of how mean scores were calculated may be found in Section 1.3.6; translating the mean scores into
minutes was a subjective estimation.

 Showers both with and without hair-washing were longer for females than for males.
Furthermore, when hair-washing was added to a shower, the increase in time was
greater for women than for men.
 Differences on the basis of age are less dramatic. As seen by a greater difference in
the mean scores for showers with and without hair-washing, younger individuals
tend to take slightly longer when washing their hair in the shower than do older
individuals. Overall, however, the average shower that includes the task of hairwashing is between 7 and 10 minutes for all age groups, while the average shower
that does not include hair-washing is between 4 to 8 minutes.
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2.3.4 Shaving in the Shower at Home (Frequency)
C1.

In a typical week (i.e., 7 days), how many times do you shower at home:
(c) without shaving (in the shower):
 none
____ times per week
(d) including shaving (in the shower):
 none
____ times per week

Some interesting gender differences with respect to shaving in the shower emerged from
the responses to the questionnaire. In Group 4 (18-24, females), the number of showers per
week that included shaving was approximately the same as the number of showers that did
not. In Group 3 (18-24, males), none of the respondents shaved in the shower. Data with
respect to shaving in the shower is presented in Table 2-9.
Table 2-9
Shaving in the Shower (Frequency)
Average number of times
per week

Group 1 (18-24, mixed gender, living with others)

without shaving

5.0 showers

including shaving

1.1 showers

Group 2 (18-24, mixed gender, most living alone)

without shaving

4.0 showers

including shaving

1.0 showers

Group 3 (18-24, males)

without shaving

5.5 showers

including shaving

0.0 showers

Group 4 (18-24, females)

without shaving

2.5 showers

including shaving

2.6 showers

Group 5 (25-34, mixed gender)

without shaving

5.7 showers

including shaving

2.8 showers

Group 6 (35-54, mixed gender, most with children at home)

without shaving

3.9 showers

including shaving

2.2 showers

Group 7 (55+, mixed gender)

without shaving

4.3 showers

including shaving

0.9 showers
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2.3.5 Shaving in the Shower at Home (Perception of Duration)
The questionnaire findings suggest that, as was the case with hair-washing, shaving in the
shower increases also the time spent there.
C5.

How would you describe the amount of time you typically spend in the shower at
home?
(c) without shaving (in the shower)
(d) including shaving (in the shower)
 I’m in and out
 I shower quite quickly
 I spend a reasonable amount of time in the shower
 I spend quite a long time in the shower
 I spend a long time in the shower

C6.

How many minutes would you say you spend on average in the shower?
(c) without shaving (in the shower)
(d) including shaving (in the shower)
 less than 5 minutes
 5 to 7 minutes
 8 to 10 minutes
 11 to 15 minutes
 more than 15 minutes

 Overall, there is again a shift from describing a shower as being accomplished “quite
quickly” to spending “a reasonable amount of time” in the shower when shaving
takes place.
 As was the case with hair-washing, a number of respondents spend “a long time” in
the shower when shaving, and give the time as “15 minutes or more.”
One interesting finding that emerged from the data was that among respondents in Group 3
(18-24, males), “reasonable” was correlated with “5 minutes or less” for showers without
shaving (none of the individuals in Group 3 shaved in the shower).
2.3.6 Shaving in the Shower at Home (Averages)
C6.

How many minutes would you say you spend on average in the shower?
(a) without shaving (in the shower)
(b) including shaving (in the shower)
 less than 5 minutes
 5 to 7 minutes
 8 to 10 minutes
 11 to 15 minutes
 more than 15 minutes

As in Section 2.3.3, averages for the various respondent characteristics were also calculated
for showers with and without shaving. Readers are reminded that these findings are not
statistically significant, as this information came from a questionnaire completed by 76
individuals, not a survey completed by 400 individuals. Averages by gender and age are
presented in Table 2-10.
 In all cases, the mean scores for showers with or without shaving were higher than
those seen in Table 2-8 for showers with or without hair-washing. Thus, although
the increased time required for the task of shaving in the shower is similar to the
increase required for hair-washing, the “non-shaving” shower is already longer than
the “non-hair-washing” shower. This finding might be related to the fact that most
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people wash their hair when they shower and that respondents were factoring that
in when they came up with a time for a “non-shaving” shower.
 As reported earlier, more women than men shave in the shower. As shown in Table
2-10, their showering time also increases slightly more than is the case for men
when shaving is added to the tasks to be accomplished in the shower. For men, a
shower that includes shaving is between 8 and 10 minutes in length, while for
women it is between 10 and 12 minutes in length.
 As was the case for hair-washing, the smallest change in average time for showering
with and without shaving is seen in the 55+ group.
Table 2-10
Estimated Average Length of Showers with/without Shaving

Gender

Mean Score*

Estimated average
time in minutes*

without shaving

2.1 (n=33)

6 to 7 minutes

including shaving

3.1 (n=11)

8 to 10 minutes

without shaving

2.4 (n=33)

7 to 8 minutes

including shaving

3.6 (n=33)

10 to 12 minutes

without shaving

2.3 (n=36)

6 to 7 minutes

including shaving

3.6 (n=25)

10 to 12 minutes

without shaving

2.5 (n=11)

7 to 8 minutes

including shaving

3.6 (n=7)

10 to 12 minutes

without shaving

2.1 (n=10)

5 to 6 minutes

including shaving

3.3 (n=9)

9 to 10 minutes

without shaving

2.0 (n=9)

5 to 7 minutes

including shaving

2.7 (n=3)

8 to 9 minutes

Male (n=37)

Female (n=39)

Age

18 to 24 years (n=43)

25 to 34 years (n=11)

35 to 54 years (n=12)

55 years and older (n=10)

* An explanation of how mean scores were calculated may be found in Section 1.3.6; translating the mean scores into
minutes was a subjective estimation.

2.3.7 Tooth-brushing in the Shower at Home (Frequency)
C1.

In a typical week (i.e., 7 days), how many times do you shower at home:
(e) without brushing your teeth (in the shower):  none
____ times per week
(f) including brushing your teeth (in the shower):  none
____ times per week
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Tooth-brushing in the shower is not that prevalent among these respondents. The subject
of brushing one's teeth in the shower provoked some commentary during the focus group
itself (“that's so gross!”, etc.). Very few focus group participants admitted to brushing their
teeth in the shower; the results seen in the questionnaire are very different from what one
would have gleaned from the groups. Only in Group 7 (55+, mixed gender) did no one brush
his/her teeth in the shower. The prevalence of brushing one’s teeth in the shower was
most common in Groups 5 (25-34, mixed gender) and 6 (35-54, mixed gender, most with children at
home).
Table 2-11
Tooth-brushing in the Shower
Average number of
times per week

Group 1 (18-24, mixed gender, living with others)

without brushing your teeth

4.6 showers

including brushing your teeth

0.9 showers

Group 2 (18-24, mixed gender, most living alone)

without brushing your teeth

3.3 showers

including brushing your teeth

0.9 showers

Group 3 (18-24, males)

without brushing your teeth

4.7 showers

including brushing your teeth

0.7 showers

Group 4 (18-24, females)

without brushing your teeth

3.0 showers

including brushing your teeth

0.7 showers

Group 5 (25-34, mixed gender)

without brushing your teeth

4.9 showers

including brushing your teeth

1.1 showers

Group 6 (35-54, mixed gender, most with children at home)

without brushing your teeth

4.1 showers

including brushing your teeth

1.3 showers

Group 7 (55+, mixed gender)

without brushing your teeth

4.6 showers

including brushing your teeth

0.0 showers
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2.3.8 Tooth-brushing in the Shower at Home (Perception of Duration)
It is difficult to determine the effect that tooth-brushing has on shower duration.
C5.

How would you describe the amount of time you typically spend in the shower at
home?
(e) without brushing your teeth (in the shower)
(f) including brushing your teeth (in the shower)
 I’m in and out
 I shower quite quickly
 I spend a reasonable amount of time in the shower
 I spend quite a long time in the shower
 I spend a long time in the shower

C6.

How many minutes would you say you spend on average in the shower?
(e) without brushing your teeth (in the shower)
(f) including brushing your teeth (in the shower)
 less than 5 minutes
 5 to 7 minutes
 8 to 10 minutes
 11 to 15 minutes
 more than 15 minutes

In some groups tooth-brushing appears to increase the time slightly, but in others it has no
effect. It may have been difficult for respondents to estimate their time for a shower that
does not include brushing one's teeth. In any case, the effect of tooth-brushing in the
shower seems to have less of an impact on shower duration than does hair-washing or
shaving.
Since the number of individuals who brush their teeth in the shower is small, mean scores
are not reported on for this shower activity.

2.4

Further Personal Showering Habits
The questionnaire included a number of questions about other personal showering habits of
respondents.
2.4.1 “Averageness” of Personal Shower Duration
C7.

Do you think the time you personally spend in the shower is …?
 well above average
 slightly above average
 about average
 slightly below average
 well below average
 couldn’t say/no idea

Similarly to what they were asked to do for their household, respondents were asked to
indicate how close to “average” they felt their personal showering time to be. The results
are given in Table 2-12.
 For the most part, the responses hovered around “about average”, with three of the
seven groups having the majority of responses in this category.
 Group 4 (18-24, females) was the only one in which the largest percentage was in the
“slightly above average” category.
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 The only personal rating of “well above average” was seen in Group 2 (18-24, mixed
gender, most living alone), a group that also showed the greatest spread in responses.
This finding was confirmed during the focus group; some participants in this group
reported extremely long showering times (45 minutes or more).
 A higher number of respondents in Group 7 (55+, mixed gender) was unable to judge
how close to “average” their showering times were.
Table 2-12
Perception of Length of Time Respondent Personally Spends in Shower
Well
above
average

Slightly
above
average

About
average

Slightly
below
average

Well
below
average

Couldn’t
say /no
idea

0%

18%

64%

18%

0%

0%

10%

10%

60%

10%

10%

0%

Group 3 (18-24, males)

0%

18%

36%

27%

18%

0%

Group 4 (18-24, females)

0%

36%

27%

27%

9%

0%

Group 5 (25-34, mixed gender)

0%

9%

55%

18%

18%

0%

Group 6 (35-54, mixed gender, most with

0%

25%

42%

17%

8%

8%

0%

0%

40%

20%

0%

40%

Group 1 (18-24, mixed gender, living with
others)

Group 2 (18-24, mixed gender, most living
alone)

children at home)

Group 7 (55+, mixed gender)

2.4.2 Running the Water Before Using Shower
C3.

Do you turn the shower on and run it before actually using it?
 yes (if yes, how long does the shower run before you get in? ____ minutes)
 no

Respondents were asked if they turned the shower on and ran it before actually using it. If
they did so, they were asked to estimate how long the water ran before they entered the
shower. Their responses are summarized in Table 2-13. The majority of people in the
groups other than Groups 3 (18-24, males) and 6 (35-54, mixed gender, most with children at home)
ran the water before using the shower. The average time that the water ran was generally
under two minutes. Only in Group 6 (35-54, mixed gender, most with children at home) was the
average higher than two minutes.
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Table 2-13
Running Water Before Using Shower
Proportion
saying “Yes”

Average time water is
running (minutes)*

Group 1 (18-24, mixed gender, living with others)

55%

1.00

Group 2 (18-24, mixed gender, most living alone)

60%

1.17

Group 3 (18-24, males)

36%

1.25

Group 4 (18-24, females)

73%

1.50

Group 5 (25-34, mixed gender)

73%

1.38

Group 6 (35-54, mixed gender, most with children at home)

25%

2.33

Group 7 (55+, mixed gender)

60%

1.33

Note: Given the small increments reported on here, the data was left with two decimal places.

2.4.3 The Turn-on/Turn-off Method of Showering
C4.

Do you practise the “turn on/turn off” method of showering?
 yes
 no

Not many respondents practised the on/off method of showering. During the focus groups,
many said that they had never even heard of it.
 None of the respondents from Groups 1 (18-24, mixed gender, living with others) and 2 (1824, mixed gender, most living alone) used the on/off method of showering.
 In each of Groups 3 (18-24, males), 4 (18-24, females), 6 (35-54, mixed gender, most with
children at home), and 7 (55+, mixed gender), only one person practised this method of
showering.
 Respondents in Group 5 (25-34, mixed gender) had the highest rate of on/off
showering, with three of them stating that they used this method. One of these
individuals grew up in Europe, where the method is common.
2.4.4 Showering Elsewhere
C2.

How many times do you shower somewhere else (e.g., at a gym/fitness facility, the
office/work, other)?
 none
____ times per week

In a typical week, respondents did not often shower outside the home. As shown in Table
2-14, the average number of showers per household taken elsewhere was never higher
than once a week.
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Table 2-14
Number of Showers Taken Elsewhere (per week)
Average

Group 1 (18-24, mixed gender, living with others)

0.9

Group 2 (18-24, mixed gender, most living alone)

0.4

Group 3 (18-24, males)

0.8

Group 4 (18-24, females)

0.6

Group 5 (25-34, mixed gender)

0.7

Group 6 (35-54, mixed gender, most with children at home)

0.9

Group 7 (55+, mixed gender)

0.3

Overall only 19 of the 76 questionnaire respondents reported taking showers outside the
home. These 19 people were asked the following question.
C8.

Thinking about when you shower somewhere else (e.g., at a gym/fitness facility,
the office/work, other), which of the following statements best describes the length
of your shower?
 My showers are always the same length whether I shower at home or elsewhere.
 My showers are generally shorter when I shower elsewhere.
 My showers are generally slightly longer when I shower elsewhere.
 My showers are generally much longer when I shower elsewhere.
 Couldn’t say / no idea

For most people who showered elsewhere (11 of the 19), their showers elsewhere were
shorter than those taken at home. During the focus groups participants commented that
they were “not as comfortable” when showering somewhere else, or that they had concerns
about the cleanliness of the showers and “just wanted to get the job done and get out of
there.” Just over one third of respondents (7 of the 19) said that there was no difference in
shower length on the basis of where the shower was taken. Only one respondent in Group
3 (18-24, males) indicated that his shower was slightly longer if taken elsewhere.
2.4.5 Showers on Weekends
C9.

Are your showering habits different on weekends?
 no
 yes; please tell us how ________________________

Respondents were asked whether their showers were different on weekends. The findings
are presented in Table 2-15.
 For most groups, the majority of respondents said that their showers were no
different on weekends than on weekdays.
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 Only in Groups 2 (18-24, mixed gender, most living alone) and 6 (35-54, mixed gender, most with
children at home) were respondents evenly divided between their showers being no
different and being different on weekends.
 Respondents in Groups 3 (18-24, males) and 7 (55+, mixed gender) were least likely to
shower differently on weekends.
Table 2-15
Differences in Showers on Weekends
No different

Different

Group 1 (18-24, mixed gender, living with others)

64%

36%

Group 2 (18-24, mixed gender, most living alone)

50%

50%

Group 3 (18-24, males)

91%

9%

Group 4 (18-24, females)

73%

27%

Group 5 (25-34, mixed gender)

55%

46%

Group 6 (35-54, mixed gender, most with children at home)

50%

50%

Group 7 (55+, mixed gender)

90%

10%

Respondents who said their showers were different on weekends provided the following
comments:
 Of the nine individuals who said that the length of their shower was different on
weekends, only one of them said it was shorter. Most respondents admitted that
they spent more time in the shower on weekends.
 Seven individuals said that because they were not on the same schedule on
weekends, their showers tended to take place at different times of the day.
 Four respondents said they took extra showers on the weekend, and four said that
they omitted showers on the weekend.
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SECTION 3: FOCUS GROUP FINDINGS
3.1

Perceptions of Showering
In the first activity of the focus group, participants were asked to complete the sentence
“For me a shower is . . .” Their verbatim responses are given in Appendix G.
 Cleanliness was a common theme in the responses of the various participants.
 Many said it was a necessity, some even specifying that it was a daily necessity.
 Some participants were explicit about showering being something quick.
 Relaxation, using a shower to unwind, and simple enjoyment were also frequently
mentioned.
 Surprisingly, seeing a shower as a tool for waking up in the morning was mentioned
by only a few participants in their sentence completion. A small number of them
mentioned it during the discussion.
Participants were also asked about how the sentence would be different for showers at
different times of day.
 Morning showers tend to be shorter, owing to time pressures (needing to be at work
or school at a certain time, needing to catch a bus, having “hit the snooze button
once too often”, etc.).
 Evening showers are sometimes used to “wash away the day” and are therefore
slightly longer. There are also no time restraints in the evening, which can also
result in a longer shower. A few evening-showering participants, however, said that
if they were really tired at the end of the day, their shower was short.
Differences between weekday and weekend showers were also explored.
 Many of the 18 to 24 year-olds said that their shower takes place at a different time
of day on weekends. They can be more flexible if they do not have to be
somewhere at a specific time.
 For the same reason (not having to be somewhere), many said their shower was
longer on weekends. One participant commented about her boyfriend: “If he
doesn’t have to go to work, he takes forever in the shower.” Participants also said
that the lack of time pressure made the showers more relaxing. A participant in
Group 2 (18-24, mixed gender, most living alone) made the following comment: “I would
say [my showers on weekends are] longer, [I shower] probably three times a day. If
I am home all day I will probably shower a couple of times, because it is relaxing.”
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 A small number of people said that they took fewer showers on weekends. Their
responses ranged from “I'm a slob on weekends [i.e., no showers]” to reducing the
number of showers from three a day to two a day.
 Participants in the older groups (Group 6 – 35-54, mixed gender, most with children at home
and Group 7 – 55+, mixed gender) were less likely to cite differences between weekend
and weekday showers. For some, the pressures of family life made weekends no
different from weekdays. For those who were retired, the contrast between
weekdays and weekends was all but eliminated as well.
Only in Group 6 (35-54, mixed gender, most with children at home) was there a significant number
of participants with children and adolescents still living with them. Among those who
commented on their children's showering habits, the trend was that girls tended to take
longer in the shower and boys had to be pushed to shower at all (adolescent sons would
have ended the sentence “for me a shower is . . .” with the word “mandatory”).

3.2

Factors Determining Shower Length
In the second activity, participants were each given three cards of different colours, and
asked to write down the three most important considerations that determine the length of
their showers. Reproductions of their cards are provided in Appendix G. The findings are
discussed in the following sections.
3.2.1 Cleanliness and Required Tasks
The two activities that participants most frequently cited as determining the length of their
shower were “cleanliness” and “what needs to be accomplished during the shower.” During
the focus groups (and in the data tabulations presented in Appendix G), these were
separated into two categories, but the difference between them was often blurred. For
example, the two items “How dirty I feel I am” and “If I need to wash my hair or shave” are
unambiguous – the first would be categorized as “cleanliness”, the second as “what needs
to be accomplished during the shower.” But the items, “Have I gotten sweaty today” and
“Cleaning body with soap” are harder to assign to a single category. In Group 3 (18-24,
males), one young man wanted “Getting clean – no bacteria, no body odour” categorized as
“cleanliness”, while another wanted “Getting clean – no dirt” categorized as “what needs to
be accomplished during the shower.” A summary of the findings with respect to these two
considerations is given in Table 3-1; the verbatim responses on the cards are provided in
Appendix G.
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Table 3-1
Shower Tasks and Cleanliness
Required
Tasks

Cleanliness

Both
summed

Frequency

10

5

15

Most frequent

7

2

9

Most frequent (but
only if summed)

Group 3 (18-24, males)

4

6

10

Most frequent (but
only if summed)

Group 4 (18-24, females)

15

0

15

Most frequent

Group 5 (25-34, mixed gender)

7

3

10

Most frequent

Group 6 (35-54, mixed gender, most with

7

0

7

3rd most frequent

8

3

11

Most frequent

Group 1 (18-24, mixed gender, living with
others)

Group 2 (18-24, mixed gender, most living
alone)

children at home)

Group 7 (55+, mixed gender)

 There is some variation from group to group, but overall what needs to get done in
terms of getting cleaned up and/or getting certain tasks accomplished (hair-washing,
shaving, etc.) were the most frequently cited determinants of shower length.
 In Groups 2 (18-24, mixed gender, most living alone) and 3 (18-24, males), cleanliness and
required tasks needed to be summed to move into first place. Group 6 (35-54, mixed
gender, most with children at home) was the only group in which another consideration
was more important in determining shower length, namely water availability.
 Participants were very direct about these two related considerations: “I have a
regular routine, and at the end of it, I’m clean” and “That is without a doubt the only
deciding factor for me, how long it is going to take to do what I’m going there for.”
3.2.2 Time Constraints
“Time constraints” was the second most frequently-cited determinant of shower length.
The data are presented in Table 3-2.
 In most groups, time constraints were in first or second place in terms of frequency.
The importance assigned to “time constraints” however, varied somewhat from
group to group. Participants in Groups 2 (18-24, mixed gender, most living alone), 3 (18-24,
males), and 7 (55+, mixed gender) were more likely to say that time constraints were
the most important consideration than were participants in other groups.
 Many participants commented on time constraints: “I have 7 minutes to get
downtown and I am hoping that the bridge isn’t up; that influences how long I’m in
the shower” and “If you wake up late, you have to have a quick shower and run out
the door.”

29

Table 3-2
Time Constraints

Group 1 (18-24, mixed
gender, living with
others)

Group 2 (18-24, mixed
gender, most living
alone)

Group 3 (18-24,
males)

Group 4 (18-24,
females)

Group 5 (25-34, mixed
gender)

Group 6 (35-54, mixed
gender, most with
children at home)

Group 7 (55+, mixed
gender)

Most
important

Second most
important

Third most
important

Number of
times cited

Frequency

0

1

4

5

4th most frequent

4

2

2

8

Most frequent

4

1

2

7

Most frequent

3

2

5

10

2nd most frequent

1

3

3

7

Most frequent
(tie)

3

3

2

8

2nd most frequent

3

1

2

6

2nd most frequent

3.2.3 Relaxation or Stress Therapy
The CRD had expressed great interest in determining to what extent people used showers
as a form of relaxation/stress therapy. Table 3-3 presents the relevant findings.
 Despite numerous comments in other activities about how relaxing showers were,
mood or the need for stress therapy as determinants of shower length were not
cited as often as one would expect. It was tied for second place in Group 1 (18-24,
mixed gender, living with others), tied for third place in Group 3 (18-24, males), and in third
place in Groups 2 (18-24, mixed gender, most living alone) and 5 (25-34, mixed gender). It
was cited only once in Groups 6 (35-54, mixed gender, most with children at home) and 7
(55+, mixed gender), i.e., groups in which the participants were over the age of 35.
 The consideration never came up at all in Group 4 (18-24, females). This should not,
however, be interpreted as typical of all women, as many women in other groups
said they used showers to unwind or relax. The Group 4 women were simply more
focussed on time constraints and what needed to get done in the shower.
 A shower as mood improvement/stress therapy seemed to be most important to
participants in Groups 1 (18-24, mixed gender, living with others) and 2 (18-24, mixed gender,
most living alone). The consideration was listed five and four times, respectively, and
participants in these two groups were more likely to say that it was the most
important consideration in determining the length of their showers.
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 During discussion, participants in other groups also talked about the psychological
benefits of shower: “You feel that you can get in the shower and just wash away
the gloom.”
Table 3-3
Shower as Relaxation/Stress Therapy

Group 1 (18-24, mixed
gender, living with
others)

Group 2 (18-24, mixed
gender, most living
alone)

Group 3 (18-24, males)
Group 4 (18-24,
females)

Group 5 (25-34, mixed
gender)

Group 6 (35-54, mixed
gender, most with
children at home)

Group 7 (55+, mixed
gender)

Most
important

Second most
important

Third most
important

Number of
times cited

Frequency

2

1

2

5

2nd most frequent
(tie)

2

1

1

4

3rd most frequent

0

1

3

4

4th most frequent

not
applicable

not applicable

not
applicable

none

Not cited

1

1

2

4

3rd most frequent

0

0

1

1

Only cited once

0

1

0

1

Only cited once

3.2.4 Other Considerations
A number of other determinants of shower length were mentioned, but not as frequently.
 Conservation was not a big factor in determining shower length, coming up in only
three groups: Groups 1 (18-24, mixed gender, living with others), 2 (18-24, mixed gender, most
living alone), and 7 (55+, mixed gender).
 Saving money, too, did not impact showering time. Only one person in Group 5 (2534, mixed gender) mentioned cost as a consideration. Participants whose rent included
water and hydro did admit, however, that if they were paying for these items
directly, their showers would be shorter. When hot water is part of the rent
package, it is seen as “unlimited” and there is nothing to motivate people to
conserve it.
 Using the shower for physical therapy was mentioned by participants in a number of
groups: Groups 2 (18-24, mixed gender, most living alone), 3 (18-24, males), 5 (25-34, mixed
gender), and 7 (55+, mixed gender). Showers were longer when used to alleviate
muscle soreness after playing sports, making one feel better if one were ill (flu or
cold), or aiding with the aches and pains of aging.
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 Hot water availability was a consideration in larger households. In Group 6 (35-54,
mixed gender, most with children at home), which contained a large number of participants
with families, it was the most frequently cited consideration. A few participants in
Groups 1 (18-24, mixed gender, living with others), 2 (18-24, mixed gender, most living alone), 5
(25-34, mixed gender), and 7 (55+, mixed gender) also mentioned the availability of hot
water: “Making sure that [my roommates] have enough hot water so that they can
have a two-minute shower. My place has such a small amount of hot water. It is
about being quick for that reason.”

3.3

Influencers on Length of Shower
The third activity of the focus group involved exploring what people in the participants' lives
determined their views on the various factors from the preceding activity. It was hoped
that participants would provide information on the influence of peers, parents (if living at
home), upbringing, popular figures on TV or in movies, other media influencers (TV shows,
etc.), popular environmental activists, etc.
For the most part, this activity did not yield as much information as expected. Either
participants were unwilling to admit that anyone influenced them, or the influencers were so
subtle that participants were not aware of them. Nevertheless some trends were evident:
 Basic cleanliness and “not wanting to be that smelly person on the bus” was an
important influencer. While one participant in Group 1 (18-24, mixed gender, living with
others) said that “society places a huge importance on cleanliness”, others felt that
they knew best whether or not they were clean. In Group 3 (18-24, males), however,
the participants took a poll to see who had showered before coming to the focus
group. When everyone put up their hands, one participant said: “There you go!
Societal is right.”
 Parents and family were cited as important influencers. Several participants
mentioned parents who talked about the size of the water bill, or complained about
the energy costs (“my dad, because he is the one that is paying the bills and he
usually yells at me if I am any longer than five minutes”). In some cases, parental
nagging about shorter showers resulted in people showering longer when they were
no longer living at home: “When I lived with my parents, they definitely criticized
me for hanging out in the shower too long. Now that I don’t [live with them], I’m
rebellious – I do it a lot!” For the most part, however, it seems that the positive
influence remained active even when people had moved out of their parents’ homes.
Participants in Group 6 (35-54, mixed gender, most with children at home) who had
children/adolescents living with them remarked: “I would be my kids’ influence.”
Older participants also cited their spouses as influencers.
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 The constraints of the hot water tank were a factor. If other family members or
roommates ended up having to take a cold shower because all the hot water had
been used, there would be trouble in the household. Participants said they had to
learn to “tone it down” so that “no one would have to take a cold shower.”
 Travel was also an influence. Participants who had visited or lived in arid regions of
the world said that they became much more aware of water use and learned to take
shorter showers.
 A few negative influencers were mentioned as well. One participant said that she
learned to take long showers by seeing how her fellow boarding school students
spent “forever” in the shower. Several female participants talked about their
hairdressers telling them to leave the conditioner in their hair for 15 minutes, a
practice that would significantly extend hair-washing showers.
 Participants in Group 7 (55+, mixed gender) were the least able to come up with
influencers on their behaviour: “I can’t think of any outside forces or people.” Many
of them did not grow up with showers and spoke fondly of their introduction to this
form of cleansing: “That is where I first discovered the shower. After that I was lost.
I spent a lot of time in showers there and loved them ever since.”

3.4

Exploring Changes to Showering Behaviour
For the fourth activity, participants were shown a slide with four possible ways of reducing
water consumption when showering. Participants were asked to assign each of the
behavioural changes to one of the following four categories: (1) Would be willing to
change, (2) Might be willing to change, (3) Would not be willing to change, and (4) Not
applicable; already do this.
Table 3-4 presents a quantitative snapshot of the findings for this activity. When all focus
group participants are combined, it becomes apparent which practices for reducing the
amount of water consumption when showering could be explored.
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Table 3-4
Overall Potential for Changing Behaviour
(proportion of all focus group participants combined)
Would be
willing to
change

Might be
willing to
change

Would NOT
be willing to
change

Not applicable
(already
doing)

Take fewer showers overall

16%

19%

49%

16%

Take shorter showers

37%

21%

10%

33%

Start practising the turn on/turn off
method of showering

19%

33%

33%

14%

Avoid running the shower before
actually using it

24%

22%

13%

41%

3.4.1 Taking Fewer Showers Overall
The highest resistance to change was seen for the option of taking fewer showers overall.
 Almost one-half of all participants stated that they would be unwilling to change in
this regard. Only just over one-third of participants would or might consider taking
fewer showers overall, with more of them falling into the “might” category. Groups
1 (18-24, mixed gender, living with others), 3 (18-24, males), 4 (18-24, females), 5 (25-34, mixed
gender) and 6 (35-54, mixed gender, most with children at home) were particularly resistant:
“I shower because I need to shower, and I feel like it would be disrespectful to the
people around me to shower less than I do.”
 A number of participants felt that they already do take fewer showers. Among older
participants this was indeed true. In Group 6 (35-54, mixed gender, most with children at
home) one participant only showers every second or third day. In Group 7 (55+, mixed
gender) one participant said: “I only take one shower a week.”
 Motivating people to change their behaviour in this area would be difficult. In the
event of a severe water shortage or with a change in profession, there would be
more willingness to give up a few showers. But overall, there was a perception that
a daily shower was the absolute minimum that one could get away with.
3.4.2 Taking Shorter Showers
Participants were more willing to consider taking shorter showers.
 This option had the highest proportion of people saying that they would or might
consider it. Furthermore, it was the only water reduction option for which more
people said they would consider changing (37%) than merely “might” consider
changing (21%).
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 A number of participants said they already do take short showers. In discussion, it
emerged that their showers were actually under five minutes in length.
 Participants who said they “might” consider changing to shorter showers provided a
few other motivators besides the ubiquitous “if there was a water shortage” and “if I
were paying for it myself.” One participant said: “if I always acted like I was late,
my showers would be shorter”, while another cited “less stress”, and one said “if
there were another way to relax.”
 Nevertheless, there is definitely scope for changing behaviour with respect to shower
length. This option was characterized by the lowest proportion of participants saying
that they would not consider changing. Only a few participants were unwilling to
change, making comments like: “I do what I have to do and I get out. That is it.” or
“It would compromise what I am trying to do in the shower.”
3.4.3 Using the Turn on/Turn off Method
The on/off method of showering was new to many of the participants, but promotion of this
method of showering could meet with some success.
 More than one-half (52%) of participants would (19%) or might (33%) consider
changing in this regard. It should be noted, however, that the proportion of “might”
individuals was higher than the proportion of “would” individuals. Furthermore, onethird of all participants stated quite firmly that they would not be willing to adopt this
behaviour.
 The highest resistance to change for this option was seen in Groups 2 (18-24, mixed
gender, most living alone) and 7 (55+, mixed gender). One member of the latter group
actually got into quite a rant about the CRD sending mixed messages: “[Conserving
water] is not a necessity. We have water everywhere. They are complaining that
they are not selling enough water.”) One participant said: “Life has so few
pleasures. I can’t see myself running it, shampooing my hair, turning off, soaping
myself, turning it on. It is too much of a hassle.” People also complained that
having to worry about turning the water on and off would eliminate the relaxation
factor.
 There were two primary obstacles to participants implementing this method of
showering. Many participants were worried about getting cold when the water was
not running: “Maybe during the summer, but in the winter, the bathroom is pretty
cold.” The other determining factor was how easy or complicated it was to turn the
water on and off. Many participants would require hardware replacement to make
this a feasible option for them.
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 The importance of warmth is illustrated by a comment made in Group 4 (18-24,
females): “I never really heard of it until I came here tonight. I think it is an
ingenious idea. The bathroom is pretty small and warm. All the heat is retained.”
 Some of the participants who already practise this method learned it in other
countries or in situations where some factor limited the water supply or the number
of shower stalls available.
3.4.4 Avoiding Running the Shower Before Using It
This option was a bit complicated to explain to participants. From the discussion, it was
clear that many of them had not considered that warming up the shower wasted water.
They were given some examples of how they could save water, including (a) showering in
tandem, so that only one person wastes water warming up the shower, (b) jumping into the
shower while the water was still cold, or (c) collecting the water in a bucket while it was
warming up and using it for plant watering or to fill up the toilet tank.
 There were a lot of participants who said they already do avoid running the shower
before using it (41% overall). Most of them said that their water is already hot or
takes only a few seconds to warm up. A very small number of participants shower
one after the other, so that only one person is warming up the water. One hardy
person said the cold water at the beginning was good for waking up.
 Participants who expressed some willingness to change were evenly split between
the “would” and “might” categories (33% each). Some of the participants were
quite intrigued by the method of catching the water in a bucket (“I like the idea
about catching the water. I think it is genius to put it in the toilet. Something like
that, I could totally see myself doing.”); others said it would be way too much work.
Very few were willing to put up with the cold water at the beginning.

3.5

Estimating Showering Time
The fifth activity of the focus group included a discussion of what an average shower time
was and the presentation of various devices for timing showers or saving water during
showering.
3.5.1 Participants' Views on an “Average” Showering Time
The activity opened with a discussion of how participants had come up with their idea of an
average shower time when they were answering the two “averageness” questions in the
homework questionnaire. The most creative response was: “I envisioned a genderandrogynous, middle-aged person that kind of cares about the environment.”
 The averages cited by respondents varied considerably. Some gave 5 to 7 minutes
as the average shower time, others cited 15 to 30 minutes. Some participants
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expressed surprise at the averages of others: “I thought I was below average, but
when I listen to what everybody else is saying, I realize that I’m actually above.”
 Most participants seem to have simply guessed when coming up with an average.
Some, however, were able to be more specific, citing visits to friends and noticing
how long they shower. For some, the average was a blend of what they
remembered from living at home and the current behaviour of their roommates.
Some assumed that “most people are like me” and “I’m a pretty average guy” so
their average was what they themselves do.
 In a number of groups: Groups 2 (18-24, mixed gender, most living alone), 3 (18-24, males),
4 (18-24, females), and 6 (35-54, mixed gender, most with children at home), participants
specifically articulated that the average shower was longer for women than for men.
They ascribed this to the fact that most men do not need as much time to wash
their hair. According to the findings from the homework questionnaire, they are
correct in these perceptions. Women take longer than men in the shower (when
they are washing their hair or when they are shaving, but the difference between
the average time is greater for hair-washing (see Tables 2-8 and 2-10 in the
preceding section of the report).
 In Group 1 (18-24, mixed gender, living with others), several participants said that they
monitor their time by limiting the shower to “two songs.”
3.5.2 Opinion About Shower Monitors and Other Water-Saving Devices
Participants were then introduced to a number of monitors and other water-saving devices.
They were asked to choose which one would be best for them and to rate how likely it was
that it would change their showering behaviour.
 With the exception of Group 2 (18-24, mixed gender, most
living alone), the CRD waterproof timer was the most
popular item. It received the highest number of votes
overall from all other groups. It also scored well in
terms of changing behaviour, ranging from a low of 6.3
in Group 7 (55+, mixed gender) to a high of 9.0 in Group 1
(18-24, mixed gender, living with others); the maximum
possible score was 10.
 Many participants wanted to use the timer to see if their
showers were really as long or short as they thought
they were.
 The simplicity of the timer was attractive. There was
nothing complex about installing it or about using it.
The fact that it could count up or count down was also

Installation: Attaches to
shower wall with a suction
cup.
Operation: Start timer
when you begin your
shower. Stop timer when
you’re done.
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cited as a positive feature.
 Some participants appreciated that the timer did not try to train them (e.g., by
cutting off the water). One participant said: “I thought it was a non-obtrusive way
of knowing how long you are taking showers and you can train yourself.”
 The water pebble was only popular with the
participants in Group 2 (18-24, mixed gender, most living
alone), where it received three votes. In the other
groups it received no votes (Group 5 – 25-34, mixed
gender), only one vote (Groups 3 – 18-24, males, 4 – 1824, females, 6 – 35-54, mixed gender, most with children at
home, 7 – 55+mixed gender), or two votes (Group 1 – 1824, mixed gender, living with others). In terms of changing
behaviour the scores ranged widely, from a low of 2
in Group 3 (18-24, males) to a high of 10 in Group 6
(35-54, mixed gender, most with children at home).

Installation: Place in
shower near drain.
Operation: The device is
activated by contact with
water. At first the lights
flash green. After two
minutes the lights start
flashing yellow. After four
minutes the lights start
flashing red, telling you
it’s time to get out!

 Participants who chose the water pebble liked it
“because it is interesting and would keep me
engaged”; some found it “clever.” They also liked the
idea of having a little competition with it. One
participant said that she often spent the first part of
her shower “pondering things” rather than actually showering and felt that the water
pebble would “motivate me to hurry up and get going.”
 Some participants liked the water pebble because it was silent (as opposed to a
timer that beeps); others said they would find the blinking lights annoying. One
participant said: “You don’t have to do anything to start it, or end it. It would just
lie at the bottom of the shower and give you information.”
 Some participants objected to the training aspect of the pebble; they did not want to
feel like some device was working on changing their behaviour: “There is probably a
minute or two of just standing there and soaking which I could shave off, [but] I
don’t need a pebble thing to shave it off for me.” One participant said: “I don’t like
the idea of [devices] that have an element of being a nanny.” Another said that “the
pebble would give me stress and anxiety.”
 A few of the parents in Group 6 (35-54, mixed gender, most with children at home) thought
that the water pebble might be an attractive option for their children who would find
the flashing lights “neat.”
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 The shower volume control was also not popular. It
got the most votes (two) in Group 7 (55+, mixed gender).
In Groups 1 (18-24, mixed gender, living with others), 2 (18-24,
mixed gender, most living alone), 3 (18-24, males), 4 (18-24,
females), and 6 (35-54, mixed gender, most with children at home)
it received one vote. No one chose it in Group 2 (18-24,
mixed gender, most living alone). Participants in Groups 1 (1824, mixed gender, living with others) and 5 (25-34, mixed gender)
gave the device low scores for changing behaviour,
making one wonder why they chose it in the first place.
For participants in Groups 3 (18-24, males), 4 (18-24,
females), 6 (35-54, mixed gender, most with children at home),
and 7 (55+, mixed gender), the ratings were much higher.

Installation: The
showerhead is taken off
and the volume control is
inserted between the
showerhead and the water
supply pipe.
Operation: The device is
used to manually control
the amount of water
flowing (from a drizzle to
full on). For showers that
do not have a single lever
or knob, it can be used to
make the on/off method
of showering more
convenient.

 The device was appealing to people who were
considering adopting the on/off method of showering.
They found it “small, relatively easy to install,
unobtrusive visually and does the job of cutting off the
water so that I can shampoo and then have it the right
temperature when I turn it on again.” Another participant said: “I could do the
on/off without having to worry about the water going cold and taking time to heat
up.”

 Only in Group 6 (35-54, mixed gender, most with children at home) had a number of
participants heard of or seen this device before. One said that “pretty much every
hotel” in California has these kinds of on/off valves.
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 The shower manager was chosen by two people in
Groups 1 (18-24, mixed gender, living with others), 2 (18-24,
mixed gender, most living alone), and 6 (35-54, mixed gender,
most with children at home), and one person in each of
Groups 3 (18-24, males) and 5 (25-34, mixed gender). The
scores for “likelihood of behaviour change” were quite
high for all participants who chose this device except
for those in Group 2 (18-24, mixed gender, most living
alone). In the latter group the participants chose the
shower manager primarily because they did not like
any of the other options; they were not particularly
enthusiastic about it, though.
 Among the other participants, one liked the fact that
the time could be changed from 11 to 8 to 5 minutes:
“It would be more of a comfortable transition.”
Another felt it would be motivating: “I would get
frustrated enough and get out.”
 The shower manager was very popular with parents;
two further participants in Group 6 (35-54, mixed gender,
most with children at home) said that they would choose
this device for their families (“teenagers need
something more absolute [than a timer]”). One man
made a note of the website at the end of the focus
group and walked out talking about how he could train
his wife to take shorter showers. The younger
participants also commented on how this device would
be good for parents of teens.
 Many of the participants who did not choose the
shower manager for themselves felt that it would be
very effective for people they live with (citing mothers,
siblings and roommates). A few of them, however,
felt it would be “mean” to install such a device.

Installation: The
showerhead is taken off
and the manager is
inserted between the
showerhead and the
water supply pipe.
Operation: The shower
manager is controlled by
passing a magnet across
a specific point. The
number of passes
determines the length of
the shower. Once the
time is up, the flow
decreases to a drizzle –
enough to rinse off, but
not enough to make
people want to linger in
the shower.
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 Only one participant in all the groups chose the
shower start (Group 3 – 18-24, males). The reason
he provided was: “I have the tendency to leave my
shower on for a little bit longer than I should.” He
gave it a score of 9 out of 10 for likelihood of
changing his behaviour. One participant in Group
4 (18-24, females) said: “I turn on my shower and
then take out my hair, get out my make-up or
brush my teeth or something. And I guess when it
is warm.” She might benefit from a device like this
one, but she did not choose it.

3.6

Installation: The showerhead is
taken off and, the “showerstart” is
inserted between the showerhead
and the water supply pipe.
Operation: Turn on shower to
warm up water. When the water
temperature reaches 95°F/35°C
the flow is reduced to a trickle.
When you get into the shower,
you pull the cord for full flow to
resume.

Opinions About Various CRD Messages
The final activity of the focus group consisted of message testing. The CRD provided four
messages (three of them in two formulations). Participants were asked whether this
information was new to them, how believable they found it, and whether it would have an
effect on their showering behaviour. In general, Group 1 (18-24, mixed gender, living with others)
was the most willing to change showering behaviour based on these messages and Group 7
(55+, mixed gender) was the least willing to change.
3.6.1 Message 1 (Shorter, cooler showers)
Two forms of a message about the benefits of shorter, cooler showers were tested:

1A.

Quicker, cooler showers are
better for the health of your hair
and skin.

1B.

Scientists have found that long,
hot showers dehydrate your skin;
so make it speedy and lukewarm
for a youthful complexion.

The findings are summarized below:
 There was a fair bit of variation among the groups with respect to having heard this
information before. In some groups, more than 75% of participants reported having
heard it before, but in others as few as 25% had heard it before.
 Participants generally found the information believable to fairly believable. Only
among older participants (Groups 6 – 35-54, mixed gender, most with children at home and 7
– 55+, mixed gender) did the proportion of people saying it was “not at all believable”
rise above 30%.
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 Several participants had heard about the benefits of cooler water from their
hairdressers (or friends/family members who were hairdressers), and seemed to
ascribe greater credibility to hairdressers than to scientists. One man had heard this
information from his wife and said he believed her over any scientist.
 There was some discussion about which form of the message was better. In
general, Message 1B fared better than 1A. Only Group 6 (35-54, mixed gender, most with
children at home) preferred the shorter formulation. One participant in Group 1 (18-24,
mixed gender, living with others) summed it up as follows: “I’m studying health
promotion and people are less likely to make behaviour changes if you are just
talking about health and stuff. If you put in the fear factor, like dehydration of your
skin, it seems more of a reform message.” One participant in Group 3 (18-24, males),
felt that the benefits described would be more important to “people who are
conscious of their hair and skin – females.”
 There were, however, a number of words in Message 1B that triggered reactions
from participants. The word “youthful” proved to be a stumbling block for many
participants: “a little bit over the top”, “it felt a little gimmicky”, and “it is saying
that as women are aging, we are degrading and have less value in society, and all
that. I don’t like that one because it has a value judgment.” Participants thought
“youthful” should be removed from the message. The participants in Group 4 (18-24,
females) were particularly offended by that word. The only group in which the word
“youthful” had some appeal was Group 6 (35-54, mixed gender, most with children at home),
but only among the women in the group.
 The inclusion of “scientists” in Message 1B also sparked some discussion. Among
the younger groups, students generally wanted more details such as a citation of a
specific study. Non-students were more likely to feel that “scientists” gave the
message more clout. Among older participants, reactions to the word “scientists”
were more mixed.
 Group 4 (18-24, females) summed up how Message 1B should be changed to make it
more effective: “include a real citation, get rid of ‘youthful’, and keep the actual
benefit, namely the prevention of dehydration.”
Neither of the formulations of this message was particularly effective in motivating
behavioural change. Message 1B was slightly better (in one group it received a score of 6.1
out of 10 for likelihood to cause participant to change his/her behaviour), but when
averaged over all groups, neither message even managed to score as much as 5 out of 10.
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3.6.2 Message 2 (The challenge of a four-minute shower)
A shorter and a longer form of a message about taking the challenge of reducing one's
showering time to four minutes were tested:

2B.
2A.

The average person showers
for 4 minutes. Do you? Take the
challenge.

The average person showers
for 4 minutes. Do you? Cutting
the length of time in the shower
helps to save water and energy.
Take the challenge.

This message did not fare well in either the long or the short form. Participants simply did
not buy it. Some objected to the “challenge” part of the message.
 The majority of participants in all groups said the information in Message 2A was
new to them. For Message 2B, more participants said that they had heard this
information before. This shift was likely influenced by the addition of the sentence
about saving water and energy.
 The additional sentence also seems to have had a significant effect on the
believability of the message. Participants found Message 2A much less believable
than Message 2B. One participant in Group 2 (18-24, mixed gender, most living alone)
said: “I agreed with half of it, that it will save water and energy. That is just a fact.
But I don’t believe the four minutes.” The believability of this message (in either
form) had been undermined to some extent by the preceding activities in the focus
group. There was a general sense that few people showered for four minutes and
to come up with an average of four minutes “they would have to have a lot of
people showering less than four minutes” or “there would have to be a lot of people
who are only taking 1-minute or 30-second showers.” One participant said: “It also
contradicts itself. It says it is the average person, so why would anyone need to
take a challenge if it is already average?”
 In addition to the believability of the four-minute average, this message was also
plagued by the problem that some participants were put off by the word challenge:
“Do you know how many challenges there are these days?” Response to the
challenge aspect of the message was quite mixed. Some participants liked it and
thought “it would be fun to try,” while others said: “Take the challenge, try to be
better than average – that didn’t motivate me. What motivates me is to remind me
to save water and to save energy.” The participants in Group 7 (55+, mixed gender)
were the least likely to be motivated by a challenge.
 The worksheet responses indicated that the addition of the information about saving
water and energy contributed to the effectiveness of the message. Some
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participants admitted that “saving water and energy” was obvious; they still thought
it would give people that extra nudge (“it is not necessarily information that people
don’t have already, but it is a good reminder”). Some, however, felt that adding the
sentence about saving water and energy was “pointless” and akin to saying “‘driving
your car less will save you gas;’ that is super obvious.”
 The participants in Groups 3 (18-24, males) and 4 (18-24, females) had a lively discussion
about how this message could be improved and decided that the CRD should
present an ideal rather than an average time for which people should strive.
Message 2A received the lowest scores for motivating behavioural change of all the
messages tested (4.0 out of a possible 10). Despite its still containing the objectionable
“4-minute shower norm” assertion, participants were more likely to say that Message 2B
would motivate them to change (5.0). Nevertheless, neither formulation of this message
managed to score above 5 out of 10.
3.6.3 Message 3 (Shorter showers mean time for other activities)
The third message only had one formulation:
A shorter shower means: more time in
bed, time to have breakfast, avoid the
travel rush, less hassle from family or
roommates. What does it mean to
you?
Participants had a number of comments about this message:
 Whether or not participants had heard this information before varied from group to
group, with no obvious age-related trends.
 The message was generally felt to be believable, but it was “common sense” or
“obvious.” Some participants said that they were already motivated by these sorts
of considerations. Others felt that it would be better not to give such a long list, but
to let people “fill in the blanks” with their own activities (e.g., “what would you do
with the extra time you don’t spend in the shower?”).
 The biggest problem with this message is its assumption that most people shower in
the morning. One participant said: “it cuts me out because I shower in the
evening.”
 Group 4 (18-24, females) was the least happy with this message: “I found it
confusing. First it tells you what it means, and then it asks you what it means.”
This message is not effective in motivating behavioural change; it only attained an overall
score of 4.2 out of a possible 10. More than one participant said “a shower brings more
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happiness” than the items mentioned in the message. For Group 7 (55+, mixed gender), this
message was not very applicable, as most of them were retired.
3.6.4 Message 4 (Shorter showers save money/water)
The final message to be tested presented two types of savings that could result from
reducing one's showering time by two minutes:

4A. By reducing your average
shower time by two minutes you
could save around 6,000 litres of
water a year.

4B. By reducing your average
shower time by two minutes you
could save around $40 a year off
your water/energy bills.

Of all the messages presented in the focus group, Message 4 was the most popular one:
 For the most part, the information presented in this message was new to
participants.
 Participants generally found this message believable. Some expressed surprise that
the amount of money in Message 4B was so low; they expected saving 6,000 litres
of water to translate into a lot more money than $40.
 The idea of reducing showering time by two minutes met with general approval –
“that’s doable!”
 Message 4A was preferable to 4B. Saving 6,000 litres of water was seen as the
bigger motivator for behavioural change. There were two reasons for this. First,
many of the participants were renters who did not pay for water directly; they were,
therefore, more prone to respond to a conservation message than a saving-money
message (“6,000 litres is better; most of us don’t pay for our water, so this kind of
hits everyone”). Second, the number (6,000) is large and more impressive than a
mere $40 per year. One participant said: “40 bucks a year is probably not going to
mean much” and another: “I spend that much on coffee during the month.”
 Participants did, however, want some clue as to what 6,000 litres of water would
look like. They felt that any advertisements designed with this message should
include a visual representation (e.g., 1,500 four-litre milk jugs) or some verbal
information (e.g., how many swimming pools could be filled).
This message was the most effective in motivating behavioural change. Both forms (saving
6,000 litres of water or saving $40 off energy/water bill) scored more than 5 out of 10 for
likelihood of changing behaviour – the highest for any of the messages tested.
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3.6.5 Disseminating the Messages
After the messages had been discussed, participants were asked about the best way of
getting message to them.
 Participants from all groups mentioned bus advertisements, including ads inside the
bus, on the outside of a bus, or at bus shelters. Even if people do not actually ride
the bus, they would see the ads when walking or driving behind/beside buses.
There was a general consensus about the effectiveness of bus ads among all
respondents, suggesting that this might be the most effective method for message
delivery.
 The younger participants mentioned social media (Facebook, Twitter, etc.). When
asked about whether or not they would actually look at a CRD ad or “like” the CRD
on Facebook, enthusiasm waned slightly. Older participants with children also cited
social media.
 Participants who paid for their own water (the older groups) also mentioned inserts
in, or information printed directly on the water bill.
 TV ads were mentioned, but participants decided that for them to appear on the
most popular channels would be too expensive.
 The local newspapers that are distributed free to CRD residents were also cited as a
possibility for information dissemination.

46

SECTION 4: SUMMARY & RECOMMENDATIONS
Research revealed some potential areas for educating CRD residents.
 One participant provided a very insightful comment: “The strategy is to educate
people to realize that nothing is free. That goes for everything. There is nothing
that is free; it is just simply how much you can get [away] with the perception that
you are not paying.” The CRD could act on this comment and undertake an
education campaign that specifically targets the water use component of what “free”
really means.
 There is scope for making CRD residents aware of the fact that warming up the
shower wastes water. Education would be an important first step to improving
conservation in this area. The average time that the water ran before the shower
was used was generally under two minutes, although in Group 6 (35-54, mixed gender,
most with children at home) the average was higher. On the basis of the calculation
used for testing message 4b, an average of about two minutes could translate to
6,000 liters of water per year. Thus, whatever the CRD undertakes in terms of
education would definitely have some benefits.

The findings identified some water-saving strategies to promote.
 The CRD needs to present the five-minute shower as the ideal. There are some
individuals who do not realize that more than 15 minutes in the shower is a long
time. The limiting of a shower to “two songs” came up a few times during the focus
groups and one participant who had never heard of this idea said it was “brilliant”.
It might be worthwhile for the CRD to investigate how closely the timing of “two
songs” approaches the five-minute ideal.
 Focus group participants showed great resistance to the concept of taking fewer
showers overall. They were, however, more willing to change in terms of taking
shorter showers. The CRD should focus its energies on promoting shorter showers.
 The CRD should also consider a summer campaign of promoting the turn-on/turn-off
method of showering. “Getting cold” was a barrier to this practice, but if CRD
residents could acquire the habit while the weather is warm, they might keep it up
during the colder times of the year. Individuals were somewhat receptive to this
water conservation method, so there is a possibility that this strategy might catch
on.

The research uncovered some important aspects of messaging.
 In general, the CRD should highlight the environmental benefits of saving water –
the notion of being a responsible, non-wasteful global citizen. Despite the numerous
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statements by participants about how money motivates people, the research findings
suggest that it would be more effective to push their “go green” button rather than
their “save money” button. In Germany, where water is much more expensive than
in the CRD and where there is metered outflow, shower times are not much shorter.
In fact, showering times have been going up in Germany despite high water costs
and metered outflow.4
 Another argument for using the “go green” message is that it applies to all CRD
residents regardless of whether or not they pay for their water use directly.
 One of the prominent findings of the research was that people who shower in the
morning are by no means in the majority. Many shower in the evening or at various
different times throughout the day. Designing advertisements that target only
morning-shower people will miss a large portion of the population.
 In general, people in Group 7 (55+, mixed gender) were the least likely to change their
behaviour in response to any message suggesting that it would not be cost-effective
to design advertisements targeting this population group. Furthermore, it seems
that they already use less water than younger people; this group had the lowest
average number of showers per adult.
 It is strongly recommended that the CRD hire a professional firm to assist with the
design of the messages and the subsequent development of the advertisements.
Participants – particularly those between 18 and 24 years of age – were extremely
discerning with respect to the messages tested and quick to pick up on aspects of
these messages that were (in their eyes) contradictory or politically incorrect.

4

http://de.statista.com/statistik/daten/studie/36517/umfrage/anteil-der-befragten-die-mindestens-taeglicheinmal-duschen-in-2001-und-2006/





















!"#$$%$#&

!
"#$%&'!(&#)*+$,'!-$.,/!0'$,1!2&.',+34&53!
"
#$%%&'""()"*+,$"-."//////////0"+*1"23,"4+%%-*5"67&,"89:9"(+%+;$.;"
<":..&4-+;$."=;190"+",+7>$;"7$.$+74?"6-7,9""@$"+7$"4+%%-*5";&1+)";&"
-*A-;$"+1B%;.";&"+"6&4B."57&BC"1-.4B..-&*"+D&B;".?&E$7-*5"D$?+A-&B70"E?-4?"&B7"4&,C+*)"-."
4&*1B4;-*5"6&7";?$"F+C-;+%"8$5-&*+%"G-.;7-4;"HF8GI9""J+7;-4-C+*;."E-%%"D$"C+-1"+"57+;B-;)"&6"KLM"6&7"
C+7;-4-C+;-*5"-*";?-."7$.$+74?9"@$"+7$"*&;".$%%-*5"+*);?-*50"&7"C7&,&;-*5"+*)".$7A-4$.9""N&4B."
57&BC."5$*$7+%%)"7B*"67&,"!9M";&"O"?&B7.9""@&B%1")&B"D$"-*;$7$.;$1"-*"P&-*-*5"&*$"&6"&B7"
57&BC.Q""(+)"2"C%$+.$"+.>")&B"+"4&BC%$"&6"RB$.;-&*.";&".$$"-6")&B"RB+%-6)";&"+;;$*1Q"
"
"
S7&BC"!T"(-U$1"5$*1$7T" !V";&"OWX)$+7X&%1.0".-*5%$0"%-A-*5"+;"?&,$"E-;?"
C+7$*;H.IY&;?$7"6+,-%)",$,D$7.0"&7"%-A-*5"E-;?"&;?$7."H*&;"
6+,-%)",$,D$7.I0",-U"&6"E&7>-*5"+*1"*&;"E&7>-*5""
S7&BC"OT"(-U$1"5$*1$7T" !V";&"OWX)$+7X&%1.0".-*5%$0"%-A-*5"+%&*$0",-U"&6"
E&7>-*5"+*1"*&;"E&7>-*5""
S7&BC"ZT"(+%$."&*%)T"

!V";&"OWX)$+7X&%1.0".-*5%$0"%-A-*5"+;"?&,$"E-;?"
C+7$*;H.I"&;?$7"6+,-%)",$,D$7.0"%-A-*5"E-;?"&;?$7."
H*&;"6+,-%)",$,D$7.I0"&7"%-A-*5"+%&*$0",-U"&6"E&7>-*5"
+*1"*&;"E&7>-*5"

S7&BC"WT"N$,+%$."&*%)T" !V";&"OWX)$+7X&%1.0".-*5%$0"%-A-*5"+;"?&,$"E-;?"
C+7$*;H.I0"%-A-*5"E-;?"&;?$7."H*&;"6+,-%)",$,D$7.I0"&7"
%-A-*5"+%&*$0",-U"&6"E&7>-*5"+*1"*&;"E&7>-*5"
S7&BC"MT"(-U$1"5$*1$7T" OM";&"ZWX)$+7X&%1."
S7&BC"[T"(-U$1"5$*1$7T" ZM";&"MWX)$+7X&%1."HC7$6$7+D%)";?&.$"E-;?"4?-%17$*"+;"
?&,$0"-6"C&..-D%$";$$*+5$7.I""(:\9"O"@2]#^_]"F#2=G8`a"
S7&BC"LT"(-U$1"5$*1$7T" MM")$+7."&6"+5$"&7"&%1$7"

!9"

"
"
8$4&71"5$*1$7T"
b!b (+%$"
bOb N$,+%$"
"

"
!"

O9"

Z9"

W9"

M9"

[9"

L9"

V9"

G&")&B0"&7"1&$."+*)&*$"-*")&B7"?&B.$?&%1"4B77$*;%)"E&7>"-*"+*)"&6";?$"6&%%&E-*5"6-$%1.Q""#+."
+*)&*$"-*")&B7"?&B.$?&%1"1&*$".&"-*";?$"C+.;Q"
b!b (+7>$;-*5""ca^aXd_:=2N2`8e"
bOb (+7>$;-*5"7$.$+74?""ca^aXd_:=2N2`8e"
bZb :1A$7;-.-*5""ca^aXd_:=2N2`8e"
bWb JBD%-4"7$%+;-&*.""ca^aXd_:=2N2`8e"
bMb @&7>"6&7";?$"F8G""ca^aXd_:=2N2`8"N^8"]#`f`"N^F_f"S8^_Jf"g"8`N`8"]^"
@`hf2]`"N^8"f2SaX_J"]^"h`"F:==`G"N^8"^]#`8"S8^_Jfe"
"
G&$.")&B7"1E$%%-*5"4&*;+-*"+;"%$+.;"&*$"E&7>-*5".?&E$7Q"
b!b i$."
bOb a&""ca^aXd_:=2N2`8"N^8"]#`f`"N^F_f"S8^_Jf"g"8`N`8"]^"@`hf2]`"N^8"f2SaX
_J"]^"h`"F:==`G"N^8"^]#`8"S8^_Jfe"
"
@?-4?"&6";?$"6&%%&E-*5".;+;$,$*;."D$.;"1$.47-D$.")&BQ"
b!b :;"?&,$0"2".?&E$7"+%,&.;"+%%"&6";?$";-,$"
bOb :;"?&,$0"2".?&E$7",&.;"&6";?$";-,$"
bZb :;"?&,$0"2".?&E$7"+*1"D+;?$",&7$"&7"%$..";?$".+,$"
bWb :;"?&,$0"2"D+;?$"+%,&.;"+%%"&6";?$";-,$""ca^aXd_:=2N2`8"N^8"]#`f`"N^F_f"
S8^_Jf"g"8`N`8"]^"@`hf2]`"N^8"f2SaX_J"]^"h`"F:==`G"N^8"^]#`8"S8^_Jfe"
"
2.")&B7"?&,$".BCC%-$1"D)"E$%%"E+;$7Q"
b!b i$.ca^aXd_:=2N2`8"N^8"]#`f`"N^F_f"S8^_Jf"g"8`N`8"]^"@`hf2]`"N^8"f2SaX
_J"]^"h`"F:==`G"N^8"^]#`8"S8^_Jfe"
bOb a&"
"
F&B%1")&B"C%$+.$";$%%",$"-*;&"E?-4?"&6";?$"6&%%&E-*5"+5$"4+;$5&7-$.")&B"6+%%Q"
b!b !V";&"OW")$+7."&6"+5$"
bOb OM";&"ZW")$+7."&6"+5$"
bZb ZM";&"MW")$+7."&6"+5$"
bWb MM")$+7."&6"+5$"&7",&7$"
"
cN^8":S`f"!V"]^"OW"^a=ie"@?-4?"&6";?$"6&%%&E-*5"D$.;"1$.47-D$.")&B7"4B77$*;",+7-;+%".;+;B."+*1"
%-A-*5".-;B+;-&*Q"":7$")&B"j""
b!b j",+77-$1"&7"%-A-*5"E-;?"C+7;*$7"ca^aXd_:=2N2`8"g"8`N`8"]^"@`hf2]`"N^8"
f2SaX_J"]^"h`"F:==`G"N^8"^]#`8"S8^_Jfe"
bOb j".-*5%$0"%-A-*5"+;"?&,$"E-;?"C+7$*;H.IY&;?$7"6+,-%)",$,D$7."
bZb j".-*5%$0"%-A-*5"E-;?"&;?$7."H*&;"6+,-%)",$,D$7.I"
bWb j".-*5%$0"%-A-*5"+%&*$"
"
G&"+*)"4?-%17$*"4B77$*;%)"%-A$"E-;?")&BQ"cF#^^f`":=="]#:]":JJ=ie"
b!b a&"c2N":S`f"ZM"]^"MW0"(:\2(_("O"N^8"S8^_J"6e"
bOb i$.0"&*$"&7",&7$"4?-%1H7$*I"E?&"+7$"!O")$+7."&6"+5$"&7")&B*5$7"
bZb i$.0"&*$"&7",&7$"+1&%$.4$*;"4?-%1H7$*I"D$;E$$*"!Z"+*1"!L")$+7."&6"+5$"
bWb i$.0"&*$"&7",&7$"+1B%;"4?-%1H7$*I"!V")$+7."&6"+5$"&7"&%1$7"
O"

"
k9" cN^8":S`f"!V"]^"OW"^a=ie"@?+;"-.")&B7"4B77$*;"&44BC+;-&*Q"":7$")&Bj"
b!b j"+"?&,$,+>$7"
bOb j"*&;"E&7>-*5"H$-;?$7"B*$,C%&)$1"&7".;B1$*;."E?&"+7$"*&;"E&7>-*5"+;"+"P&DI"
bZb j"E&7>-*5"C+7;X;-,$"H-*4%B1-*5".;B1$*;."E?&"E&7>"C+7;X;-,$I"
bWb j"E&7>-*5"6B%%X;-,$"H-*4%B1-*5".;B1$*;."E?&"E&7>"6B%%X;-,$I"
bMb ^;?$7T"/////////////"HC%$+.$".C$4-6)I"
"
!l9" 2*"E?+;";)C$"&6"1E$%%-*5"1&")&B"%-A$Q"
b!b f-*5%$X1$;+4?$1"H.-*5%$"6+,-%)"1E$%%-*5I"
bOb f$,-X1$;+4?$1"H1BC%$U0";7-C%$U0"$;49I"
bZb :C+7;,$*;"Y"F&*1&,-*-B,"H.-*5%$"$*;7+*4$0"-*1-A-1B+%".B-;$.I"
bWb ]&E*?&B.$Y"7&E"?&B.-*5"
bMb ]7+-%$7Y",&D-%$Y",+*B6+4;B7$1"?&,$"
b[b ^;?$7"HC%$+.$".C$4-6)T"/////////////////I"
"
!!9" #+A$")&B"$A$7"+;;$*1$1"+"6&4B."57&BC"&7"C+7;-4-C+;$1"-*"+"&*$X&*X&*$"-*;$7A-$E"6&7"E?-4?")&B"
E$7$"C+-1"+".B,"&6",&*$)Q"
b!b a&"
bOb i$.9"""
@?$*"1-1")&B"%+.;"+;;$*1"+"6&4B."57&BCYC+7;-4-C+;$"-*"+*"-*;$7A-$EQ"///",&*;?."
+5&""ca^aXd_:=2N2`8"2N"=`ff"]#:a"f2\"(^a]#f":S^"g"8`N`8"]^"@`hf2]`"N^8"
f2SaX_J"]^"h`"F:==`G"N^8"^]#`8"S8^_Jfe"
"
]?&.$"+7$"+%%";?$"RB$.;-&*."2"?+A$"6&7")&B"+;";?-.";-,$9""]?+*>")&B"6&7";+>-*5";?$";-,$";&".C$+>"
;&",$";&1+)'""2m%%"?+A$",)".BC$7A-.&7"7$A-$E")&B7"+*.E$7."+*1"+7!8$,!9,):+78";&"+;;$*1"&*$"&6"
;?$.$"57&BC.")&B"E-%%"D$"4+%%$1"D+4>"E-;?-*";E&";&"6&B7"DB.-*$.."1+).9"]?$"57&BC."E-%%";+>$"
C%+4$"&*"]?B7.1+)0"^4;&D$7"OZ;?"cS7&BC"6e0"(&*1+)0"^4;&D$7"OL;?0"]B$.1+)0"^4;&D$7"OV;?"+*1"
@$1*$.1+)0"^4;&D$7"Ok;?9""c8`F^8G"2N"8`fJ^aG`a]"a^]`f"]#`i":8`"a^]":n:2=:h=`"^a"
^a`"^N"]#`f`"G:ife9""26")&B"1&"*&;"RB+%-6)"6&7";?$.$"57&BC.0"DB;"+7$"-*;$7$.;$1"-*"
C+7;-4-C+;-*5"-*"&;?$7"7$.$+74?"E-;?"(+%+;$.;0"C%$+.$"A-.-;"&B7"E$D.-;$"+;"EEE9,+%+;$.;94&,!""^*"
;?$",+-*"C+5$")&B"E-%%".$$"+"oP&-*"*&Ep"DB;;&*"B*1$7";?$"?$+1-*5"&6p"o:7$")&B"-*;$7$.;$1"-*"
C+7;-4-C+;-*5"-*"+*"&*%-*$"7$.$+74?"C+*$%"&7"6&4B."57&BCQp9""]?+*>")&B"+5+-*"+*1"?+A$"+"
E&*1$76B%"$A$*-*5'"
"
-,::!;)4&<!===============================!!
>#$5&!?<! ================================!!
@4)+:<! ==================================!!
bb+%%"6-$%1."7$RB-7$1bb"

Z"






















!"#$%#&'()*+,#(&%$"--,%.+$%/)#&,-0%(1,%0(123-4$#0-0%+&0%"+&0-0%(1,%,(%/)($/-5,#6-%/+),#5#/+&,$%."#3-%)-5)1#,#&7%'()%'(51$%
7)(1/%/+),#5#/+&,$%(&%8+*($1&%8(33-7-%5+*/1$-$%+&0%,(%(,"-)%#&,-)-$,-0%#&0#6#01+3$%#&%95,(2-)%:;<=>%

!"#$%&'($)*+$
#,$-'."$/,01$
,%'2',23

%

%

%

$

!"#$%&'("$)%&*+,-./&0+&12-,23-./&4562,7,839&
"#:";5(&<=>&<?&+@&<A>&<BCD$

(EFE&*.G.0230&H&F33+I7.023&J0-E>&.&K7I0+@7.LM.32-&@232.@IN&O7@P>&73&IQ@@2,0G/&@2I@Q707,8&
7,-767-Q.G3&.82-&C?&0+&<D&/2.@3&0+&R.@07I7R.02&7,&.&@232.@IN&-73IQ337+,&.M+Q0&
3N+S2@7,8&M2N.67+@&O+@&0N2&#.R70.G&(287+,.G&T730@7I0&4#(T9E&
:N73&30Q-/&@2UQ7@23&0N.0&.GG&R.@07I7R.,03&M2&3I@22,2-E&

#.GG&<VBLW?XLWW=W&0+&322&7O&/+Q&UQ.G7O/Y&

).@07I7R.07+,&7,&0N73&@232.@IN&73&I+PRG202G/&6+GQ,0.@/E&
$

45"&6"$ 2,#"$ #7&#$ 8,2#&8#$ '29,1:&#',2$ ;'55$ ,25/$ <"$ 06"($ 9,1$ #7"$ %01%,6"6$ ,9$ 8,::02'8&#',2$ ;'#7$ %&1#'8'%&2#6$ 8,28"12'2-$ #7"6"$
9,806$ -1,0%6=$$ 4"16,2&5$ '29,1:&#',2$ ;'55$ <"$ 7"5($ 02("1$ 6#1'8#$ %1'.&8/$ &2($ 6"801'#/$ %1,#,8,56$ &2($ '2$ 9055$ 8,:%5'&28"$ ;'#7$ #7"$ >?$
@AB4$C8#=$$D,0$8&2$8,2#&8#$#7"$9'1:E6$%1'.&8/$,99'8"1$&#$%1'.&8/F:&5&#"6#=8,:$67,05($/,0$7&."$&2/$G0"6#',26$,1$8,28"126$&<,0#$
#7"$06"$,9$/,01$8,2#&8#$'29,1:&#',2
&

%
%
%
%

!"#$%&'%#%()*+'%,-)+./%
!"()*+'%,-)+."#$"%"&'()"'&"*+%,#-%-#./"(/$/%(01"#2"31#01"%"4('+5"'&"5/'5,/"%(/"%$6/7"%8'+-"-1/#("
5/(0/5-#'2$9"'5#2#'2$9"8/,#/&$9"%27"%--#-+7/$"-'3%(7$"%"5('7+0-9"$/(.#0/9"0'20/5-9"%7./(-#$/)/2-9"#7/%9"
'("5%06%4#24:";+/$-#'2$"%(/"%$6/7"#2"%2"#2-/(%0-#./"4('+5"$/--#24"31/(/"5%(-#0#5%2-$"%(/"&(//"-'"-%,6"
3#-1"'-1/("4('+5")/)8/($:"<1/"4('+5"#$")'7/(%-/7"8="%2"/>5/(#/20/7"&'0+$"4('+5",/%7/("31'"3#,,"
%$6"*+/$-#'2$"%8'+-"-1/"$+8?/0-")%--/("-'5#0:"@/$$#'2$"%(/"-=5#0%,,="%+7#'"%27A'(".#7/'"(/0'(7/7"$'"
-1%-"-1/")'7/(%-'("0%2"(/.#/3"-1/"$/$$#'2"31/2"5(/5%(#24"-1/"$+))%(="'&"(/$+,-$:"<1/$/"(/0'(7#24$"
%(/"6/5-"5(#.%-/"%27"'2,="+$/7"-'"(/&/("-'"-1/"&//78%06"4#./2:&
$
HI,018"J$$7##%JKK"2=;'L'%"('&=,1-K;'L'K@,806M-1,0%N$.'";"($A8#,<"1$O*N$PQORS$
%

#FJJ&<VBLW?XLWW=W&
:+&M2&3I@22,2-&+@&O+@&P+@2&-20.7G3&
&
(EFE&*.G.0230&H&F33+I7.023&
?V?&).,-+@.&F62,Q2&
K7I0+@7.>&;#&
SSSEP.G.0230EI+P%
%

!

!

!

!

!

!

!

C$)!5%,4!DEF!)(!
6,8$!1(3.!(5,',('G!
!

!
!"#$%&'("$)%&*+,-./&0+&12-,23-./&
4562,7,839&
&
"#:";5(&<=>&<?&+@&<A>&<BCD
!
&
!

!(EFE&*.G.0230&H&F33+I7.023&J0-E>&.&K7I0+@7.LM.32-&@232.@IN&O7@P>&73&
IQ@@2,0G/&@2I@Q707,8&7,-767-Q.G3&.82-&C?&0+&<D&/2.@3&0+&
!R.@07I7R.02&7,&.&@232.@IN&-73IQ337+,&.M+Q0&3N+S2@7,8&M2N.67+@&
&
&

!
&

!

&

O+@&0N2&#.R70.G&(287+,.G&T730@7I0&4#(T9E&
&

:N73&30Q-/&@2UQ7@23&0N.0&.GG&R.@07I7R.,03&M2&3I@22,2E&
&
&
#.GG&<VBLW?XLWW=W&0+&322&7O&/+Q&UQ.G7O/Y&
&
).@07I7R.07+,&7,&0N73&@232.@IN&73&I+PRG202G/&6+GQ,0.@/E&
&

!

"#$%&$! '()$! )*%)! +(')%+)! ,'-(./%),('! 0,##! ('#1! 2$! 3&$4! -(.! )*$! 53.5(&$&! (-! +(//3',+%),('! 0,)*!
&
5%.),+,5%')&!+('+$.','6!)*$&$!-(+3&!6.(35&7!!"$.&('%#!,'-(./%),('!0,##!2$!*$#4!3'4$.!&).,+)!5.,8%+1!
%'4! &$+3.,)1! 5.()(+(#&! %'4! ,'! -3##! +(/5#,%'+$! 0,)*!
& )*$! 9:! ;<="! >+)7!! ?(3! +%'! +(')%+)! )*$! -,./@&!
5.,8%+1!(--,+$.!%)!5.,8%+1A/%#%)$&)7+(/!&*(3#4!1(3!*%8$!%'1!B3$&),('&!(.!+('+$.'&!%2(3)!)*$!3&$!(-!
1(3.!+(')%+)!,'-(./%),('7
&

&
&

!"#$%&'%#%()*+'%,-)+./%

&&

!"!"#$%&'("$)"#$"%"&'()"'&"*+%,#-%-#./"(/$/%(01"#2"31#01"%"
4('+5"'&"5/'5,/"%(/"%$6/7"%8'+-"-1/#("5/(0/5-#'2$9"'5#2#'2$9"
8/,#/&$9"%27"%--#-+7/$"-'3%(7$"%"5('7+0-9"$/(.#0/9"0'20/5-9"
%7./(-#$/)/2-9"#7/%9"'("5%06%4#24:";+/$-#'2$"%(/"%$6/7"#2"%2"
#2-/(%0-#./"4('+5"$/--#24"31/(/"5%(-#0#5%2-$"%(/"&(//"-'"-%,6"
3#-1"'-1/("4('+5")/)8/($:<"=1/"4('+5"#$")'7/(%-/7"8>"%2"
/?5/(#/20/7"&'0+$"4('+5",/%7/("31'"3#,,"%$6"*+/$-#'2$"%8'+-"
-1/"$+8@/0-")%--/("-'5#0:"A/$$#'2$"%(/"->5#0%,,>"%+7#'"%27B'("
.#7/'"(/0'(7/7"$'"-1%-"-1/")'7/(%-'("0%2"(/.#/3"-1/"$/$$#'2"
31/2"5(/5%(#24"-1/"$+))%(>"'&"(/$+,-$:"=1/$/"(/0'(7#24$"%(/"
6/5-"5(#.%-/"%27"'2,>"+$/7"-'"(/&/("-'"-1/"&//78%06"4#./2:

&

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! !!!!!!!!!!!!!!!!!!!
"

!#$%&'()!!*++,)--(./0121,(314/$&5-0121-6$'%785&$%,9!:1(0(3!;,&1<!=9!>?"=!

#FJJ&<VBLW?XLWW=W&&
:+&M2&3I@22,2-&+@&&
O+@&P+@2&-20.7G3&

&
(EFE&*.G.0230&H&F33+I7.023&&
?V?&).,-+@.&F62,Q2&
K7I0+@7.>&;#&
SSSEP.G.0230EI+P






















!"#$%&'()$*"&(!+
,(#)-.&//0."#+
123&4#5&"678+
"
#$%&'"()*"+),"%-,../&-"0)"1%,0/2/1%0."/&")*,"+)2*3"-,)*14""53"6."7.&0/)&.8"6$.&"6."31)'."0)"
()*9"0$.,."/3"%":$)7.6),'"%33/-&7.&0;"+),"()*"0)"8)<"
"
=."6)*>8">/'."0)"-%0$.,"3)7."?%3/2"/&+),7%0/)&"%?)*0"0$."3$)6.,/&-"?.$%@/)*,"/&"()*,"
$)*3.$)>8<""#$/3"A*.30/)&&%/,.".&%?>.3"()*"0)"1,)@/8."0$%0"/&+),7%0/)&"2)&+/8.&0/%>>("%&8"
$)&.30>(<""B)*,"/&8/@/8*%>",.31)&3.3"0)"0$.3."A*.30/)&3"6/>>"&)0"?.",.@.%>.8"8*,/&-"0$."+)2*3"
-,)*1<""C&>("0$."2)7?/&.8",.31)&3.3")+"%>>"1%,0/2/1%&03"7%("?."1,.3.&0.8"%&8"8/32*33.8<"
"
D>.%3."2>/2'"$.,."0)"?."8/,.20.8"0)"()*,"1.,3)&%>9"3.2*,.9"1,.E+)2*3E-,)*1"A*.30/)&&%/,.<"
B)*"7%(".F/0"%&8",.E.&0.,"0$."A*.30/)&&%/,."%3")+0.&"%3"()*"6%&0<""C*,"3.,@.,"6/>>",.7.7?.,"
6$.,."()*"6.,.<""G&"),8.,"+),"()*"0)"1%,0/2/1%0."/&"0$."+)2*3"-,)*1"%&8",.2./@."()*,"HIJ<KK9"6."
&..8"()*"0)"2)71>.0."0$/3"A*.30/)&&%/,."?("C20)?.,"LK9"LK!M<"
"

N!"#$#%&'#()**+
"
B)*,"%&36.,3"0)"0$."+)>>)6/&-"A*.30/)&3"6/>>"$.>1"2)&+/,7"0$%0"6."$%@."1>%2.8"()*"/&"0$."2),,.20"
+)2*3"-,)*1<""ODPCQP5RRST"#C"UVSUW"=G#V"UPG#SPG5"XCP"D5P#GUGD5Y#Z["XCU\["QPC\D<""
[\PNSB["=G#V"TG[UPSD5YUGS["X]5QQST"5YT"PSNGS=ST"^B"PSUP\G#RSY#"[\DSPNG[CP<_"
"
5!<" =$%0"/3"()*,"-.&8.,`"
a!a R%>."
aLa X.7%>."
"
5L<" G&0)"6$/2$")+"0$."+)>>)6/&-"%-."2%0.-),/.3"8)"()*"+%>>`"
a!a !b"0)"LM"(.%,3")+"%-."
aLa LJ"0)"cM"(.%,3")+"%-."
aca cJ"0)"JM"(.%,3")+"%-."
aMa JJ"(.%,3")+"%-."),"7),."
"
5c<" OXCP"5QS["!b"#C"LM"CY]B_"=$/2$")+"0$."+)>>)6/&-"?.30"8.32,/?.3"()*,"2*,,.&0"7%,/0%>"30%0*3"%&8"
>/@/&-"3/0*%0/)&`""5,."()*"d"
a!a d"7%,,/.8"),">/@/&-"6/0$"1%,0&.,"ODPCQP5R"5]SP#_"
aLa d"3/&->.9">/@/&-"%0"$)7."6/0$"1%,.&0e3fg)0$.,"+%7/>("7.7?.,3"
aca d"3/&->.9">/@/&-"6/0$")0$.,3"e&)0"+%7/>("7.7?.,3f"
aMa d"3/&->.9">/@/&-"%>)&."
"

"

"
!"

5M<" T)"%&("2$/>8,.&"2*,,.&0>(">/@."6/0$"()*"/&"()*,"$)7.`"OUVCC[S"5]]"#V5#"5DD]B_"
a!a
aLa
aca
aMa

Y)"ODPCQP5R"5]SP#"GX"5Lhc9"R5iGR\R"L"=G#VC\#"UVG]TPSY_"
B.39")&."),"7),."2$/>8e,.&f"!L"(.%,3")+"%-."),"()*&-.,"
B.39")&."),"7),."%8)>.32.&0"2$/>8e,.&f"?.06..&"!c"%&8"!I"(.%,3")+"%-."
B.39")&."),"7),."%8*>0"2$/>8e,.&f"!b"(.%,3")+"%-."),")>8.,"

"

5J<" =$%0"/3"()*,"2*,,.&0")22*1%0/)&`""5,."()*"d"`"
a!a
aLa
aca
aMa
aJa

d"%"$)7.7%'.,"
d"&)0"6),'/&-"e./0$.,"*&.71>)(.8"),"30*8.&03"6$)"%,."&)0"6),'/&-"%0"%"j)?f"
d"6),'/&-"1%,0E0/7."e/&2>*8/&-"30*8.&03"6$)"6),'"1%,0E0/7.f"
d"6),'/&-"+*>>E0/7."e/&2>*8/&-"30*8.&03"6$)"6),'"+*>>E0/7.f"
C0$.,k"lllllllllllll"e1>.%3."31.2/+(f"

"

5m<" OGX"5J"QPS5#SPnL_"=)*>8"()*"3%("0$%0"()*,")22*1%0/)&"e/<.<9"6$%0"()*"8)"/&"0$."6%(")+"%"j)?f"
/&+>*.&2.3"()*,"3$)6.,/&-"$%?/03`"
a!a Y)"
aLa B.3o"1>.%3."0.>>"*3"$)6k"llllllllllllllllllllllllllllllllllll"
"
5I<" e%f""=$%0"0(1.")+"%"3$)6.,"8)"()*"$%@."/&"()*,"$)7.`"
a!a N.,("6%0.,".++/2/.&0"eI">/0,.3"1.,"7/&*0."),">.33f"
aLa =%0.,".++/2/.&0"ej*30")@.,"I"0)"p">/0,.3"1.,"7/&*0.f"
aca Y)0"6%0.,".++/2/.&0"e!K">/0,.3"1.,"7/&*0."),"7),.f"
aMa T)&Z0"'&)6"
"

e?f""T).3"()*,"3$)6.,"$%@."7*>0/1>."3$)6.,$.%83`"
a!a B.3"
aLa Y)"
"
"

V(,-!.(/0+U(12(-#'#()**+
#$."+)>>)6/&-"A*.30/)&3"%,."%?)*0"0$."&*7?.,")+"1.)1>.">/@/&-"/&"()*,"$)*3.$)>8"ODPCQP5R"5"
!
TSXGYG#GCY _"%&8"2)>>.20"3)7."?%3/2"/&+),7%0/)&"%?)*0"0$./,"3$)6.,/&-",)*0/&.3<"
"
^!<" G&2>*8/&-"()*,3.>+9"$)6"7%&("1.)1>."%,."2*,,.&0>(">/@/&-"/&"()*,"$)*3.$)>8"ODPCQP5R"5"
TSXGYG#GCY_`"D>.%3."31.2/+("0$."&*7?.,")+"1.)1>.<"
e%f""llll"%8*>0e3f"e!b"(.%,3")+"%-."),")>8.,o"0$/3"7%("/&2>*8.",))77%0.3f"
e?f""!"&)&."

llll"%8)>.32.&0e3f"%-.8"!c"0)"!I"(.%,3"

e2f""!"&)&."

llll"2$/>8e,.&f"%-.8"!L"(.%,3"),"()*&-.,"

"

"

"

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! !!!!!!!!!!!!!!!!!!!
!

"5":$)*3.$)>8;"/3"2)&3/8.,.8"0)"?.")&>("0$."1.)1>."6$)">/@."6/0$"()*o"/0"8).3"YC#"/&2>*8."0.&%&03"/&"%"
3.1%,%0.9"3.>+E2)&0%/&.8"3*/0."%0"0$."3%7."%88,.33<"

L"

^L<" G&"%"0(1/2%>"6..'"e/<.<9"I"8%(3f9"6$%0"/3"0$."%@.,%-."#C#5]"&*7?.,")+"3$)6.,3"0%'.&"?("5]]"
0$."@%,/)*3"1.)1>."/&"()*,"$)*3.$)>8`"

X),".F%71>.9"/+"0$.,."%,."L"%8*>03"/&"()*,"$)*3.$)>8"6$)"?)0$"0(1/2%>>("3$)6.,".@.,("8%("%0"
$)7."%&8")&.")+"0$.7"-).3"0)"0$."-(7"c"0/7.3"%"6..'"%&8"%>3)"3$)6.,3"0$.,.9"()*,"%&36.,3"
0)"0$."+/,30"A*.30/)&"6)*>8"?.k""!M"3$)6.,3"%0"$)7.9"c"3$)6.,3".>3.6$.,.<"
"
58*>0e3f""e!b"(.%,3")+"%-."),")>8.,f""ODPCQP5R"5]SP#"GX"[VC=SP["5#"VCRSh;&)&.;_"
3$)6.,/&-"%0"$)7."

!"&)&."

llll"3$)6.,3"1.,"6..'"

3$)6.,/&-".>3.6$.,."e.<-<9"%0"%"-(7"
+/0&.33"+%2/>/0(9")++/2.g6),'9")0$.,f"
!"&)&."

llll"3$)6.,3"1.,"6..'"

OGX"^!?"G["YC#":&)&.;_"
58)>.32.&0e3f""e%-.8"!c"0)"!I"(.%,3f"
3$)6.,/&-"%0"$)7."1.,"6..'"

!"&)&."

llll"3$)6.,3"1.,"6..'"

3$)6.,/&-".>3.6$.,."e.<-<9"%0"%"-(7"
+/0&.33"+%2/>/0(9")++/2.g6),'9")0$.,f"
!"&)&."

llll"3$)6.,3"1.,"6..'"

OGX"^!2"G["YC#":&)&.;_"
U$/>8e,.&f"e%-.8"!L"(.%,3"%&8"*&8.,f"
3$)6.,/&-"%0"$)7."1.,"6..'"

!"&)&."

llll"3$)6.,3"1.,"6..'"

3$)6.,/&-".>3.6$.,."e.<-<9"%0"%"-(7"
+/0&.33"+%2/>/0(9")++/2.g6),'9")0$.,f"
!"&)&."

llll"3$)6.,3"1.,"6..'"

"
^c<" G&2>*8/&-"()*,3.>+9"6$%0"/3"0$."*3*%>"0/7.")+"8%("0$%0"1.)1>."/&"()*,"$)*3.$)>8"0%'."3$)6.,3"34+
5678`"
58*>0e3f9"!b"(.%,3")+"%-."),")>8.,k"
a!a G&"0$."7),&/&-"
aLa G&"0$.".@.&/&-"
aca G0"@%,/.3"0))"7*2$"0)"3%("

OGX"^!?"G["YC#":&)&.;_"
58)>.32.&0"2$/>8e,.&f9"%-.8"!c"0)"!I"(.%,3k"
a!a G&"0$."7),&/&-"
aLa G&"0$.".@.&/&-"
aca G0"@%,/.3"0))"7*2$"0)"3%("
aMa #$.(")&>("?%0$.o"0$.("8)&Z0"3$)6.,"ODPCQP5R"5]SP#_"

OGX"^!2"G["YC#":&)&.;_"
U$/>8e,.&f9"!L"(.%,3")+"%-."),"()*&-.,k"
a!a G&"0$."7),&/&-"
aLa G&"0$.".@.&/&-"?.+),."?.8"
aca G0"@%,/.3"0))"7*2$"0)"3%("
aMa #$.(")&>("?%0$.o"0$.("8)&Z0"3$)6.,"

"

"
c"

^M<" OGX"^!%"QPS5#SP"#V5Y"CYS9"),"GX"^!%"Sq\5]["CYS"5YT"^!?"CP"^!2"G["YC#":&)&.;_""#$/&'/&-"&)6"
%?)*0"()*,"$)*3.$)>8"%3"%"6$)>.9"%&8"2)71%,.8"0)")0$.,"$)*3.$)>83">/'."()*,3"e/<.<9"6/0$"0$."
3%7."&*7?.,")+"1.)1>.f9"8)"()*"0$/&'"0$."0)0%>"3$)6.,/&-"0/7.")+".@.,()&."/&"()*,"$)*3."/3"d`"
a!a d<"6.>>"%?)@."%@.,%-."
aLa d<"3>/-$0>("%?)@."%@.,%-."
aca d"%?)*0"%@.,%-."
aMa d"3>/-$0>("?.>)6"%@.,%-."
aJa d"6.>>"?.>)6"%@.,%-."
ama U)*>8&Z0"3%("g"&)"/8.%"
"
"

D!"-()&/+[.(9!"#):+D"&%'#%!-**+
#$/3">%30"-,)*1")+"A*.30/)&3".F1>),.3"()*,"1.,3)&%>"3$)6.,/&-"$%?/03<"
"
U!<" G&"%"0(1/2%>"6..'"e/<.<9"I"8%(3f9"$)6"7%&("0/7.3"8)"()*"3$)6.,"%0"$)7.k"
e%f""6/0$)*0"6%3$/&-"()*,"$%/,"e/&"0$."3$)6.,fk"

!"&)&."

llll"0/7.3"1.,"6..'"

e?f""/&2>*8/&-"6%3$/&-"()*,"$%/,"e/&"0$."3$)6.,fk""

!"&)&."

llll"0/7.3"1.,"6..'"

e2f""6/0$)*0"3$%@/&-"e/&"0$."3$)6.,fk""

!"&)&."

llll"0/7.3"1.,"6..'"

e8f""/&2>*8/&-"3$%@/&-"e/&"0$."3$)6.,fk""

!"&)&."

llll"0/7.3"1.,"6..'"

e.f""6/0$)*0"?,*3$/&-"()*,"0..0$"e/&"0$."3$)6.,fk""

!"&)&."

llll"0/7.3"1.,"6..'"

e+f""/&2>*8/&-"?,*3$/&-"()*,"0..0$"e/&"0$."3$)6.,fk""

!"&)&."

llll"0/7.3"1.,"6..'"

"
UL<" G&"%"0(1/2%>"6..'"e/<.<9"I"8%(3f9"$)6"7%&("0/7.3"8)"()*"3$)6.,"3)7.6$.,.".>3."e.<-<9"%0"%"
-(7g+/0&.33"+%2/>/0(9"0$.")++/2.g6),'9")0$.,f`"
llll"0/7.3"1.,"6..'"

!"&)&."

"
Uc<" T)"()*"0*,&"0$."3$)6.,")&"%&8",*&"/0"?.+),."%20*%>>("*3/&-"/0`"
a!a B.3""eG+"(.39"$)6">)&-"8).3"0$."3$)6.,",*&"?.+),."()*"-.0"/&`""lll"7/&*0.3f"
aLa Y)"
"
UM<" T)"()*"1,%20/3."0$.":0*,&")&g0*,&")++;"7.0$)8")+"3$)6.,/&-`"ODPCQP5R"]GYW"#C"TSXGYG#GCYL_"
a!a B.3"
aLa Y)"
"

"

"

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! !!!!!!!!!!!!!!!!!!!
L

"#$."0*,&")&g0*,&")++"7.0$)8")+"3$)6.,/&-"/3k""-.0"/&"3$)6.,9"0*,&")&"6%0.,9"-.0"6.09"0*,&"6%0.,")++9"
6%3$"e?)8(9"$%/,9"3$%@.9"?,*3$"0..0$9".02<f9"0*,&")&"6%0.,9",/&3.9"0*,&")++"6%0.,9"1*0"2)&8/0/)&.,"/&"()*,"
$%/,9"0*,&"6%0.,")&9",/&3."$%/,9"0*,&")++"6%0.,9"%&8"-.0")*0")+"3$)6.,<"

M"

UJ<" V)6"6)*>8"()*"8.32,/?."0$."%7)*&0")+"0/7."()*"0(1/2%>>("31.&8"/&"0$."3$)6.,"%0"$)7.`"
e%f"OGX"U!%"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"6/0$)*0"6%3$/&-"()*,"$%/,"
a!a GZ7"/&"%&8")*0"
aLa G"3$)6.,"A*/0."A*/2'>("
aca G"31.&8"%",.%3)&%?>."%7)*&0")+"0/7."/&"0$."3$)6.,"
aMa G"31.&8"A*/0."%">)&-"0/7."/&"0$."3$)6.,"
aJa G"31.&8"%">)&-"0/7."/&"0$."3$)6.,"
e?f"OGX"U!?"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"/&2>*8/&-"6%3$/&-"()*,"$%/,"
a!a GZ7"/&"%&8")*0"
aLa G"3$)6.,"A*/0."A*/2'>("
aca G"31.&8"%",.%3)&%?>."%7)*&0")+"0/7."/&"0$."3$)6.,"
aMa G"31.&8"A*/0."%">)&-"0/7."/&"0$."3$)6.,"
aJa G"31.&8"%">)&-"0/7."/&"0$."3$)6.,"
e2f"OGX"U!2"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"6/0$)*0"3$%@/&-"
a!a GZ7"/&"%&8")*0"
aLa G"3$)6.,"A*/0."A*/2'>("
aca G"31.&8"%",.%3)&%?>."%7)*&0")+"0/7."/&"0$."3$)6.,"
aMa G"31.&8"A*/0."%">)&-"0/7."/&"0$."3$)6.,"
aJa G"31.&8"%">)&-"0/7."/&"0$."3$)6.,"
e8f"OGX"U!8"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"/&2>*8/&-"3$%@/&-"
a!a GZ7"/&"%&8")*0"
aLa G"3$)6.,"A*/0."A*/2'>("
aca G"31.&8"%",.%3)&%?>."%7)*&0")+"0/7."/&"0$."3$)6.,"
aMa G"31.&8"A*/0."%">)&-"0/7."/&"0$."3$)6.,"
aJa G"31.&8"%">)&-"0/7."/&"0$."3$)6.,"
e.f"OGX"U!."G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"6/0$)*0"?,*3$/&-"()*,"0..0$"/&"0$."3$)6.,"
a!a GZ7"/&"%&8")*0"
aLa G"3$)6.,"A*/0."A*/2'>("
aca G"31.&8"%",.%3)&%?>."%7)*&0")+"0/7."/&"0$."3$)6.,"
aMa G"31.&8"A*/0."%">)&-"0/7."/&"0$."3$)6.,"
aJa G"31.&8"%">)&-"0/7."/&"0$."3$)6.,"
e+f"OGX"U!+"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"/&2>*8/&-"?,*3$/&-"()*,"0..0$"/&"0$."3$)6.,"
a!a GZ7"/&"%&8")*0"
aLa G"3$)6.,"A*/0."A*/2'>("
aca G"31.&8"%",.%3)&%?>."%7)*&0")+"0/7."/&"0$."3$)6.,"
aMa G"31.&8"A*/0."%">)&-"0/7."/&"0$."3$)6.,"
aJa G"31.&8"%">)&-"0/7."/&"0$."3$)6.,"
"

"

"

J"

Um<" V)6"7%&("7/&*0.3"6)*>8"()*"3%("()*"31.&8")&"%@.,%-."/&"0$."3$)6.,`""OGX"UMh(.39"DPCQP5R"
#VS"XC]]C=GYQ"#C"5DDS5Pk"":X),"3$)6.,3"*3/&-"0$."0*,&")&g0*,&")++"7.0$)89"1>.%3."2)*&0")&>("0$."
0/7."0$."6%0.,"/3"%20*%>>(",*&&/&-<;_"

e%f"OGX"U!%"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"6/0$)*0"6%3$/&-"()*,"$%/,"
a!a >.33"0$%&"J"7/&*0.3"
aLa J"0)"I"7/&*0.3"
aca b"0)"!K"7/&*0.3"
aMa !!"0)"!J"7/&*0.3"
aJa 7),."0$%&"!J"7/&*0.3"
e?f"OGX"U!?"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"/&2>*8/&-"6%3$/&-"()*,"$%/,"
a!a >.33"0$%&"J"7/&*0.3"
aLa J"0)"I"7/&*0.3"
aca b"0)"!K"7/&*0.3"
aMa !!"0)"!J"7/&*0.3"
aJa 7),."0$%&"!J"7/&*0.3"
e2f"OGX"U!2"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"6/0$)*0"3$%@/&-"
a!a >.33"0$%&"J"7/&*0.3"
aLa J"0)"I"7/&*0.3"
aca b"0)"!K"7/&*0.3"
aMa !!"0)"!J"7/&*0.3"
aJa 7),."0$%&"!J"7/&*0.3"
e8f"OGX"U!8"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"/&2>*8/&-"3$%@/&-"
a!a >.33"0$%&"J"7/&*0.3"
aLa J"0)"I"7/&*0.3"
aca b"0)"!K"7/&*0.3"
aMa !!"0)"!J"7/&*0.3"
aJa 7),."0$%&"!J"7/&*0.3"
e.f"OGX"U!."G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"6/0$)*0"?,*3$/&-"()*,"0..0$"/&"0$."3$)6.,"
a!a >.33"0$%&"J"7/&*0.3"
aLa J"0)"I"7/&*0.3"
aca b"0)"!K"7/&*0.3"
aMa !!"0)"!J"7/&*0.3"
aJa 7),."0$%&"!J"7/&*0.3"
e+f"OGX"U!+"G["YC#"Sq\5]"#C":&)&.;_"3$)6.,/&-"/&2>*8/&-"?,*3$/&-"()*,"0..0$"/&"0$."3$)6.,"
a!a >.33"0$%&"J"7/&*0.3"
aLa J"0)"I"7/&*0.3"
aca b"0)"!K"7/&*0.3"
aMa !!"0)"!J"7/&*0.3"
aJa 7),."0$%&"!J"7/&*0.3"
"

"

"
m"

UI<" T)"()*"0$/&'"0$."0/7."()*"1.,3)&%>>("31.&8"/&"0$."3$)6.,"/3"d`"
a!a
aLa
aca
aMa
aJa
ama

d<"6.>>"%?)@."%@.,%-."
d<"3>/-$0>("%?)@."%@.,%-."
d"%?)*0"%@.,%-."
d"3>/-$0>("?.>)6"%@.,%-."
d"6.>>"?.>)6"%@.,%-."
U)*>8&Z0"3%("g"&)"/8.%"

"

Ub<" OGX"UL"G["YC#"Sq\5]"#C":&)&.;_"#$/&'/&-"%?)*0"6$.&"()*"3$)6.,"3)7.6$.,.".>3."e.<-<9"%0"%"
-(7g+/0&.33"+%2/>/0(9"0$.")++/2.g6),'9")0$.,f9"6$/2$")+"0$."+)>>)6/&-"30%0.7.&03"?.30"8.32,/?.3"
0$.">.&-0$")+"()*,"3$)6.,`"
a!a R("3$)6.,3"%,."%>6%(3"0$."3%7.">.&-0$"6$.0$.,"G"3$)6.,"%0"$)7."),"
.>3.6$.,.<"
aLa R("3$)6.,3"%,."-.&.,%>>("3$),0.,"6$.&"G"3$)6.,".>3.6$.,.<"
aca R("3$)6.,3"%,."-.&.,%>>("3>/-$0>(">)&-.,"6$.&"G"3$)6.,".>3.6$.,.<"
aMa R("3$)6.,3"%,."-.&.,%>>("7*2$">)&-.,"6$.&"G"3$)6.,".>3.6$.,.<"
aJa U)*>8&Z0"3%("g"&)"/8.%"
"
Up<" 5,."()*,"3$)6.,/&-"$%?/03"8/++.,.&0")&"6..'.&83`"
a!a Y)"
aLa B.3o"1>.%3."0.>>"*3"$)6k"llllllllllllllllllllllllllllllllllll"
"
"
"
XGY5]"D5QS"
"
G0"/3"1)33/?>."0$%0"0$."UPT"7/-$0"6/3$"0)"2)&0%20"()*"%-%/&"+),"+*,0$.,",.3.%,2$<""G+"()*"%,."
/&0.,.30.8"/&"1%,0/2/1%0/&-"/&"+*,0$.,",.3.%,2$"%?)*0"3$)6.,/&-"?.$%@/)*,9"1>.%3."1,)@/8."()*,"
2)&0%20"/&+),7%0/)&"?.>)6<"
"
D>.%3."&)0."0$%0"0$/3"/&+),7%0/)&"6/>>"?."30),.8"3.1%,%0.>("+,)7"()*,"%&36.,3"0)"0$."A*.30/)&3"
%?)@.<""5>3)9"()*"%,."2)71>.0.>("+,.."0)"2$%&-."()*,"7/&8"%?)*0"1%,0/2/1%0/&-"6$.&"()*"%,."
2)&0%20.8<"
"
$;<<+)378*+===============================++
256>8+?*+ ================================++
!73@<*+ ==================================++
aa%>>"+/.>83",.A*/,.8aa"
"
"

'53>A+B6;+C6D+E67F<84@>G+45@H+I;8H4@6>>3@D8J+
98+<66A+C6DK3DL+46+H88@>G+B6;+34+458+C6E;H+GD6;FM+
I"























!"

"

Moderator’s Guide
CRD Shower Behaviour Focus Groups
"
"

S",-*H;$."

!"#$%&'(#)%"*
#$%%&'""()"*+,$"-."/0+1&*"21$3.4""5"6&17"8&1"94:4"(+%+;$.;"<":..&=-+;$."0$1$"-*">-=;&1-+4""?$"
0+@$"3$$*"0-1$A"3)";0$"B+C-;+%"9$D-&*+%"E-.;1-=;"FB9EG";&"=&*AH=;"8&=H."D1&HC."+3&H;"
.0&6$1-*D"3$0+@-&H14""I0+*7")&H"+%%".&",H=0"8&1"=&,-*D";&A+)"+*A"8&1"=&,C%$;-*D";0$"
&*%-*$"JH$.;-&**+-1$4""I0$"8&=H."D1&HC".0&H%A";+7$"+CC1&K-,+;$%)"L"0&H1.4""M@$1";0$"=&H1.$"
&8";0$"$@$*-*DN"6$"6-%%"3$"=&,C%$;-*D"A-88$1$*;";)C$."&8"+=;-@-;-$.4""O$;P.".;+1;"3)"A&-*D"+"
1&H*A"&8"-*;1&AH=;-&*."Q"RH.;"8-1.;"*+,$."-."8-*$4"
"

+(#),)#-*./**01$(12#)%"3*%4*56%71$3*

!S",-*H;$."

I0$"8-1.;"+=;-@-;)"$KC%&1$.".0&6$1-*D"C$1=$C;-&*.4"5;".0&H%A";+7$"H."+3&H;"!S",-*H;$.";&"
=&,C%$;$4""5"+,"D&-*D"C+.."&H;"+"C-$=$"&8"C+C$1";&"$+=0"&*$"&8")&H";0+;"=&*;+-*."+"8-%%T-*T
;0$T3%+*7".;+;$,$*;4"?&17-*D"3)")&H1.$%8N"5PA"%-7$"$+=0"&8")&H";&"=&,C%$;$";0$".$*;$*=$")&H"
.$$4"?$"6-%%";0$*"0+@$"+"A-.=H..-&*"+3&H;"60+;")&H"61&;$4"

U+1;-=-C+*;."6-%%"3$"D-@$*"&*$";&";6&",-*H;$.";&"61-;$V"+"A-.=H..-&*"6-%%"8&%%&64"
W&H"6-%%"1$=+%%";0+;"&*")&H1"X0&,$6&17"+..-D*,$*;Y"6$"+.7$A"+3&H;"F+G"60+;";-,$"&8"A+)"
)&H"+*A"&;0$1."-*")&H1"0&H.$0&%A.";$*A";&";+7$".0&6$1.N"F3G"60$;0$1"&1"*&;")&H";+7$"
.0&6$1."+;"8+=-%;-$."&H;.-A$")&H1"0&,$N"+*A"F=G"-8";0$1$"-."+*)"A-88$1$*=$"3$;6$$*")&H1"
.0&6$1."&*"6$$7A+)."+*A"&*"6$$7$*A.4""?&H%A")&H1"=&,C%$;-*D"&8";0$".$*;$*=$"XZ&1",$"+"
.0&6$1"-."4"4"4Y"3$"A-88$1$*;"8&1".0&6$1."+;"A-88$1$*;";-,$."&8";0$"A+)[""M1"8&1".0&6$1.")&H"
;+7$"+;".&,$60$1$"&;0$1";0+*"+;"0&,$[""M1"&*"6$$7A+)."@.4"6$$7$*A.["

(&A$1+;&1";&"%$+A"+"A-.=H..-&*4"
"

L\",-*H;$."

+(#),)#-*8/**!"49'1"(13*%"*56%71$*:'$;#)%"*
MH1"*$K;"+=;-@-;)".0&H%A";+7$"H."+3&H;"L\",-*H;$.";&"=&,C%$;$4""O$;P.";+%7"+3&H;".&,$"&8";0$"
;0-*D.";0+;"-*8%H$*=$".0&6$1-*D"3$0+@-&H14""5"6-%%"C+.."&H;"%-;;%$"=+1A."+*A";0-.";-,$"5PA"%-7$"
)&H";&"%-.;"60+;"+1$";0$",&.;"-,C&1;+*;"=&*.-A$1+;-&*.";0+;"A$;$1,-*$";0$"%$*D;0"&8")&H1"
.0&6$14""I0$)"+1$"=&%&H1T=&A$A"8&1"8-1.;N".$=&*A"+*A";0-1A",&.;"-,C&1;+*;4""?0$*")&HP1$"
A&*$N"C%$+.$"C+..";0$,"&@$1";&",$4"

(&A$1+;&1";&".&1;";0$"=+1A."3)"!"8-*+*=-+%"=&*.-A$1+;-&*.N"""$*@-1&*,$*;+%"=&*.-A$1+;-&*.N"
#"=%$+*%-*$..N"$"1$%+K-*D]H*6-*A-*D],$";-,$N"&1"%&;0$1"F=+*"3$"31&7$*"A&6*"8H1;0$1"-8"
&3@-&H.".H3D1&HC."$,$1D$G4""E-.=H..N"+*A"C1&3$"8&1"0&6".;1&*D";0$.$"-*8%H$*=$1."+1$4"
"
"

L"

+(#),)#-*</**!"49'1"(1$3*
MH1"*$K;"+=;-@-;)"6-%%"3H-%A"HC&*"60+;"6$"6$1$"RH.;";+%7-*D"+3&H;4""5;N";&&N".0&H%A";+7$"H."
+3&H;"L\",-*H;$.";&"=&,C%$;$4""?$"6-%%".;+1;"6-;0"&H1"%+1D$.;".;+=7"&8"=+1A.4"

(&A$1+;&1";&"=0&&.$";0$"%+1D$.;".;+=7"&8"=+1A."+*A";$%%"C+1;-=-C+*;."-*;&"60+;"=+;$D&1)"-;"8+%%."
F8-*+*=-+%N"$*@-1&*,$*;+%N"=%$+*%-*$..N"1$%+K-*DN"$;=4G4"

L\",-*H;$."

?0+;"C$&C%$"-*")&H1"%-8$"A$;$1,-*$")&H1"@-$6."&*"^O:9_`/I"U5O`"B:I`_M9Wa"+*A"
=&*.$JH$*;%)";0$"%$*D;0"&8")&H1".0&6$1.["

(&A$1+;&1";&"C1&3$"$K0+H.;-@$%)4""Z&1";0$"8&H1"D1&HC."&8")&H;0"C+1;-=H%+1%)N"$KC%&1$"C$$1.N"
C+1$*;."F-8"%-@-*D"+;"0&,$GN"HC31-*D-*DN"C&CH%+1"8-DH1$."&*"I>"&1"-*",&@-$.N"&;0$1",$A-+"
-*8%H$*=$1."FI>".0&6.N"$;=4GN"C&CH%+1"$*@-1&*,$*;+%"+=;-@-.;.N"$;=4""O$;P."D&";&"&H1".$=&*A"
%+1D$.;".;+=7"&8"=+1A.4"

(&A$1+;&1";&"=0&&.$";0$"*$K;"%+1D$.;".;+=7"&8"=+1A."+*A";$%%"C+1;-=-C+*;."-*;&"60+;"=+;$D&1)"
-;"8+%%."F8-*+*=-+%N"$*@-1&*,$*;+%N"=%$+*%-*$..N"1$%+K-*DN"$;=4G4"
?0+;"C$&C%$"-*")&H1"%-8$"A$;$1,-*$")&H1"@-$6."&*"^/`BMbE"O:9_`/I"U5O`"B:I`_M9Wa"+*A"
=&*.$JH$*;%)";0$"%$*D;0"&8")&H1".0&6$1.["

(&A$1+;&1";&"C1&3$"$K0+H.;-@$%)"+."+3&@$4"
(&A$1+;&1";&"1$C$+;";0$"+3&@$"C1&=$.."6-;0"+*)"&;0$1"=+;$D&1-$.";0+;"0+@$",&1$";0+*"S"
=+1A."-*";0$,4"
"
"

+(#),)#-*=/**>6;"?)"?*56%71$)"?*@16;,)%'$*
MH1"*$K;"+=;-@-;)".0&H%A"+%.&";+7$"+3&H;"L\",-*H;$.";&"=&,C%$;$4""?$"6&H%A"%-7$";&"$KC%&1$"
.&,$"6+)."-*"60-=0"C$&C%$"=&H%A"H.$"%$.."6+;$1"8&1".0&6$1-*D"^/#M?"/O5E`ac"
F!G"I0$)"=&H%A";+7$"8$6$1".0&6$1."&@$1+%%4"
FLG"I0$)"=&H%A";+7$".0&1;$1".0&6$1.4"
L\",-*H;$."

FdG"I0$)"=&H%A".;+1;"C1+=;-.-*D";0$";H1*"&*];H1*"&88",$;0&A"&8".0&6$1-*D4"
FeG"I0$)"=&H%A"+@&-A"1H**-*D";0$".0&6$1"3$8&1$";0$)P1$"+=;H+%%)"H.-*D"-;4"
5"0+@$"=+1A."6-;0";0$.$"&C;-&*."C1-*;$A"&*";0$,4""5"6&H%A"%-7$")&H";&";0-*7"+3&H;";0$,"
=+1$8H%%)"+*A";0$*".;-=7";0$,"&*";0$"6+%%"H*A$1"&*$"&8"8&H1".-D*."5"6-%%"CH;"HC4""I0$"8-1.;".-D*"
-."X5"6&H%A"=&*.-A$1"=0+*D-*DYN";0$".$=&*A".-D*"-."X5",-D0;"=&*.-A$1"=0+*D-*DYN";0$";0-1A".-D*"
-."X5"6&H%A""%#"=&*.-A$1"=0+*D-*DYN"+*A";0$"8&H1;0".-D*"-."Xb&;"+CC%-=+3%$N"5"+%1$+A)"A&";0-.4Y""

(&A$1+;&1";&"%$+A"+"A-.=H..-&*"+8;$1"C+1;-=-C+*;."0+@$"C&.;$A";0$-1"=+1A.4""`KC%&1$"1$+.&*."
8&1"H*6-%%-*D*$..";&"=0+*D$N",&;-@+;-&*."8&1"6-%%-*D*$..";&"=0+*D$"+*A"60+;"6&H%A"*$$A";&"
0+CC$*";&",+7$";0$"X,-D0;Y"-*A-@-AH+%.".6-;=0";&"3$-*D"6-%%-*D";&"=0+*D$4"
"

d"
"

+(#),)#-*A/**B3#)C;#)"?*56%71$)"?*D)C1*

LS",-*H;$."

Z&1"&H1"*$K;"+=;-@-;)"6$"6-%%"+%.&"3$";+7-*D"+3&H;"LS",-*H;$.";&"=&,C%$;$"-;4""M*")&H1"
0&,$6&17"JH$.;-&**+-1$"6$"+.7$A")&H";&".+)"-8")&H";0&HD0;";0$";-,$",$,3$1."&8")&H1"
0&H.$0&%AN"-*=%HA-*D")&H"C$1.&*+%%)N".C$*;"-*";0$".0&6$1"6+."+@$1+D$N"+3&@$"+@$1+D$"&1"
3$%&6"+@$1+D$4""5"6&H%A"%-7$")&H";&";$%%",$"0&6")&H"=+,$"HC"6-;0"60+;")&H"=&*.-A$1$A";&"
3$"X+@$1+D$YN"X3$%&6"+@$1+D$YN"+*A"X+3&@$"+@$1+D$4Y""5*")&H1"&C-*-&*N"60+;"-."+*"+@$1+D$"
.0&6$1"-*",-*H;$.["
^/#M?"/O5E`"MZ"f95I5/#"/IgEWa":"f1-;-.0".;HA)".0&6$A";0+;"C$&C%$"D$*$1+%%)"H*A$1$.;-,+;$A"
;0$"+,&H*;"&8";-,$";0$)".C$*A"-*";0$".0&6$14""?0$*"C$&C%$";0&HD0;";0$)"6$1$".0&6$1-*D"
8&1"S",-*H;$.N";0$)"6$1$"+=;H+%%)".0&6$1-*D"8&1",&1$"%-7$"h",-*H;$.4"":.")&H"=+*".$$"-*";0$"
C0&;&"&*";0$"3&;;&,"%$8;N";0$"1$.$+1=0$1."6$1$"+3%$";&"D$;"+==H1+;$"A+;+"&*";0-."C1-@+;$"
+=;-@-;)"3)"+;;+=0-*D"+",&*-;&1";&";0$".0&6$14""/-,-%+1"1$.H%;."6$1$".$$*"-*"b&1;0":,$1-=+4"
?$"0+@$".&,$"A$@-=$."0$1$";&".0&6")&H"Q"3&;0"@+1-&H."7-*A."&8",&*-;&1."+*A"&;0$1"
0+1A6+1$";0+;"=+*"3$"H.$A";&"1$AH=$".0&6$1-*D";-,$4""5"+,"D&-*D";&"D&";01&HD0";0$,"+*A"
.0&6")&H"*&6";0$)"6&17"^/#M?"(Mb5IM9/":bE"g/`"I#`"/O5E`/"IM"`iUO:5b"#M?"`:B#"Mb`"?M92/N"
?#:IP/"5b>MO>`E"?5I#"5b/I:OO5b_"5IN"`IB4a4"

_&"1&H*A";0$";+3%$";&"+.7"-8";0-."-.";0$-1"8-1.;"$KC&.H1$";&";0-.";)C$"&8"$JH-C,$*;4""58".&,$&*$"
.+).";0$)"=H11$*;%)"0+@$"&*$"-*";0$-1"0&,$N"+.7";0$,"-8";0$)"H.$"-;"+*A"0&6",H=04"
5"+,"D&-*D";&"C+.."&H;"+*.6$1".0$$;."+D+-*"+*A";0$*"C%+=$";0$"A-88$1$*;"D+AD$;."+1&H*A";0$"
1&&,4""U%$+.$"D$;"HC"+*A";+7$"+"%&&7"+;";0$,4""I0$)"+1$"+%%"%+3$%$A"+*A"5PA"%-7$")&H"61-;$"
A&6*";0$"*H,3$1"&8";0$"&*$")&H";0-*7"6&H%A"6&17"3$.;"8&1")&H4""5PA"%-7$")&H";&"D-@$",$"+"
1+;-*D"8&1"0&6"%-7$%)")&H";0-*7"-;"-.";0+;"+",&*-;&1"6&H%A"$*=&H1+D$")&H";&";+7$".0&1;$1"
.0&6$1.4"":%.&N"C%$+.$";0-*7"+3&H;"60$;0$1"0+@-*D"+".0&6$1",&*-;&1"6&H%A"$*=&H1+D$"&;0$1"
,$,3$1."&8")&H1"0&H.$0&%A";&";+7$".0&1;$1".0&6$1.4"

:8;$1"C+1;-=-C+*;."0+@$"=&,C%$;$A";0$-1"6&17.0$$;.N",&A$1+;&1";&"=&%%$=;"+*.6$1".0$$;."+*A"
A-.=H..";0$"=&,,$*;."6-;0";0$"C+1;-=-C+*;.4""f`"/g9`"IM"`iUOM9`"$88$=;."&8".0&6$1"
,&*-;&1"&*"&;0$1"0&H.$0&%A",$,3$1.N"-8"+CC%-=+3%$4"

e"
"

+(#),)#-*E/**F133;?1*D13#)"?*
MH1"8-*+%"+=;-@-;)".0&H%A";+7$"H."+3&H;"L\",-*H;$.";&"=&,C%$;$4""I0$"B9E"0+."8&H1",$..+D$."
;0+;"=&*;+-*"-*8&1,+;-&*"+3&H;".0&6$1-*D4""5P,"D&-*D";&"C+.."&H;"+"6&17.0$$;"+*A"0+@$")&H"
+*.6$1"JH$.;-&*."+3&H;"$+=0"&8";0$.$",$..+D$.4"":8;$1N"6$"6-%%"0+@$"+"A-.=H..-&*"+3&H;"
;0$,4""/&,$"&8";0$",$..+D$."=&,$"-*"+*"j:P"+*A"jfP"8&1,+;4""U%$+.$"1+;$";0&.$".$C+1+;$%)4"
^/#M?"/O5E`/"?5I#"(`//:_`/"Q"kg`/I5Mb/"_5>`b"f`OM?a"

F!G" #+@$")&H"0$+1A";0-."-*8&1,+;-&*"3$8&1$["

&"W$."

&"b&"

L\",-*H;$."

FLG" #&6"3$%-$@+3%$"A&")&H"8-*A";0$"-*8&1,+;-&*["
'&">$1)"

&"Z+-1%)"

&"b&;"+;"+%%"

FdG" #&6"%-7$%)"-.";0-."-*8&1,+;-&*";&"=0+*D$"60+;")&H"=H11$*;%)"A&"-*";$1,."&8"
.0&6$1-*D["
" b&;"+;"
" +%%"%-7$%)"

("

("

("

("

("

("

("

("

("

`K;1$,$%)"
%-7$%)"

("

"

:8;$1"+%%",$..+D$."0+@$"3$$*".0&6*"+*A"C+1;-=-C+*;."0+@$"=&,C%$;$A";0$-1"6&17.0$$;.4"
(&A$1+;&1";&"D&"3+=7";01&HD0";0$".%-A$."+*A"D$;"8$$A3+=7"&*"60+;"C$&C%$";0&HD0;"&8";0$"
-*A-@-AH+%",$..+D$.4""U1&3$"8&1"60+;",+7$."C$&C%$"8-*A";0$",$..+D$."$88$=;-@$4""B&%%$=;"
6&17.0$$;."3$8&1$"61+CTHC4"
:O/M"+.7"60+;";0$"3$.;",$;0&A"&8"$KC&.-*D";0$,";&";0$.$",$..+D$."6&H%A"3$"
F*$6.C+C$1.N"I>N"1+A-&N".&=-+%",$A-+N"$;=4G"
"

G$;2H'2*

S",-*H;$."

*

5P,"RH.;"D&-*D";&"=0$=7"6-;0"&H1"&3.$1@$1.";&".$$"-8";0$1$"-."+*);0-*D"$%.$";0$)"6+*;",$";&"
+.7")&H4""?0-%$"5P,"D&*$N"C%$+.$";0-*7"+3&H;"60$;0$1";0$1$"-."+*);0-*D"$%.$";0+;")&H"6&H%A"
%-7$";&";$%%",$"3$8&1$"6$"61+C"HC"8&1";0$"A+)]$@$*-*D4"

f1-$8"A-.=H..-&*"-8"+*);0-*D"+1-.$.4"
I0+*7")&H".&",H=0"8&1"=&,-*D";&A+)"+*A"8&1")&H1"@+%H+3%$"-*CH;'""5*"+AA-;-&*";&")&H1"
D1+;H-;)N"60-=0")&H"6-%%"1$=$-@$"81&,";0$"0&.;$..$."&*")&H1"6+)"&H;N"6$"6-%%"3$".$*A-*D")&H"
0&,$"6-;0"+"%-;;%$".0&6$1T;-,-*D"D&&A-$"3+D"81&,";0$"B9E4"

!"#$%#%!$&

!"#$%&'()*+%",-'#.&*/#0.1*
2&#.31

4,51*6#*.1%*7%11*$,6%&*8#&*1"#$%&'()
'()*+,*-*.+/01-*./+12*.(334+
'()* /01.5*.+/01-*./4
65(.5+7.(859/9:;+50*+5<.:+1:#5<.:+1,,+=*501>+
1,+/01-*.9:;4
?219>+.<::9:;+50*+/01-*.+@*,1.*+(85<(33A+
</9:;+954

$

!"#$%#%!$&

9*$,6%&3&##
9*$,6%&3&##8*6':%&
$,6%&3&##8*6':%&
B:/5(33(591:C+
?55(80*/+51+/01-*.+-(33+-950+
(+/<8591:+8<74
D7*.(591:C+
65(.5+59=*.+-0*:+A1<+@*;9:+A1<.+/01-*.4++6517+
59=*.+-0*:+A1<E.*+>1:*4

%

!"#$%#%!$&

9*$,6%& 3%;;7%
B:/5(33(591:C+
G3(8*+9:+/01-*.+:*(.+>.(9:4
D7*.(591:C+
'0*+>*298*+9/+(8592(5*>+@A+81:5(85+-950+-(5*.4++?5+,9./5+
50*+39;05/+,3(/0+;.**:4++?,5*.+5-1+=9:<5*/+50*+39;05/+
/5(.5+,3(/09:;+A*331-4++?,5*.+,1<.+=9:<5*/+50*+39;05/+
/5(.5+,3(/09:;+.*>H+5*339:;+A1<+95E/+59=*+51+;*5+1<5I

9*1"#$%&*-#7.:%*0#(6&#7*
B:/5(33(591:C+
'0*+/01-*.0*(>+9/+5()*:+1,,+(:>+
50*+213<=*+81:5.13+9/+9:/*.5*>+
@*5-**:+50*+/01-*.0*(>+(:>+
50*+-(5*.+/<773A+797*4
D7*.(591:C+
'0*+>*298*+9/+</*>+51+=(:<(33A+81:5.13+50*+(=1<:5+1,+
-(5*.+,31-9:;+J,.1=+(+>.9KK3*+51+,<33+1:L4++M1.+/01-*./+50(5+
>1+:15+0(2*+(+/9:;3*+3*2*.+1.+):1@H+95+8(:+@*+</*>+51+=()*+
50*+1:#1,,+=*501>+1,+/01-*.9:;+=1.*+81:2*:9*:54

F

!"#$%#%!$&

9*<1"#$%&*:,(,)%&=*
B:/5(33(591:C+
'0*+/01-*.0*(>+9/+5()*:+1,,+(:>+
50*+=(:(;*.+9/+9:/*.5*>+
@*5-**:+50*+/01-*.0*(>+(:>+
50*+-(5*.+/<773A+797*4
D7*.(591:C+
'0*+/01-*.+=(:(;*.+9/+81:5.133*>+@A+7(//9:;+(+=(;:*5+
(8.1//+(+/7*89,98+719:54++'0*+:<=@*.+1,+7(//*/+>*5*.=9:*/+
50*+3*:;50+1,+50*+/01-*.4++D:8*+50*+59=*+9/+<7H+50*+,31-+
>*8.*(/*/+51+(+>.9KK3*+N *:1<;0+51+.9:/*+1,,H+@<5+:15+
*:1<;0+51+=()*+7*173*+-(:5+51+39:;*.+9:+50*+/01-*.4

&

!"#$%#%!$&

<!"#$%&16,&6=*1"#$%&"%,>*
!"#$%&16,&6=*1"#$%&"%,>*
B:/5(33(591:C+
'0*+/01-*.0*(>+9/+5()*:+1,,
(:>H++9,+7.*/*:5H+50*+.<@@*.+
-(/0*.+9/+.*=12*>4++'0*+
P/01-*./5(.5Q+9/+9:/*.5*>+@*5-**:+50*+/01-*.0*(>+(:>+
50*+-(5*.+/<773A+797*4
D7*.(591:C+
'<.:+1:+/01-*.+51+-(.=+<7+-(5*.4++R0*:+50*+-(5*.+
5*=7*.(5<.*+.*(80*/+SOTM#FOTU+50*+,31-+9/+.*><8*>+51+(+
5.98)3*4++R0*:+A1<+;*5+9:51+50*+/01-*.H+A1<+7<33+50*+81.>+,1.+
,<33+,31-+51+.*/<=*4

?@!!92@**A

9B

V<98)*.H+8113*.+/01-*./+(.*+
@*55*.+,1.+50*+0*(350+1,+A1<.+
0(9.+(:>+/)9:4+

O

!"#$%#%!$&

?@!!92@**A

+B

689*:59/5/+0(2*+,1<:>+50(5+
31:;H+015+/01-*./+>*0A>.(5*+
A1<.+/)9:W+/1+=()*+95+/7**>A+
(:>+3<)*-(.=+,1.+(+A1<50,<3+
81=73*X91:4+

?@!!92@**C

9B

'0*+(2*.(;*+7*./1:+/01-*./+
,1.+&+=9:<5*/4++Y1+A1<Z++'()*+
50*+80(33*:;*4

"

!"#$%#%!$&

?@!!92@**C

+B

'0*+(2*.(;*+7*./1:+/01-*./+,1.+
&+=9:<5*/4+Y1+A1<Z++U<559:;+50*+
3*:;50+1,+59=*+9:+50*+/01-*.+
0*37/+51+/(2*+-(5*.+(:>+*:*.;A4++
'()*+50*+80(33*:;*4

?@!!92@**D
?+/01.5*.+/01-*.+=*(:/C+=1.*+
59=*+9:+@*>H+59=*+51+0(2*+
@.*(),(/5H+(219>+50*+5.(2*3+.</0H+
3*//+0(//3*+,.1=+,(=93A+1.+.11=\
=(5*/4++R0(5+>1*/+95+=*(:+51+A1<Z

[

!"#$%#%!$&

?@!!92@**E

9B

^A+.*><89:;+A1<.+(2*.(;*+
/01-*.+59=*+@A+5-1+=9:<5*/+
A1<+81<3>+/(2*+(.1<:>+"H!!!+
395.*/ 1,+-(5*.+(+A*(.4

?@!!92@**E

+B

^A+.*><89:;+A1<.+(2*.(;*+
/01-*.+59=*+@A+5-1+=9:<5*/+
A1<+81<3>+/(2*+(.1<:>+_&!+(+
A*(.+1,,+A1<.+-(5*.#*:*.;A+@933/4

]












































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































 



















 






















































































































































































































































































































Female

Yes

Shower almost
all the time

No

35-54



No










 Yes (2 years
ago)











Male

Yes

Shower most of
the time

No

35-54



No



Singledetached

No







Female

Yes

Shower almost
all the time

No

35-54



Yes, 13-17,
18+



Singledetached

No







Male

Yes

Shower almost
all the time

No

35-54



Yes, <12



Singledetached

No







Female

Yes

Shower almost
all the time

No

35-54



Yes, 13-17



Semidetached

Yes (3 years
ago)







Female

Yes

Shower almost
all the time

No

35-54



Yes, 13-17



Singledetached

No







Female

Yes

Shower almost
all the time

No

35-54



Yes, <12, 13
17

Singledetached

Yes (more
than a year
ago)







Female

Yes

Shower most of
the time

No

35-54



Yes, <12 +
13-17



Semidetached

Yes (7+
months)



Male

Yes

Shower almost
all the time

No

35-54



Yes, <12



Singledetached

No






























































































































































































































































































 






































 


























 






































































 






 
















































 



























• 
• 

• 


 
































































 









  





























 




































































 





































































 





















































 



























































 



















 














































 


























 














































































































































































































 












































































































































































































 


























































 














































 


























• 
• 
• 
• 














 


























 






































































 







 













































 



























• 

• 
• 
• 


 
































































 









  
































 




































































 



















































































 
















































 


























































 



















 














































 


























 
















































































































































































































 












































































































































































































 





























































 














































 


























• 
• 

• 
• 
• 















 




















 






































































 







 













































 



























• 

• 
• 

• 


 
































































 








  





























 


















































 




































 































































 


























































 


















 












































 


































 
















































































































































































































 












































































































































































































 


















































 



















































 


























• 














 


























 






































































 







 









































 



























• 
• 

• 



 
































































 








  





























 



















































 


















































 


























































 


























































 


















 












































 



































 













































































































































































































 












































































































































































































 


















































 



















































 


























• 
• 


• 















 


























 







































 
















































 



























• 

• 

• 
• 
• 

• 


 








































































 






  



























 


















































 




















































 























































 



























































 



















 
















































 


























 
















































































































































































































 















































































































































































































 


























































 














































 


























• 
• 
• 

• 

• 
















 


























 







































 
















































 



























• 

• 
• 
• 


 
































































 









  





























 




































































 













































































 























































 



























































 

















 
















































 


























 
















































































































































































































 












































































































































































































 


























































 














































 


























• 
• 
• 
• 

• 
• 














 


























 







































 


















































 































• 




• 





 
































































 






  



















 































 





























 





























































 


























































 


















 














































 

































 
















































































































































































































 












































































































































































































 


















































 



















































 


























• 







































































































































































❶
 ❷


❸





 



❶


 

 

❸


 ❷

 ❶

❶







 

 

 





 ❷

 

❶






❶
 


❷




❸




 

 

 



 ❶

 ❷

 











❷


❶
❸
 






 

 

 



 ❶

 ❸

 






❸



 





 ❷



❸


 

 

❸
❸




 







❸
❷



 








❶











❷


 ❷









❶

❶
 






 

 

❸



❷






❶




❷


 

❸


 ❶



❷


❶
 






 

 

❸


❶
❸






❸


 
 ❷





❸


 ❶  ❷

 ❶









❸



 ❷

 





❸ 






❷


 ❷









❶

❶





 ❶

 ❸



 

 

 

❷

 ❸



❶



❶




❷





 ❷  ❶





 

 







❷

 

❶


❶


 





❷




❷





❶




❷






❸


 ❸

 ❸






 ❸










❷


 









❶
 ❷






 

 

❶

❸









 



❶




❷



 

❶




❷


 

 

❶
❷




 ❷

 ❸



 

 

 

❷




❸




❶





❶



❸
 






 

 

 

❸


❶
 


❸
 


 ❸



 

 

 





❸



❷
❷




❶
 
 






❶




 
 ❷  










❶

❶









 

❷




❶


 




❶



 

❸






❸






❸







❷


 

❸



 ❷

 ❸

 

 

❷




❶





❸


 ❶

 ❷

 ❸




❷



❶





❶







❶

❷
 






 



❷




 ❸

 ❷








❶


❷
 






 

 

❷

❸


❷

 








 

 





❷






❷


 

❸


❸
 

 

❶


 





❶


 ❶

❶
 


 ❷



 

 

 

 ❸

❸
 




❷




❷




❶


 ❸

 ❶

❷
 




 

 

 

❷
❸








 ❷









❶

 ❶







 







❸


 

❸




 












❷

❷
 




❷






 

❸





 

 ❷

 ❸
 

❶
 


❶


 





❶
❸






❶





 





 

❷




 ❸
 

❶


 




❶  ❷ 

❸




❸





❶

 ❶



❶





❶





❸
 


❷





❸





 



❷












 




 
















































 




 
















































 




 
















































 




 


















































 




 














































 




 














































 




 


































































































•
•









 



































 



































•
•
















 





































 





































 



































•
•
•
•



















 



































•
•










































































































































































•
•
•








































































































































































•
•
•
•







































































































































































•
•
•
•
•










































































































































































•
•
•
•
•
•
•
•











































































































































































•
•
•
•
•
•
•
•










•
•



































































































































































•
•
•
•
•







































































































































































•
•
•
•
•










