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Report 

Capacity Building Workshop for Rural Women on “Marketing through social media, and 

promoting productive activities using renewable energy” 

Chaqdouf, Akkar, Lebanon, 26-27 July 2021 

 

     

  

Summary 

 
The UN Economic and Social Commission for Western Asia (ESCWA) organized a capacity building 

workshop at the Chaqdouf municipality on July 26 and 27, 2021 titled "Marketing Through Social 

Media, and Promoting Productive Activities Using Renewable Energy". 

The workshop aimed at supporting the outcomes of the “Regional Initiative for Promoting Small-

Scale Renewable Energy Applications in Rural Areas of the Arab Region (REGEND)” project funded 

by the Swedish International Development Cooperation Agency (Sida), in conducting a series of 

theoretical and practical capacity-building workshops that cover food manufacturing, labelling, and 

packaging; digital marketing and social media branding and advertising; entrepreneurship and 
cooperatives; embroidery; and local and rural development and governance. 

 

This workshop enabled the participants, mainly rural women, to acquire theoretical and technical 

capabilities in marketing through social media, how to cultivate marketing to boost their productive 

activities and increase their exposure, and to create an image of sustainability and social 
responsibility. 

 

This report presents a summary of the implemented capacity-building workshop, the major points 

resulting from the analysis of the evaluation forms, and the recommendations received from the 

participants. 
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I. INTRODUCTION 

1. The UN Economic and Social Commission for Western Asia (ESCWA) organized a capacity 

building workshop at Chaqdouf on July 26-27, 2021 titled "Marketing Through Social Media, and Promoting 

Productive Activities using Renewable Energy". 

 

2. The main objective of the workshop was to support the outcomes of the “Regional Initiative for 

Promoting Small-Scale Renewable Energy Applications in Rural Areas of the Arab Region (REGEND)” 

project funded by the Swedish International Development Cooperation Agency (Sida), in conducting a series 

of theoretical and practical capacity-building workshops that cover food manufacturing, labelling, and 

packaging; digital marketing and social media branding and advertising; entrepreneurship and cooperatives; 

embroidery; and local and rural development and governance. 

 

3. The workshop was able to enhance both the theoretical and practical capabilities of the rural women 

of Chaqdouf on "Marketing through Social Media and Promoting Productive Activities using Renewable 

Energy". The workshop was attended by 25 participants representing rural women active in productive 

activities in Chaqdouf, Akkar, Lebanon. 

 

4. The workshop was conducted in two days and consisted of three sessions. Section II of this report 

summarizes the workshop’s recommendations while Section III provides a summary of the presentations and 

the main topics of discussions held during each session. Section IV reviews the organization of work, 

including information regarding the workshop agenda, participants and a summary of the participants’ 

evaluation outcome. The full documentation of the workshop is available at the following address: 

https://www.unescwa.org/events/marketing-through-social-media-and-promoting-productive-activities-

using-renewable-energy  

 

II. MAIN TOPICS OF DISCUSSIONS 

A. INTRODUCTION TO SOCIAL MEDIA AND STEPS BEFORE PLANNING 

 

5. This session highlighted the difference between social media and traditional media, where the 

following differences were highlighted: 

 

a. Traditional Media: 

i. Dominance of trademark 

ii. Unidirectional 

iii. Repetition of the message 

iv. Focus is on the trademark 

v. Informative 

vi. The company specifies 

the content 

b. Social Media 

i. Dominance of the audience 

ii. Bidirectional 

iii. Adaptation of the message 

iv. Focus is on the audience’s needs 

v. Influencer 

vi. The audience creates and participates in 

specifying the content  

 

6. The session also discussed all the steps to be taken before building an online presence, starting by 

listening to focusing on the objectives, and the position and image that the participants would like to create 

in the audience and customers’ minds about their products. 

 

7. The session also covered the technical stages of building an online network to strengthen the 

participants’ business connections, gain more knowledge, and get support and exposure to promote and sell 

their products. 

 

https://www.unescwa.org/events/marketing-through-social-media-and-promoting-productive-activities-using-renewable-energy
https://www.unescwa.org/events/marketing-through-social-media-and-promoting-productive-activities-using-renewable-energy
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8. The session also focused on how to create the added value to the participants’ products and services 

to enable them to stand out in a highly competitive market, in addition to the social responsibility shedding 

light on the economic growth they are creating through women and youth empowerment, and their respect to 

the environment by using renewable energy. 

 

9. The participants were provided with examples of their online pages and activities to discuss and 

share their ideas to better introduce themselves online. The content of the social media pages of the 

beneficiaries was actively and collaboratively discussed by the participants to specify weakness and 

strengths.  

 

10. The session was concluded by an engaging exercise to write their product/COOP about section 

focusing on their services’ added-value that differentiates them from the market to gain greater buyer loyalty. 

Below are some aspects that should be followed to create an added-value for the products: 

 

a. Take into consideration the experts’ opinions 

b. Ensure very high level of professionalism 

c. Provide a wide range of products 

d. Provide a very high level of service 

e. Rewards program (“buy 1, get 1 free”, points collection, or cash back programs)  

f. Ensuring employees’ rights and wellbeing 

g. Fast delivery 

 

B. SELECTION OF THE BEST SOCIAL MEDIA PLATFORMS  

11. The session started with an introduction about several social media platforms, mainly the popular 

and user friendly ones (Facebook, Twitter, Instagram, YouTube, WhatsApp), describing the key and unique 

characteristics of each one. 

 

12. The session was followed by determining the different types of content that people like to see on 

each platform. 

 

C. STRATEGY OF USING SOCIAL MEDIA PLATFORMS, DIGITAL MARKETING CAMPAIGN, 

AND EFFICIENT ONLINE PRESENCE 

13. The session started with an overview of different types of campaigns and the effectiveness of having 

a social media marketing strategy to minimise the risk of failures and increase the outreach of the products. 

 

14. The session then proceeded to detail the steps to set “SMART” objectives (Specific, Measurable, 

Attainable, Relevant, and Timely) to reach the goal of each campaign. The session included an interactive 

participatory exercise to make sure the idea is clear before moving forward to the next step.  

 

15. The steps that need to be taken to set the objective of the marketing campaign are the following: 

 

a. What to do? What are the objectives and targets of the campaign? 

b. Who are the audience? How many types of people are we targeting? Who are the followers 

that we are seeking to have? What types of advocates that could be helpful for the 

campaign? 

c. What is the message? How to convince the audience with the message?  
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16. Several attendees from several age groups took the stage to present their proposed objectives, which 

was followed by commentaries by the participants on the proposals. 

 

  

FIGURE 1: ATTENDEES FROM SEVERAL AGE GROUP SHARING THEIR IDEAS 

 

17. The next step was to define the right target audience/consumers who most likely want to buy the 

product or service, and therefore, the group of people who should see the ad campaigns and act accordingly. 

The session was followed by crafting the right message to the different types of audience using the right 

tools to reach the targeted people.  

 

18. The session also included successful implementation’s requirements, mainly the alignment to the 

campaign’s objectives prior to campaign design, and the most effective ways and tools to measure the 

campaign’s success. 

 

19. One of the main topics covered during this session was the role of social media in supporting e-

marketing campaigns and how to select the most appropriate tools for our products - connecting social 

media. The aim of this section was to guide them and help them to connect and reach customers worldwide, 

increase their brand awareness, and boost their leads and sales. 

 

20. The session was concluded by a group work to draft a marketing campaign for a product and to 

promote renewable energy-based production activities. The exercise started by defining the goals of each 

campaign and ended by a presentation of the different campaigns. All the participants participated in this 

exercise. 

 

 

FIGURE 2: GROUP WORK TO BRAINSTORM MARKETING CAMPAIGNS IDEAS 
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D. CREATING AND MANAGING CONTENT  

21. The session started by listing the most common types of content, such as: 

a. Blogging 

b. Infographics 

c. Videos (including live videos) 

d. Pictures (including 360⁰ photos) 

e. Electronic books 

f. Customers’ testimonials 

g. Slide share 

h. Newspapers 

i. Presentations and online discussions 

 

22. The session tackled the difference between content creation and curation, when to create their own 

content and when to share relevant content to keep their social media pages active and their customers 

involved. In addition to creating content, the session included examples about recycling/reusing old content 

and resharing it in a way to fit the campaign’s objectives. The stages of content creation were described as 

follows: 

a. Define target 

b. Define audience 

c. Define content 

d. Define social media platforms 

e. Curate the content 

 

23. After covering the stages and strategies of content creation during the session, the participants 

learned about the most popular types of digital content and how to use them (Text, Photo, Video, 

Graphics...). 

 

24. The above were followed by tips about photography and digital storytelling through videos to market 

a product. Some examples of best short stories they remember from their childhood were shared during the 

session, and other examples from their pages were discussed to learn more how to create impressive videos 

to sell their products using simple techniques. Exercises on content making and presentation (tips, 

information, questions and answers, interviews, videos, how to make or prepare, habits, etc....). 

 

E. MANAGEMENT OF SOCIAL MEDIA PLATFORMS 

25. In this session, it was very important to describe the social media manager or campaign manager or 

page admin role and tasks. This person should have a strong knowledge of digital media use and rules to 

avoid ruining the reputation of the products instead of building a positive trustworthy brand. 

 

26. The session tackled the importance of positive feedback/reviews to build the trust and increase 

confidence in the product. It tackled the challenge of criticisms and negative comments, and how to deal 

with them. Below are the main guidelines on how to manage bad reviews: 

 

a. Listen carefully 

b. The timing of the reply is very crucial 

c. Be humane, honest, and positive 

d. Reply publicly, and then resort to private conversations 

 

27. This session included actual editing of the social media page of Live Akkar Association. The page 

was assigned two new admins; two ladies from Chaqdouf, and its about section was edited based on the 
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collaborative brainstorming of the attendees. Furthermore, two posts were posted on the page applying all 

the lessons learned during the workshop. Below is the link to the Facebook page of the association: 

https://www.facebook.com/%D8%AC%D9%85%D8%B9%D9%8A%D8%A9-

%D8%B9%D9%8A%D8%B4-%D8%B9%D9%83%D8%A7%D8%B1-115262290193389  

 

F. ADVERTISEMENTS, INFLUENCERS, AND BRAND AMBASSADORS  

28. The last session was about the role of influencers, bloggers, celebrities, and brand ambassadors in 

marketing comparing to advertisements. The session described the difference between these promotional 

ways, so the participants will be able to define the best tool to promote their products using efficient and fast 

strategies to reach more people in less time. 

G. CLOSING SESSION 

29. The workshop sessions were closed by Mr. Omar Kaaki, Research Assistant, Climate Change and 

Natural Resources Sustainability Cluster (CCNRSC), ESCWA, covering the next milestones of the 

REGEND project in Akkar, and the topics to be covered in the upcoming capacity-building workshops. The 

closing statement emphasized the fruitful discussions during the workshop and the intention to continue 

coordinating and collaborating with the represented stakeholders. The participants submitted their feedback 

and recommendations in the distributed evaluation forms, received certificates of attendance, and gathered 

for a group photo. 

 

FIGURE 3: GROUP PHOTO AT THE END OF THE WORKSHOP 

 

III. ORGANIZATION OF WORK 

A. DATE AND VENUE 

30. The capacity-building workshop was held by ESCWA on July 26 and 27, 2021 at a hall in Chaqdouf 
in the governorate of Akkar, Lebanon. The workshop activities started at 09:00 am and ended at 01:00 PM, 
as per the agenda and detailed concept note. 
 

B. OPENING 

31. The workshop was formally opened by Mr. Omar Kaaki, Research Assistant, Energy Section, 

CCNRSC, ESCWA who welcomed the participants and explained to them the importance of marketing in 

the field of productive activities, and the integrated approach that REGEND is following in empowering 
rural women and youth through enabling access to energy. 

 
 

C. PARTICIPANTS 

https://www.facebook.com/%D8%AC%D9%85%D8%B9%D9%8A%D8%A9-%D8%B9%D9%8A%D8%B4-%D8%B9%D9%83%D8%A7%D8%B1-115262290193389
https://www.facebook.com/%D8%AC%D9%85%D8%B9%D9%8A%D8%A9-%D8%B9%D9%8A%D8%B4-%D8%B9%D9%83%D8%A7%D8%B1-115262290193389
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32. The workshop was attended by 25 participants representing rural women active in productive 

activities in Chaqdouf, Akkar, Lebanon. 

 

D. DETAILS OF THE PRESENTERS 

33. Presentations were made by the following Social Media expert: 

a. Ms. Nada Hamzeh 

 

E. EVALUATION 

34. The high interest and engagement by the participants in the topic were highly noticeable. They 
attended the workshop throughout the two days, despite all the challenges, such as the electricity power cuts 
that the region was witnessing, and the high temperature in that time of the year.  
 
35. An evaluation questionnaire was distributed to the participants to assess the relevance, effectiveness, 
and impact of the workshop. The feedback received from the 19 respondents was very positive with 100% 
agreeing that the workshop met their expectations and was well organized and structured. Similarly, 100% of 
the attendees agreed that the sessions were very useful in building their capacities and that they are now able 
to apply what they learnt. 
 
36. Furthermore, the evaluation forms also included a question for the participants on their feedback to 
the whole capacity building program so far (at the time of the workshop, the participants had already 
attended workshops on renewable energy, food manufacturing, financial management, and drafting 
proposals). The question asked the participants if they were able to apply the skills that they earned. The 
below responses stood out: 

 

a. Iman Daboul: “After attending the workshop on drafting business proposals, I was able to 
apply for a fund by an NGO, applying the skills learned during the workshop. Furthermore, I 
was always involved in making food products whether on a personal level, or on cooperative 
level in my village. After attending the financial management workshop, I detected several 
mistakes that we were doing previously, and we were able to amend our pricing methods 
accordingly.”. 
 

b. Paul Saoud: “The residents of Chaqdouf are now more aware of the importance of 
renewable energy, due to the renewable energy workshop, and the after witnessing the 
potential of the solar system installed in the Live Akkar Association.”.  

 

c. Jamileh Saoud: “In general, all of the workshops were very helpful in changing false beliefs, 
and I learned several skills from a practical perspective.”. 

 

d. Rowaida Yehya, Mariam Yehya, Reem Khodr, and Saada Saada all praised the workshops 
due to the social collaboration that it caused among the residents of Chaqdouf, and the 
positive impact they had on boosting the interest in the village in productive activities. 
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ANNEX I: AGENDA     
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ANNEX II: LIST OF PARTICIPANTS 

1. Aya Mouin Shkhaydem 

2. Mireille Nidal Shwar 

3. Marlene Elias Saoud 

4. Camilia Aziz AlBayeh 

5. Ibtissam Sarkis 

6. Jamila Ibrahim Saoud 

7. Bothaina Monsef Ismail 

8. Nahla Elias Khalil 

9. Shadia Khodr 

10. Safaa Ahmad Khodr 

11. Rima Mohammad Dbook 

12. Iman Yusuf Dabboul 

13. Howeida Hasan Yehya 

14. Reem Khodr 

15. Mariam Yehya 

16. Samira Othman 

17. Cynthia Bou Hanna 

18. Saada Saada 

19. Iman Ali Ashrafi 

20. Khitam Yehya 

21. Noha Khodr 

22. Rowaida Yehya 

23. Raghad Khodr 

24. Nour Yehya 

25. Jihad Mohammd Al Haidar 


