SANITATION MARKETS IN ETHIOPIA

E THIOP IA

Yi Wei

Developing a vibrant marketplace for hygienic sanitation with businesses eager to sell affordable, desirable latrine products, and households equally eager to buy them.
MARKET INSIGHTS

OPPORTUNIT Y

Rural Environment
Insights

Sanitation Market Size
in Rural Ethiopia:

57 million people
27 million
open
defecating

Latrines are
rarely hygienic.
Drop holes are
rarely covered.

Having
a latrine is achievable
but there is a desire to
upgrade. Desired
latrines are perceived
to be financially
unattainable.

30 million
using
unhygienic
toilets

There is no
existing rural supply
chain. Businesses
High coverage
selling latrines only
serve regional cities + unhygienic latrines
+ household habit
and large towns.
of using latrines
Sanitation Supply Chain
= upgrade market.

only 28% market penetration

Insights

BUSINESS MODEL
DESIGN

SALES &
PROMOTION

BUSINESS MODEL DESIGN PRINCIPLES:
• Offer a proven business opportunity
• Focus on businesses most likely to succeed
• Incentives must be sufficient to motivate results

SALES & PROMOTION DESIGN PRINCIPLES:
• Leverage existing rural networks and influencers
• Go where people are. Don’t make them come to you.
• Target men and women equally but differently
• Enable timely purchase decisions
• Target key moments in users’ lives
• Adjust to erratic agriculture incomes

PRODUCT DESIGN PRINCIPLES:
• Be affordable but stay aspirational
• Offer value that households can’t produce themselves
• Make it easy for users to maintain a hygienic latrine
• Enable people to build on what they already have
• Design for longevity and durability
• Design for ease of use
• Design to overcome transportation challenges
• Design for manufacturing

Household Latrine
Experience
Insights

Improving

a family’s home to
People have a
do-it-yourself attitude. be more modern is a
top priority among
The solution needs
households.
to offer households
value that they
cannot produce
themselves.

PRODUCT DESIGN

Ventilation Pipe:
traps flies to remain hygienic,
users consider it a status symbol

iDE, Global WASH Director
ywei@ideorg.org

Market Days

“I like the
keyhole shape
because it looks
beautiful.”

Handle:
convenient for transport

WOREDA
SALES

Footpads:
users prefer
footpads that
are elevated and
slope inward

Concrete:
special mix for strength

Drop hole cover:
prevents flies and
odor from escaping
the pit, taller handle
is convenient to use

Slab Thickness:
indicates quality
and strength
We conduct multiple rounds of product design prototypes
and collect user feedback at each stage.

(district level)

Sales agents
are motivated by
the respect of the
community and
profit incentive.

sales

sales

MANUFACTURING
Sales from
manufacturer’s
location

KEBELE
SALES

sales

(village level)

Slab Price Range:
300 - 340 Birr
(US $14 - $16)

Sales agents in training
PRODUCT
ORDERED
Customer Pays
50% Deposit,
Sales Agent
Receives
Commission

DELIVERY

INSTALLATION

Delivery is
optional and
costs additional
money

The customer
receives
instructions
on how to dig
the pit and
install the slab.

Group Sales,
Product Demonstrations
at Health Centers, and
Door-to-Door Sales

Sight Seller:
The Sight Seller is a visual
tool that guides sales agents
through disucussions with
customers, starting with the
customer’s problems with
sanitation and ending with
the purchase process.

B E S T P R A C T I C E S : How to develop supply and demand for latrines in Ethiopia.
Engage appropriate businesses
that are already operating.

Follow the input suppliers.
In order for the businesses to
manufacture a sanitary latrine,
they needed access to a variety of
inputs (cement, rebar, pvc, etc.).
During the early stages it is very
important to choose towns with
existing, functioning input suppliers
(hardware stores).

Engaging existing, relevant
businesses, such as masons or those
already working with concrete and bricks,
was highly effective. These businesses
(i) have existing customers, suppliers, and
working capital; (ii) bring the experience
and skills necessary to produce high
quality, desirable latrines; (iii) face less
risk as they are diversifying their product
line, and (iv) are more sustainable as
they have multiple revenue streams.

Use sales agents to link
businesses and customers.
Many businesses are not particularly
good at, nor interested in, sales.
They prefer to focus on producing
the latrine. Sales agents enable these
businesses to focus on what they love,
reach more customers, secure more
sales, and are an excellent
employment opportunity for
men and women.

Hire the right sales agents.

Use a sight seller.

Door-to-door sales.

Secure deposits.

It is important to identify people that
are respected in the community and
have the proper skills for the job. In
Ethiopia, iDE works with members of
the ‘development army’ as they are
respected by their peers and have
experience facilitating behaviour
change among large groups
of people.

iDE-trained sales agents are equipped
with a sight seller – a basic ‘flip book’
that cues customers to realize the
challenges of not having a latrine and
presents an affordable sanitary latrine
option. Allowing customers to ‘see and
experience’ the challenges and the
solution is an effective demand
creation strategy.

Door-to-door sales are more efficient
and effective than group sales in actually
securing a sale. They (i) can be tailored
to the household’s needs and concerns;
(ii) are not suseptible to rogue group
dynamics; (iii) can be scheduled to
ensure the decision maker is present;
(iv) require less follow up, and
(v) improve the purchasing experience.

Requiring customers to pay a deposit
is highly effective as it (i) provides
working capital for the business;
(ii) pays sales agents their commission;
(iii) enables households to pay for their
latrine in two installments; and
(iv) ensures customers are committed.

DON OR COS T PER L ATRINE
AND L ATRINE SALES OVER TIME
Learning from SanMark in Nepal and Cambodia
OVERLAID SANMARK PROGRAMS - CUMULATIVE LATRINE SALES VS COST PER UNIT SOLD
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