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Ghana and Vietnam prices include sub- and superstructure. Other prices include substructure only.
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Well-developed national 
private sector and consumer 
base, but weak supply chains 
for sanitation products and 
services.

Many rural households didn’t 
have toilets, and were in the 
market for high-quality (but 
expensive) toilets with septic 
systems.

Growing trend toward 
consumerism and demand 
for 'modern' household 
goods.

Weak supply chain for 
rural sanitation 
products, but some 
nascent demand for 
higher quality latrines.

Local government 
networks are already 
used to generate 
demand for health-relat-
ed products, though not 
focused on sanitation.

Most households are 
first-time latrine 
purchasers.

Fragmented sanitation 
supply chain and many 
geographic areas that 
have seen high levels 
of subsidy for 
sanitation purchases.

Strong national 
government interest in 
increasing sanitation 
coverage, with great 
opportunity for 
introducing novel 
approaches.

Even though there is a national 
push for sanitation coverage, 
many households do not have 
access to affordable, hygienic 
latrines.

Large network of 
concrete producers, 
though with low 
production capacity 
and limited geographic 
reach.

Highly motivated national 
and local government 
institutions pushing for 
100% ODF by the end of 
2017, but with limited 
understanding of how to 
work with the private 
sector.

Provide government workers 
with training and ongoing 
assistance to implement the 
Sanitation Marketing 
approach.

A septic-system toilet with 
various pan and flushing 
options.

Contribute to Vietnam’s 
sanitation progress by 

purchasing a high-quality 
toilet and septic system.

Why we’re replicating this approach in Ethiopia—
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Most households did not 
have toilets, and the 
sanitation supply chain was 
fragmented.

Establish consolidated sales 
and production to deliver 
and install quality toilets.

Buy a high-quality, 
status-enhancing 

product without having 
to leave your home.

Why we’re replicating this approach in BURKINA FASO—
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Strong private sector with 
capacity to produce quality 
sanitation products.

Lots of people have toilets, 
but most are unhygienic and 
smelly.

Connect large lead firms with 
local producers and 
installers.

The SaTo Pan, a durable 
plastic pan with an 
innovative water trap for 
use with a direct pit.

Prices below include pan, 
slab, and pit, but not 
superstructure.

Prices below are for the Easy 
Latrine with Easy Shelter.

Prices below include 
superstructure.
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$25.30 $2.30

$

Production costs and retail prices vary 
within countries. Figures shown are 
averages.
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PRODUCTION RETAIL MARGIN

(10%)

$266 $24

$

Production costs and retail prices vary 
within countries. Figures shown are 
averages.

Keeps the 
smells away and 
the flies at bay!

Why we’re replicating this approach in Nepal

We want our waste 
separated from our 
environment. And 
minimize space, too.

We want a convenient 
way to purchase quality 
pour-flush products that 
convey status to our 
families and communities.

The Easy Latrine can be sold 
separately or with shelter. 
Both are installed with 
purchase.

Some businesses were 
selling toilet supplies, and 
people were interested in 
buying high quality toilets.

PLACE
Selling directly to 
households and in village 
presentations.

OPPORTUNITYPROBLEM APPROACH USER NEEDS

PRICEPRODUCT PLACE PROMOTION
Products are sold through 
sales agents, in village 
meetings, and through farmer 
groups.

PLACE
Women’s Union and other gov. 
representatives sell directly to 
households and villages.
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$439 $81

$

Production costs and retail prices vary 
within countries. Figures shown are 
averages.

Market Facilitation: 
Our program approach in Bangladesh 1 Market Actor: 

Our program approach in Cambodia 2 Government Engagement: 
Our program approach in Vietnam 3

TRAINING

ONGOING ASSISTANCE

We want a quality 
toilet preferably with 
a septic system.

SANITATION PROGRAM DESIGN 
Three distinct approaches to designing sanitation programs, and three opportunities to scale in countries with similar contexts.


