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Dagomba The Dagombas are an ethnic group of northern Ghana, numbering about 931,000. They inhabit the 
Northern Region of Ghana in the sparse savanna region below the sahelian belt, known as the 
Sudan. They speak the Dagbani language which belongs to the More-Dagbani sub-group of the Gur 
languages

Sister (not blood) Term of endearment.  A sister refers to a friend, a daughter of an auntie/uncle or any female who 
lives in the same community/neighborhood as another.  Similar in age. 

Aunty (not blood) Term of endearment.  A friend of a mother or father, or the family or any elder woman a woman or 
meets in life.

Yellow Yellow Common mode of transportation in the urban areas of Tamale and Bolgatanga.  Small open-air 
vehicle for hire.   Commonly known as the Uber of Tamale. 

Family House A compound of small dwellings placed together akin to a compound where one man lives with 
several wives (Muslim) or where elderly parents live with their grown children and their families 
(Muslim/Christian).

Head of Household Head of Household refers to either the most senior male living in a household/family house.  

TBO Toilet Business Owner.   The private sector actors the Sama Sama business has engaged with to 
manufacture and install toilets.



Founded in 2016, Sama Sama is a sanitation social enterprise 

incubated under iDE Ghana, born out of the Rural Sanitation and 

Hygiene Program, supported by Global Affairs Canada (GAC).  

Sama Sama now serves 31 districts across the Northern regions of 

Ghana where it has provided improved toilet facilities to over 

3,700 households.  Their pour flush toilet which Sama Sama 

produces for its clients is said to prevent certain diseases caused by 

many of the lower quality pit toilet s on the markets.  Sama Sama 

creates job opportunities for many people through the sanitation 

market approach. Local market actors who were into concrete 

products manufacturing have been trained as Toilet Business 

Owners (TBOs) and are now into the installation of the improved 

toilet facility for homes.

The activities proposed here will leverage the scale, operational 

systems, and local networks that Sama Sama  has established to 

rigorously test new strategies for increasing women’s participation 

in the sanitation value chain, while measuring the effect that 

increased social inclusion in the value chain has on key behavior 

changes such as toilet  purchase and use. The study will deploy a 

small set of operational pilots to introduce targeted variation in 

ongoing project activities. As a result, iDE will be able to make 

data-informed recommendations for similar programs to drive 

behavior change by increasing women’s roles as active value chain 

participants. 



Market-based approaches have gained prominence over the past several years as a strategy for improving sanitation 

coverage. As the WASH sector experiments with approaches to drive hygiene and sanitation behavior change through 

markets, much of the focus has been placed on “end users,” or those who interact directly with sanitation products like 

toilets. Specifically, funders and implementers are building evidence around effective strategies for identifying and 

removing barriers for end users in traditionally excluded populations, and especially women. However, less evidence exists 

for understanding the roles that women play as active participants in the sanitation value chain and how their 

participation might affect key hygiene behaviors like toilet adoption. 

Globally, iDE is taking a systematic approach to answer these questions. This proposal specifically leverages iDE’s 

market-based sanitation programming in Ghana to incorporate a research and implementation framework for 

understanding how women currently participate in the sanitation supply chain, what barriers they face, how these barriers 

can be overcome, and what effect increased participation by women has on toilet  adoption and use rates. The theory of 

change that we will test in this study is that reducing barriers to women’s participation in the sanitation value chain will 

increase both the rate and quality of their participation, ultimately improving toilet  purchase and use by making these 

actors more effective agents of behavior change through market channels. 

This approach is innovative because 1) it examines women as value chain actors, rather than simply as end-users or 

beneficiaries, and 2) it considers behavior change as an integral component of a market-based program, rather than a 

separate “approach.” The results of this activity have the potential to influence the WASH sector’s treatment of women as 

value chain actors, and to inform how stakeholders design market-based approaches to maximize behavioral impact by 

encouraging greater participation of women. 



RESEARCH QUESTIONS

● How are women currently participating in the 

value chain, and what are the drivers and 

barriers for their success? 

● What opportunities exist from the end users’ 

perspective for increasing the likelihood of toilet 

purchase and use? 

● What approaches work for increasing women’s 

participation in the sanitation value chain? 

● To what extent does expanding women’s 

participation in the sanitation value chain 

correlate with changes in toilet adoption and use 

rates?

RESEARCH STRATEGY

Uncover insights related to the perceptions, 

motivations, and barriers for women participating 

in the sanitation value chain; 

Uncover insights related to the perceptions, 

motivations, and barriers to end users purchasing 

and using improved toilets; 

Understand the drivers of success for women 

currently in the sanitation value chain, especially in 

regards to toilet sales and the promotion of positive 

behavior change; 

Based on the three preceding objectives, generate 

testable ideas to enhance women’s value chain 

participation and improve behavior change 

outcomes. 



Outcome 1
Internal gender equality within iDE 

Ghana

                                               -- Val Labi

GOAL
External gender equality within the 

wider community

Outcome 2
External gender equality within the 

wider community

Output 1
Enhanced participation of women in 

the iDE Ghana value chain

● iDE Ghana workplace culture 
is conscience of gender 
dynamics

● iDE Ghana values a diversity of 
thinking in adaptive 
management approaches

● Increased retention of women 
employee

● Increased representation of 
women in leadership

● Equal opportunities for women 
and men

Output 2
Improved behavior change 

communication

● iDE Ghana builds wider 
empowerment through explicit 
engagement with women as 
purchasers and suppliers

● Increased internal 
empowerment for women 
(motivation, self-sufficiency, 
respect)

● Decreased workload for 
women and labor balancing 

● Increased relational 
empowerment for women 
(access and information)



Funders and Government of Ghana
Policy, Strategy, Funding and Liquidity

Sama Sama Business
Design, Strategy, Marketing, Sales, Financing, Follow-up

Local Partners Toilet Businesses
Sourcing, Production, Manufacturing, Installation

Sama Sama Customers
Awareness, Interest, Consider, Evaluate, Decision, Purchase, Use, Maintain, Repair, Advocacy

Sama Sama End Users
Use, Maintain, Repair, Advocacy



Above the 
line 
marketing

Below the 
line sales 
presentation

Order
and deposit

Assigned to 
TBO

Installation 
visit Installation

Welcome 
pack

Text 
reminders

Payments 
collected

EFL
Credit 
scoring

Payment 
plan 
selection

How to use 
visit TBO paid

Customer 
satisfaction 
surveys

BEFORE

DURING

AFTER

Sales Agent

Customer Care Coordinator

Commercial Operations Officer

Quality Control Coordinator

Toilet Business Owner







Human-Centered Design  (HCD) is a leading qualitative innovation 

methodology that maximizes the likelihood of adoption, long-term 

sustainability, and scalability of a market-based solution.  It is used to 

design and deliver holistic offerings  – usually a combination of 

product(s), service(s), marketing, financing, and distribution.

 

HCD utilizes an ethnography-like approach to deeply understand 

latent user and stakeholder needs, and combines this with design 

methods and expertise from product design, industrial design, 

business design, service design, and marketing strategy. The result is a 

market-based solution that is desirable, accessible, usable, 

maintain-able, and affordable to consumers, in addition to being 

technically feasible and economically viable for stakeholders in the 

market- system. HCD is a best practice amongst the world’s largest 

(market-based) consumer goods and services firms, and has gained 

recent credence in the development sector as a means to improve the 

ROI (return on investment) as well as the probability of scale and 

sustainability of market- based initiatives.

The HCD process starts by developing a deep understanding of users’ 

needs, aspirations, and constraints. In this case, “users” are women who 

participate in the sanitation value chain. On the sanitation value chain 

side, the deep dive will leverage Human-Centered Design (HCD) 

principles to collect qualitative data on women’s value chain 

participation, and the barriers they face in the following components 

of the value chain.



   

AUG

1-10 11-20 20-31

SEP

1-10 11-20 20-30

OCT

1-10

Off-site 
Research

Ground 
Research  

Analysis

Ideation

Planning 

Fieldwork areas included in and around Tamale metro and Bolgatanga and  
Navrongo peri-urban areas. 

This was a multi-country, mixed method, collaborative effort led by the 
iDesign teams in Denver HQ, iDE Bangladesh, and of course, the iDesign team 
at iDE Ghana/Sama Sama.  

Tamale

Bolgatanga/
Navrongo

Real-time data map of Sama 
Sama toilets // Tamale Metro area



Jess MacArthur Wellstein is a Director – Programs for iDE in Bangladesh. Prior to this role, she 

represented iDE as the Team Lead for the WASH portfolio and the Project Manager for the Sanitation 

Marketing Systems in Bangladesh (SanMarkS) project. She began her time at iDE as a Market Research 

Lead and as a Technical Advisor in the WASH portfolio. Jess has trained as a Chemical Engineer and holds 

an MSc in Water Science, Policy and Development from the University of Oxford. She also holds six years 

of experience in WASH and education projects in South Asia, sub-Saharan Africa, Central Asia and 

Southeast Asia.

Abby Nydam - Director of Design for iDE,  believes in the power of design to make the world an even 

more brilliant place. Although originally from San Diego, California, Abby is a New Yorker at heart and 

was thrilled to work there for ten years in a boutique design and marketing agency, starting in Project 

Management and eventually becoming the Director of Business Development. Her client and project 

portfolios there included consumer goods and services for both the luxury and mass markets. Abby 

decided to take a “gap year” from that career, so she moved to southeast Asia to work on her first novel. 

Instead, she found iDE in Cambodia, and discovered a new way to implement design for good. Abby is 

iDE’s thought leader for implementing Human-Centered Design across our programs and is currently 

based within iDE Honduras but continues to work with all iDE country programs to embed innovation 

and design into all programming activities as well as specific per project initiatives. When not designing 

for the developing world, Abby is working on her meditation and language skills (Spanish, French, 

Mandarin, and Central Khmer).



Abdul-Mumin Damba Tahidu – Director of Evidence & Analytics iDE Ghana. Mr. Damba has about a 

decade of experience in monitoring and evaluation of developmental interventions using modern day 

software packages which promotes efficient and effective delivery of real-time results at all stages of a 

project lifecycle. His versatility in blending different software packages and adapting suiting/modern-day 

software packages has enhanced his ability to deliver at the highest level or global standards. Mr. Damba’s 

combined expertise in MIS and Statistics also plays a critical role in his ability to assess implementation 

performance whiles adhering to donor compliances and reporting needs. Prior to joining iDE in 2016, 

Damba worked as a Project Manager and Implementation Associate at Innovations for Poverty Action 

(IPA) where he was in charge of leading the impact of crop index insurance intervention offered to 

community members in Northern Ghana as a contingency against drought in the farming season. Before 

joining IPA, he also worked as a District Data Manager at Research Triangle Institute International (RTI) 

on a USAID sponsored project aimed at combating malaria in Ghana. He has an MSc in Actuarial Science 

from the Kwame Nkrumah University of Science & Technology (KNUST).

Hilda Alhassan - Measurement, Impact, and Learning Manager at iDE Ghana.  Hilda is a graduate of 

the University for Development Studies,  Hilda is committed to empowering women in her 

community and at all levels in the organization.  She leads the iDEmpowerment network and leads 

all targetted gender empowerment initiatives across both the WASH & Ag portfolio.  She previously 

worked as the Advocacy and communications officer for INTAGRAD.  She has  a demonstrated 

history of working in the non-profit organization management industry. Skilled in Salesforce 

Reporting, Data analysis, Quantitative Research, Report Compilation and Writing, Qualitative 

Research, and Microsoft Office. 



The research approach was designed to blend various 

types of Human-Centered Design/Design Thinking 

methodologies in order to capture various perspectives 

from multiple user/actor groups cross genders.

The activities draw on best practices from human 

centered design as well as gender analysis and women’s 

empowerment qualitative research practices. 

1. Hunt, J. (2004). ‘Introduction to gender analysis concepts and 
steps’, Development Bulletin, no. 64, pp. 100-106. 

2. Pavanello, Sara, Pozarny, Pamela and Paula de la O Campos, Ana. 
(2015). Qualitative research on women’s economic empowerment 
and social protection A research guide - Food and Agriculture 
Organization of the United Nations (FAO) 

3. IDEO. (2011). Human Centered Design Toolkit.



User interviews are where a researcher asks 
questions of and records responses from users. 
They can be used to examine the user experience, 
the usability of the product or to flesh out 
demographic or ethnographic data (for input into 
user personas) among many other things.

Typical topics covered within user interviews 
include:

● Background (such as ethnographic data)
● The use of the product
● The user’s main objectives and motivations
● The user’s pain points



Observing users and/or actors in their 
natural environment whether it be home, 
place of work, place of worship, etc.  By 
actively observing behaviors, patterns, and 
routines the research and design team can 
uncover things unsaid by users and actors.   



Co-Creation is used to describe an in-field activity in 

which users, actors interact directly with the Research 

and Design team to generate ideas, concepts, 

frameworks, and solutions using visual stimuli, role 

playing, etc.  This is a step in the Creation phase of HCD 

and is often used to validate ideas, concepts or solutions 

designed by the Research and Design team.  



SaniFoam - this  well-utilized model of behavior was 

developed by WSP in 2009 and reviews three realms of 

behavior within a participar area of focus: opportunity, 

ability and motivation. These three realms align with iDE’s 

framing of viability, feasibility and desirability respectively. 

The SaniFoam Framework is utilized to analyze sanitation 

behaviors  to drive effective sanitation programming and 

has been used to explore the behaviors associated with 

consumer access to and utilization of improved toilets. 

The research team has further expanded the framework to 

explore the behaviors of market participation and 

purchase focusing directly on women. 

Viability Feasibility Desirability

SaniFoam Framework

Focus Opportunity Ability Motivation

Attitudes and Beliefs

Values

Emotional/social/ 
physical drivers

Competing priorities

Intention

Willingness to pay

Knowledge

Skills and self-efficacy

Social support

Roles and decisions

Affordability

Access/availability

Product Attributes

Social norms

Sanctions/
enforcements

Target population

Desired behavior



This model of empowerment leverages several existing and 

well-regarded models of empowerment as a foundation and 

contextualizes them to the behaviors of ‘participation in sanitation 

business’ and ‘purchase of toilet’.  

The foundational models include Oxfam’s Women’s 

Empowerment Framework and Carrard et al’s 2013. The Oxfam 

framing reviews women’s empowerment in four domains: power 

within, to, with and over. The Carrard framework review gender 

outcomes associated with domains of empowerment for the 

individual and in relationships at both household and public 

levels. By contextualizing the main gender outcomes that happen 

at both in the individual and public domain, the team is able to 

analyze how different women in the value chain experience 

empowerment based on standard measures of empowerment that 

can be expected from such programming. 

dreams 
realized

INDIVIDUAL SPHERE

INDIVIDUAL SPHERE

to 

from 

informed

hardworking

self-sufficient

access to 
information

ability to give back

needs met

access to 
opportunities

RELATIONAL  DOMAIN

INDIVIDUAL DOMAIN

to 

from 

Empowerment Model



User Interviews Co-Creation

Day in 
the Life

Journey
Mapping

Who’s 
Responsible

Multilane 
Highway

The research tools and frameworks used in the this research and analysis can be found in the 

forthcoming slides. 

The team has identified two theoretical frameworks for use within the scoping and analysis of 

the research and four research activities utilized both as tools of data collection and insight 

framing.





Day in the Life 

This tool helps you to understand what a day in the life 

of your target user.

By mapping out their activities throughout one day you 

can learn about their habits and routines and where your 

potential solutions might fit into these.

It is also a helpful tool to validate stories and experiences 

that the team hears from users/actors.  



Who’s 
Responsible

Who’s Responsible is a visualization activity to 

understand users and actors perceptions and beliefs on 

who is responsible for which activities within the toilet 

value chain including: 

● Deciding to Purchase a Toilet 

● Paying for a Toilet 

● Purchasing Supplies 

● All aspects of manufacturing and installation 

● Cleaning 

● Maintenance

All value-chain actors were led through this activity to 

see if there was variance and where common beliefs lie.



Awareness Interest Consider Evaluate

Decision Purchase Use Advocacy

Journey 
Mapping

A user journey map is a visual representation of the customer 

experience – and is a useful tool for everyone involved in the 

intervention to look at the  product/service from the user’s 

point of view and can be a key part in the design and 

optimization.

The process of mapping their journey encourages and 

reminds you to consider the entire customer experience: 

their feelings, questions and needs while they interact with 

the product/service.   It’s used for understanding and 

addressing customer needs and pain points. What is the user 

thinking about and what are they hoping to achieve?

This contextual information about the user allows one  to 

view the entire customer experience as a path or journey that 

begins with having a need and ends with having that need 

met. It allows everyone to gain empathy for the customer 

beyond the specific tasks they confront.

Understanding the customer’s journey – their feelings, 

motivations and experiences – can help with a design which  

guides users  towards meeting their need. 

 



Multilane 
Highway

The basic framework of the participatory tools is a road 

journey. This can start very simple, with a vision circle up 

on the top right, a current situation circle down, and a 

road from the current situation to the vision circle. 

Opportunities and challenges are indicated to the left 

and right of the road. The road itself contains the action 

to achieve the vision. 

The multilane highway framework positions gender 

equal relationships at household level and in the wider 

community as prerequisites for achieving the journey 

towards a happy life and sustainable livelihood.

Practical Guide to GALS, 2014. 

GOAL
Increased women’s engagement in value chain

START
Low women’s engagement in value chain

Low toilet purchase

Individual Household Community ConstraintsOpportunities
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1
General 



In northern Ghana, there are three main tribes: Dagomba being the largest, 
followed by the Grusi and the Gruma tribes.  

The role of a female is standard between these tribes with differences seen 
between the two religions within these ethnic groups (Muslim/Christian).  

Most Muslim households are more conservative when it comes to female 
involvement in the household and society and there are “rules and 
regulations” placed on women which are enforced by the head of the 
household.   

These cultural traditions inform a Northern woman’s self-perception and 

definition of women’s empowerment. 

. 

Deep rooted, centuries-old 
tribal cultures and beliefs are 
alive and well in Northern 
Ghana. 



Defining 
empowerment.



Global Affairs Canada
Women's economic empowerment therefore means working to address 

the constraints that women face to participating in and benefiting from 

growth and development, and working to secure their rights.

USAID
At USAID, we believe that gender equality and women’s empowerment 

isn’t a part of development but the core of development. Progress cannot 

be delivered in a vacuum. For societies to thrive, women and girls must 

have access to education, healthcare, and technology. They must have 

control of resources, lands, and markets. And they must have equal rights 

and equal opportunities as breadwinners, peace-builders and leaders.

United Nations
Clearly, a common thread uniting each of the major international 

conferences of the 1990's is women's empowerment. Furthermore, the 

international community is now accountable to the world's women for 

fulfilling the significant commitments it has made to help make 

empowerment a reality of women's lives.  What, then, is women's 

empowerment?  Women's empowerment has five components: women's 

sense of self-worth; their right to have and to determine choices; their 

right to have access to opportunities and resources; their right to have the 

power to control their own lives, both within and outside the home; and 

their ability to influence the direction of social change to create a more 

just social and economic order, nationally and internationally.  

How the West Defines 
Women’s 

Empowerment

The Department of Foreign Affairs, Trade and Development Canada (2013). Women’s Economic 
Empowerment: Guidance Note. 

USAID (updated 2018). Who We Are: Gender Equality and Women’s Empowerment. 

Secretariat of the United Nations Inter-Agency Task Force on the Implementation of the ICPD Programme 
of Action. Guidelines on Women’s Empowerment.

http://international.gc.ca/world-monde/issues_development-enjeux_developpement/priorities-priorites/women-femmes.aspx?lang=eng
http://international.gc.ca/world-monde/issues_development-enjeux_developpement/priorities-priorites/women-femmes.aspx?lang=eng
https://www.usaid.gov/what-we-do/gender-equality-and-womens-empowerment
http://www.un.org/popin/unfpa/taskforce/guide/iatfwemp.gdl.html


We asked them. 

It means to be motivated, self-sufficient, and hard working 

in order to meet your needs and dreams.  Informed and 

have access to information so the right decisions can be 

made. Having access to opportunities and the ability to 

give something back.*

*Synthesized from 35 respondents. 

But what is a 
northern Ghanaian 
women’s definition 
of women’s 
empowerment?



Motivated.  
Self-Sufficient.  
Hardworking. 

Needs Met. 
Dreams Realized.

Informed.
Access to Information. 

Access to Opportunities.

Ability to Give Back.EM
PO

W
ER

M
EN

T



RELATIONAL SPHERE

INDIVIDUAL SPHERE

Empowerment 
to participate in 

sanitation business

Empowerment from 
participating in 

sanitation business

KNOWLEDGE
from access to 

education and mobility 
informed

TIME
total hours worked 

balanced with 
household roles

hardworking

RESPECT
 from community 

members
ability to

 give back

CONFIDENCE
ability to seek work 
opportunities with 

self-awareness 
motivated 

CAPACITY/
AWARENESS

tools, time and space 
needed for

access to information

VOICE/NEGOTIATION
ability to share expectations 

and 
exert influence
self-sufficient 

 

INCOME
sufficient income to 
meet needs of self 

and family
needs met

LEADERSHIP/DECISION
ability to occupy
roles for growth

access to 
opportunities

Concept not in other 
frameworks.

dreams realized

Exploring overlaps 
in empowermentEMPOWERMENT AND 

PARTICIPATION IN 
SANITATION BUSINESS

When exploring overlaps between the definition of 

empowerment from women Sama Sama staff, there 

emerged significant overlap with the designed model of 

empowerment to and empowerment from as described on 

slide 26. 

Uniquely only one stated factor of empowerment was not 

aligned with the theoretical framing—dreams realized.    

This factor falls into the individual realm, but is not 

interestingly not captured in any of the theoretical 

frameworks reviewed for this study. The other eight factors 

were aligned (however broadly) with factors identified in 

literature. 

A visualization of this overlap can been seen to the left. The 

factors identified from literature are in capital letters, a 

brief definition follows and lastly the factor through the 

lens of the research participants in bold italics. 

❏

❏

❏ ‐

❏ ‐

❏ ‐

❏

❏

❏

❏

❏

❏

❏

❏

❏

NEGOTIATION

❏ Changes in negotiating power in household 
relationships

❏ Changes in communication between 
husbands and wives

PURCHASE

❏ Changes in financial status and power 
including control over household 
resources and assets

DECISION

❏ Changes in the ways decisions are made, 
including who is involved and consulted

AWARENESS

❏ Changes in the distribution of household 
roles and labour between women and men

❏ Changes in levels of mobility and/or 
seclusion for women

RESPECT

❏ Changes in levels of respect between 
men and women in the household

❏ Changes in attitudes about gendered 
household roles and responsibilities

❏ Changes in levels of conflict and harmony 
(including gender- ‐based violence) within 
households

CONFIDENCE

❏ Changes in self- ‐confidence, particularly 
for women  

❏ Changes in self- ‐awareness around 
gender roles and relationships including 
possibilities, opportunities and 
negotiating power

TIME

❏ Changes in the distribution of household 
roles and labour between women and men

❏ Changes in total hours worked, taking into 
account paid and unpaid work

❏ Changes in discretionary time

MOBILITY/EDUCATION

❏ Changes in levels of mobility and/or 
seclusion for women

❏ Educational outcomes, relating to girls’ 
education and literacy



Motivated.  
Self-Sufficient.  
Hardworking. 



Women in 
Northern 
Ghana are 
busy.  Very 
busy.

Women do 
everything. 



Traditionally, women are responsible for the following 
within a household ON A DAILY BASIS.  This varies 
depending on the household and the level of support a 
husband provides: 

5 C’s:  
● Contributor (money)
● Caregiver
● Collector (water/wood)
● Cook
● Cleaner

. 

CONTRIBUTOR
● Formal employment:  nurse, teacher, 

public/private sector businesses (banks, NGOs, 
restaurants, large shops. 

● Informal employment:  small goods shops in 
home, market traders, street vendors, seamstresses, 
or hair salons. 

CAREGIVER
Children: 

● Breastfeeding 
● Cooking for children and family
● Bathing 
● Assisting children with schoolwork 
● Bringing and picking up children from school 
● General care duties:  diaper changing, uniform 

upkeep, wake up/bedtime duties.
● Medical care when needed.

Elderly Parents: 

● Monetary support 
● Bathing 
● Medical care when needed 

COLLECTOR/COOK/CLEANER
● Water collection 
● Wood collection 
● Fire building 
● Cooking for household 
● All cleaning duties  

Women’s
Roles



7:30pm 

7:30-8:00 am

5:00 pm

3:30-4:30 am9:30-10:00 pm

7:30 pm

Day in the Life 
Pray

Collect Water

Collect Wood

Bathe

Start fire

Heat water for 
baths

Sweep

Prepare & feed 
breakfast for 
children

Bathe children

Organize children 
for school

Wake up children

Begin working

Small breakfast
(Milo/tea)Lunch

Pray

Work 

End work 

Cooks dinner

Eats Supper

Prepares kids 
for bed

Free time 
(reading, movie)

Home

Out of home

Moments of delight

Moments of difficulty



Men are not busy.



7:30pm 

7:30-8:00 am

5:00 pm

5:30 am9:00 pm

7:30 pm

Day in the Life 

Pray

Bathe

Dress

Take children 
to school 

Begin working

Lunch

Pray

Pick up children 
from school

Back to work

Stop work

Pray

Eat supper

Relax

Home

Out of home

Moments of delight

Moments of difficulty

Bathe



Women in Northern Ghana do not spend much time at 

home unless they have a business within their household:  

small-goods shop, seamstress, hair services.  

If women have a young infant, they will bring them with 

them to work on their back.  This is culturally acceptable 

and understood.  Working women with young children, 

who are not in school, will leave them at home during the 

day with relatives or neighbors.  If women are formally 

employed within a professional/office setting, women will 

leave their infants with relatives.  

Unless women 
generate their 
income at home, 
they are out all day.



The market is the hub of women-led commerce:  buying and 

selling.  

Women of all different economic classes, educational 

backgrounds, religions, and tribes convene at the market to buy 

or sell anything that is needed for life in Northern Ghana:  

food, vegetables, cloth, baby clothes, cleaning supplies, 

chickens, goats, car parts, and the list goes on. 

Women who work at the market either have a formal stall space 

which they rent or set up informally outside of the market, or 

even in the aisles.  

Women don’t go to the market just to buy or sell.  They go to 

the market to socialize, to seek, and to share information.   

All women are at 
the market.  Some 
go every day, some 
go once a week.  



And a source of enjoyment and pride.

The activities done at home for their children are the 

moments in a woman’s day that while, can be difficult, are 

the most rewarding and relished during a day. 

“I wake up at 3:30am so I can prepare my son’s dinner for him 

and it makes me so happy to know that he will have something 

nice to eat when he gets home from school.”

“No one takes care of my children as I do.”

Physically taking 
care of their children 
is a woman’s biggest 
priority.



Needs Met. 
Dreams Realized.
Informed.
Access to Information. 



The traditional duties of women whether economic or 

household are primarily for the benefit or livelihoods of 

those they care for.  Any extra income or resources will go 

to children or other family members and rarely for 

themselves.  This includes the men in their households.

Women often sacrifice food or basic necessities if someone 

else in their family is in greater need.

“No, I never save money because anything extra I send to my sister 

who is still in school.”

“My husband asks me for money for his business so I can’t really 

invest in my own business.”

All women put 
their children's and 
families needs 
before their own.



In some Muslim households, wives are anxious that their 
husbands will take another wife/wives if they do not 
“behave”/”act correct”.  Therefore, there is a significant 
amount of pressure on these women to fulfill their 
traditional duties of caregiver and provide for children, 
husband, and extended family before anything else, 
especially things that could lead to greater empowerment. 

 “Don’t give my wife any ideas or I will have to go and find 
another one.”

Women’s needs 
and dreams are 
second to marital 
traditions.



When respondents were asked, “What did you dream 

about becoming when you grew up?”  The team 

received many answers but the two most common 

were: teacher and nurse.  

Why?

The traditional career paths for educated women in 
Northern Ghana are either a) nurse or b) teacher, 
these are the aspiration because they provide:

1) an ensured source of compensation/benefits.

2) the ability to provide MORE than just financial 
support to their families but also 
medical/educational support to their 
children/extended families.  

Nurse. 
Teacher.
Rock Star.



Women share and learn information from each other at their workplace 
or with other women living in their household (family house).  The 
information source is outside of the household and then brought back 
into the household.  

The type of information shared can be and is everything that is 
applicable to Northern Ghanaian life and often includes general rumor 
and gossip.   

“People come up to my market stand and ask me about my toilet because they 
heard I had one from someone else.”

“I like working with my mom at the market because all of the ladies talk and 
laugh about everything.”

If women are interested in learning something new about a 
product/service/opportunity, they will search within their own personal 
social network for someone who can educate them.  

“I asked my sisters what is involved in this type of work because I think I would 
make some money doing it.”

Women rely heavily on 
their social networks for 
information.  
Women are seekers. 



Access to opportunities. 
Ability to give back.



In this instance,  the word opportunity is applied to 

self-empowering activities including learning a new skill, 

employment (formal/informal), or free time for activities.

Women must clear potential new opportunities/seek approval 

from their husband/father/eldest brother before partaking. Some 

are supportive.  Some are not.  

When looking for new or additional employment opportunities, 

women in northern Ghana rely on their personal networks for 

information and referrals -- particularly men.  Women go 

directly to the male closest to them in their networks because it is 

culturally and traditionally standard for a woman to seek the 

approval of their husband/father/or blood brothers prior to 

leaving the house for work either informal or formal.

It’s all about who 
you know.  And if a 
man says it’s okay.  



Aside from being able to assist other women with 
childcare, money, errands, cooking -- Northern Ghanaian 
women desire the ability to give back to other women 
through encouragement, motivation, sharing, and 
educating.

Furthermore, female community is strong in Northern 
Ghana and it is a deeply rooted behavior and desire to help 
other women, other families, and the community as a 
whole. 

This makes women feel empowered.    

Encourage. Share. 
Motivate. Educate. 



2
Sama Sama 



“if we keep seeing only men as heads of 
corporations, it starts to seem ‘natural’ that only 
men should be heads of corporations.”                                                                                                                                                                                     
                                                                                                                         -Chimamanda Ngozi Adichie                                                                                                                                 
                                                                                                                          Nigerian Author 





RUTH
Ruth is 38 years old and is from the Upper West Region of Ghana 

but she has been in Tamale for many years after she met her 

husband, who is from Tamale.  Ruth is a practicing Christian, has 

two school-aged children, and is an active member of her church 

community.  Prior to working for iDE Ghana/Sama Sama, Ruth 

was a Customer Service manager at a local car dealership.  She 

left that job because she was unable to leave work on-time in the 

evening to take care of her children and her husband.  All of the 

supervisors were men and she was unable to see any real career 

growth as a woman.

Ruth has a toilet in her home, and considers herself lucky 

because she knows many of her neighbors are still open 

defecating.  She sees them do it.  Ruth is well-educated with a 

degree from Tamale Technical University -- she had dreamed of 

becoming a doctor but wasn’t able to get that far in school, she 

had to support her younger sister first. 

Ruth learned about the position with iDE Ghana through 

ghanajobs.com and has been able to refer a few of her sisters, too.  

While the money is just okay, Ruth appreciates and values the 

community of Sama Sama and learning new things every day. 

“I feel happy working here 
because I know I am doing 

something for the community 
and I can see the changes in 

myself everyday…”



Women working for Sama Sama have varied past work/professional 
experiences where they were faced with discrimination, sexual 
harassment, and low/unequal pay. 

“I was scared at my old job because they told me I could be raped.”  

“They told me if you don’t sleep with your boss, they won’t pay you.”  

“Most of the men were supervisors, I never saw a woman as a supervisor.” 

However, the main drivers for leaving past employment were:  money 
(not enough) and working hours (not enough time to study/religious 
activities/family) and not enough safety or gender discrimination.

In fact, to female employees, a certain amount of discrimination is 
perceived normal and expected within the Ghanaian professional context 
and it does not bother female employees because this is typical and 
prevalent throughout Northern Ghanaian context and culture -- equality 
is not taught or expected.   

“At one meeting I heard a male employee calling a female co-worker his slave and 
she just laughed.”

Women working for Sama Sama are pleased that past experienced 
behaviors are uncommon within the organization and they feel they are 
treated fairly and are “safe”. 

Before she came 
to Sama Sama.     



The majority of Sama Sama female employees learned 
about the organization or position through an older male 
family member, “brother”, or male acquaintance,  he 
women go directly to these men because her potential 
employment must be understood, verified, and approved 
first by the males in the family.  A small percentage 
learn/heard about the position online, because they are not 
from the northern region and do not have any close ties 
with male Sama Sama employees.  

“My cousin works for Sama Sama QCC, I told him I needed cash, 
he told me about Sama Sama.”

“I didn’t think I would get the job because I didn’t know anyone 
who worked there.” 

Finding Sama 
Sama, it’s still 
about who you 
know.  



Household sanitation is still a new concept that has not 
been universally adopted in Northern Ghana, due to this 
professional women are often unaware that such a business 
(Sama Sama) even exists.  

“When people ask what I do and I say I sell toilets, they laugh and 
ask, “how do you mean??”, they don’t understand so I have to 
explain it to them.”  

However, women would rather work in household 
sanitation than men because they perceive themselves as 
more health-conscious, clean, and as the primary 
caregivers.  This follows the same role as the nurse/teacher 
occupation and being able to provide more to their family 
than just money and the traditional day-to-day jobs. 

So you work 
for a toilet 
business?



Women working in the field for Sama Sama see themselves 
primarily as Toilet Teachers, who are educating their 
communities and their families on the benefits of 
household sanitation and secondarily, as their individual 
job titles, i.e Sales Agent, Customer Service Representative.  

I see myself more 
as a teacher.     



Money is the primary reason women join Sama Sama in order 
to provide for their families.  Even younger female employees 
without children/husband of their own, a portion of their 
salaries goes to their families to help cover expenses for 
parents/younger siblings.  

What are Sama Sama female employees spending their money 
on?  

● Supporting their own family
● Supporting their younger siblings
● Saving for education either for advanced degrees or to go 

back to school
● And general household expenses.

However, along the employment journey, there is a crucial 
point when women understand that their occupation is more 
than just a salary, it becomes about helping their community 
and above all, they see themselves as empowered to grow and 
learn business-learning opportunities often not available to 
women in the workforce.  

Why do I work for 
Sama Sama? 
“The most important thing for me is that we are improving sanitation, 
the salary is just okay.”

“Working for SS makes me feel proud.”

“Since I’ve been here, I see improvements in my life:  I have more 
confidence when talking to people.” 



EXECUTIVE 

UPPER MGMT 

MIDDLE  MGMT 

SUPERVISORS 

FIELD STAFF 

Professional
Aspirations + 
Drivers

● Mission over money
● Respect from community, staff, and greater 

organization 
● Thought leadership opportunity 
● Professional Development/Management 

Training
● Work/Life Balance 
● Resume/experience building 
● Upward mobility potential 

● Mission over money
● Respect from community, staff, and 

greater organization 
● Thought leadership opportunity 
● Skillset/Management Training
● Work/Life Balance 
● Resume/experience building 
● Upward mobility potential 

● Mission over money
● Decision making power 
● Respect from community/staff 
● Skillset/Management Training
● Work/Life Balance 
● Upward mobility potential 

● Money over mission
● Decision making power 
● Respect from community/staff 
● Opportunity to learn 
● Professional Skills Training (software, 

performance, POV) 
● Work/Life Balance 
● Upward mobility potential 

● Money over mission
● Opportunity to learn 
● Basic Professional Skills Training 

(technology, sales performance, finance) 
● Work/Life Balance 
● Upward mobility potential 



EXECUTIVE 

UPPER MGMT 

MIDDLE  MGMT 

SUPERVISORS 

FIELD STAFF 

Sama Sama 
Women

Leadership Team 40%

Strategy 25%

Finance 33%

Sales 58%

Commercial Ops 11%

Customer Service 40%

Agent 63%

Chief 40%

Coordinator 7%

Manager 25%

Officer 17%

Grand Total 45%



Aside from a stable salary, there are several accelerators to 
female job satisfaction and longevity within Sama Sama. 

To female employees, Sama Sama is seen as “different or 
unique” compared to other enterprises within Northern 
Ghana because female employees observe the following 
emerging and informal female empowerment culture 
aspects:  

● aspirational and empathetic female leadership
● flexibility
● strong mentorship
● community
● upward mobility based on performance
● non traditional learning opportunities 

These factors all lend to a greater feeling of personal and 
professional empowerment. 

 

Different and 
Unique.



Aspirational/Empathetic Female Leadership:  Having a female in the 
executive leadership role is a main driver in the retention of women 
within the Sama Sama enterprise, further, having women in key 
supervisor or management roles provides female employees with a sense 
respect, security and trust because there is a deep understanding of the 
challenges Ghanaian women face in their daily lives. 

“I always call her when I need help, she respects us and we respect her.”

“There is an African mentality about “women in leadership” and Val is changing 
that.”

“If I have a problem with a sale, I call her and she helps me right away.  She 
understands the challenges we (women) face with customers.”

“I admire Val and Alicia for their confidence.” 

Aspirational 
and Empathetic 
female 
leadership.     



The Sama Sama organization provides women with the 
flexibility that they need in order to prioritize their 
number one responsibility and role:  caregiver -- because 
this is the precedent set by the female CEO. 

“Val called me in and asked when the last time I went to see my 
mom was, she told me to go take leave to visit her.”

“I was able to take my newborn baby (on my back) to households 
with me when I was Sales Agent.” 

“I have to leave for an hour each day to breastfeed my son and it’s 
stressful going back and forth but everyone here understands.”

The flexibility to 
prioritize important 
female traditional 
roles.



Female leadership and management are not only 
empathetic figures who understand and who can help solve 
problems, but they are also more than that, they are 
“sisters” or “aunties” -- mentors with whom employees feel 
fully safe and comfortable with and are able to share 
professional and personal successes and challenges.  

This is seen particularly with Sales Agents and because of 
this, female Sales Agents outperform male Sales Agents.

“The male Sales Agents never call me (woman) for support, but the 
women always do and they are doing far better than the men.”

“...(about a female supervisor), I don’t know how to pay her back.”

“...she has taken me on as a sister.”

 

Mentorship 
within.



Because Ghanaian women are social by nature both at 
home and work and they are often part of larger female 
communities: church groups, service organizations, 
markets, salons, tailoring shops, women gravitate towards 
employment that provides them with social opportunities 
because they enjoy the interaction of a female community 
outside of their household.  Sama Sama provides female 
employees with this community because of the number of 
women employed both in the office and in the field 
operations. 

“I call my female co-workers to see how they are doing and we 
share stories.”

“Sama Sama has provided me with new friends from outside.”

“I like going to work (market) with my mom on the weekends, too.  
Everyone is chatting and telling stories.”

A Sense of 
Community.



Female employees see their female co-workers 
being promoted to more well-paid jobs which are 
merit-based and this provides the women of Sama 
Sama with two things:  

1) the belief and proof that anyone can move 
upwards with hard work and a strong performance 
and 

2) the necessary confidence to try. 

“If she could do it, I can, too.”

Sama Sama provides professional growth and 
learning opportunities that other organizations do 
not.  For female employees learning additional 
untraditional business skills builds their confidence 
and boosts feelings of empowerment.  

Movin’ on up and 
learning new and 
different things.   



Despite the aforementioned accelerators to female 
empowerment in Sama Sama, there are emerging areas of 
challenge and barriers to one feeling empowered. 

Some Sama Sama female employees do not have toilets 
and are still open defecating.  

“Customers ask me if I have a toilet...and I have to say no.”

“If you don’t have a toilet now, how can you go out and sell 
toilets?” 

The reasons employees do not have a toilet vary from 
living in a family house to affordability.  When price isn’t a 
barrier and location is, female Sama Sama employees have 
purchased a SS for their parents.

But challenges and 
barriers to greater 
empowerment do 
exist.  



These 
Challenges and 
Barriers do differ 
depending on 
the position of 
the employee.   



Although the pay is consistent/ensured, it is not enough.  

Across all levels of Sama Sama, females are not able to 
save.  Some female Sama Sama employees do not have 
enough money to eat or drink during the day this is 
especially concerning for Sales Agents who are out for 
hours in the field/hot sun. 

“Sometimes I tell my (male) supervisor, you are going to buy me 
lunch today or else I will not eat.”

But money is an 
issue for everyone.



Getting to and from site/sales visits is a major pain point 
for female field/sales agents.  The majority do not have a 
bicycle or motorbike and are spending money out of their 
pockets to reach destinations (taxi/yellow yellow) which can 
be up to an hour from their own homes.  

Females with motorbikes are more successful than those 
without because they do not struggle before reaching sales 
sites, get easily between sites, have greater flexibility of 
schedule, and are not walking under the hot sun. 

Walking far, in the 
heat.  Or spending 
out of pocket for a 
ride. 



Their direct reportees surpass them. 

Across all Sama Sama departments, there is a behavior of 
employees going to directly to the “higher” male with their 
challenges or problems instead of going directly to their 
supervisor.  

Further, “higher” males will often surpass their female 
subordinates and go directly to the male employee if they 
need something accomplished or have questions. 

This behavior has the following negative effects on 
empowerment: 

General

The general perception that the “male” is really the person 
who can get things done.

Individual

Female supervisors or managers feel frustrated that they 
are not consulted or considered and therefore, are not 
really empowered at all to make key and important 
decisions.  Furthermore, this behavior is negatively 
affecting SS’s productivity.  

“Even though I am his direct supervisor, he always goes to the 
male director, and I am the last to know and important things 
that I asked him to do, don’t get done even though I thought they 
were being done.”

Women in decision 
making roles are 
empowered until...  



Female staff not engaging in desk work but who play 
crucial roles in the general office environment/well being 
(cook/cleaner) are not heard or treated fairly by their male 
AND female supervisors.  

These staff are also motivated and excited about the Sama 
Sama business and are actively looking for professional 
growth opportunities especially those they can see the 
increased income benefits.

“You are a cleaner, you should be happy with what you have.”

“I would love to learn Sales, and I want someone to teach me how 
to use a computer.”

 

You are just a 
cleaner.



Her Journey: A Woman of Sama Sama

“I need a job.”

Alia, Age 35
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“I can provide for 
my family and help 
my community”.

Barrier/Pain Point

Accelerator/Pleasure 
Point Influencer

LEGEND



Measuring Empowerment
How do Ghanaian Women working at Sama Sama measure against their own definition? 

Based on the definition explored in the previous pages, being empowered means to be motivated, self-sufficient, and 

hard working in order to meet your needs and dreams.  Informed and have access to information so the right 

decisions can be made.  Having access to opportunities and the ability to give something back.

RELATIONAL DOMAIN

access to 
opportunities

access to 
information

self-sufficient

Empowerment
to

Empowerment
from

hardworking

ability to give 
back

motivated

informed

INDIVIDUAL DOMAIN

dreams
realized

needs met

Poor

Mid

High

Women have higher responses 

of empowerment in the 

individual domain than in the 

relational domain and the 

concepts linked to information 

and accessing services 

(information and opportunities) 

impact the ability to realize 

dreams and met needs. 



BUSINESS SPHERE

PUBLIC SPHERE

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

❏

Empowerment of Value 
Chain and Community

Poor

Mid

High

Empowerment 
within

Sama Sama

Empowerment beyond 
Sama Sama

SOCIAL NORMS
social attitudes and 

practices about 
women in business

ENGAGEMENT
 OF WOMEN 

cooperation and 
decision making

STATUS OF 
WOMEN

women’s role in in 
sanitation 

businesses

SUPPORT
 OF WOMEN

solidarity and positive 
role modeling 

 
SOCIAL NORMS

social attitudes and 
practices about 

sanitation

KNOWLEDGE
from access to 

education
 and mobility 

STATUS OF 
WOMEN

women’s role in 
society

SUPPORT
 OF WOMEN
solidarity and 

positive 
role modeling 



3 
Women and TBOs 





“No, I don’t want to work with 
my husband doing that, I will 
ruin my hands and I have too 

much to do…”

FATIMA
Fatima  is 34  years old and is from the Tamale metro area of Ghana 

where she owns a hair-braiding salon very close to her home.  Her 

husband, Isaac, is a teacher but began a TBO business several months 

ago.  Fatima and Isaac have four children and, and Fatima is Isaac's 

second wife.  Her rival works as a nurse at the nearby Tamale 

Teaching Hospital.   Fatima and Isaac do not have a toilet but use the 

nearby public toilet when they can manage.  

Fatima spends most of her day managing the salon where she has 

three other female employees.  She is active at their mosque and 

spends her free time in the evenings reading the Quran.  Being at the 

salon is the best part of Fatima’s day because she can bring her small 

children with her and chat with the customers and her employees. 

Most of Fatima’s earnings go directly to her husband to pay for 

household expenses and school fees.  Lately, Isaac has been asking 

Fatima and her rival for more money in order to keep his TBO 

business going, this frustrates her because she needs to install a sink at 

her salon.  Nonetheless, she is proud of Isaac for taking on the extra 

responsibility and is doing something good for the community.  She 

often tells her customers about what her husband does and gives 

them his number to call if they want a toilet.



The majority of value-chain actors (Sama Sama employees 
to end-users) believe that the physical activities/duties of a 
TBO should be done by a man:  Material making, digging, 
transportation, building, and painting because these are 
considered “hard tasks” and one needs “physical strength”.  

“I went to the Sama Sama office and told him I wanted to be a 
TBO and he laughed.”

“When I go to a job site and meet the customers, they don’t think I 
am the TBO, they think I am from the SS office.”

“They ask us, what kind of man is your father for having you do 
this kind of work?”

“People think it’s a man's work because we value our beauty too 
much.”

It’s a man’s job.  



Who is Responsible?

Installing 

● Digging

● Painting

● Transportation

● Building

Deciding 

Paying 

Using 

● Collecting water 

● Supplies (Paper, bucket)

Cleaning 

● Floors 

● Pan 

Repair 

● Door 

● Pan

● Tiles

● Structure

User/Actor Perception*

                        *36 Respondents 



Even though the majority of value chain actors believe that 
TBO activities are reserved for men, customers and users 
do not care who completes these activities at the household 
level as long as their toilet is done well. 

Customers and users believe that when people come to 
build and install their toilets, they have been trained to the 
highest standards by Sama Sama.  

Some customers and users have the opinion that women 
could actually do the work better than men because 
women are more detailed and used to handiwork like 
sewing or weaving.   

But customers do 
not care who builds 
their toilet as long as 
it is done well. 



Women who are a Sama Sama TBO or involved in the 
physical activities of a TBO feel empowered and proud 
that they are doing a man’s job and in effect, changing the 
perception of what a woman can and cannot do. 

“It makes me feel happy because we are showing people that the 
perception is wrong.”

“I have command over my workers, I enjoy that.”

 

Some women are 
changing these 
perceptions one 
toilet at a time.



All TBO’s struggle with the same things:  business investment 
capital, skilled/consistent labor, inventory management, 
transportation, and inconsistent/weak revenue. 

But for women working as a TBO or with TBOs they face more 
obstacles including:

● Lack of support from their husbands or communities.

“He told me I couldn’t handle it.”

● Restricted to activities that they can physically do like molding 
rings or painting.  Other activities such as transportation, 
digging, building, lifting are reserved for men.  These women 
desire to be able to do it all because when they outsource labor, 
it cuts into their profits.  Male TBOs do not have this problem 
as they are able to physically manage all stages of 
manufacturing and production. 

“If I could do it all, I would but I need to keep my husband.”

Not all TBOs are 
created equal. 



Women who are involved in TBO activities perceive 
themselves as more than just providing a service for a 
customer but also as educators, educating their customers 
and community on the benefits of improved household 
sanitation. 

This is a uniquely female behavior. 

Women involved in TBO activities desire to learn more 
about sanitation best practices and other business-like 
opportunities such as bookkeeping, managing teams, 
inventory management.  The TBO business encourages the 
entrepreneurial and growth mindset in women. 

 

More than manufacturers 
and installers.  Teachers and 
see themselves giving back 
to the community. 



Wives of TBOs do not need to or have the desire to assist 
their husbands with their TBO work because they are 
already too busy running their own businesses or working.  TBOs are 

entrepreneurial.  
Their wives are, too. 



Even though wives of TBO’s have no real desire to work alongside their 
husbands doing manual labor they offer their support in other ways 
including: 

Monetary:

Some TBOs wives provide financial support/loans to their husband for 
their businesses either with start-up capital or with continuous loans.  

An Informal Marketing/Sales/Advocacy Channel:

Informally or formally, TBO’s wives have their own set of customers, 
associates, and neighbors who are interested in learning more about the 
Sama Sama product offering. 

TBOs wives and places of business are an informal marketing, education, 
and sales channel for the Sama Sama business.  

“My customers know my husband does toilets so I give them his number.”

And it is not just the wives, but also the children of TBOs. 

TBOs wives are excited and proud to share this information within their 
circles as it is received with respect and could potentially bring more 
TBO money into the household. 

“They tell us, your father is doing a good thing.”

 

Help comes in 
other ways.



Some wives of TBOs have yet to see the direct financial 
benefits for being involved in the Sama Sama business and 
encourage them to stop because of the constant drain on 
their own finances that pay for important household 
expenses like school fees, maintenance, and food. 

Furthermore, when women have to invest in their 
husbands TBO business they are not able to invest in their 
own businesses.  

“I tell him to stop because he is always borrowing money from me. 
And us wives have to convince our husbands of the advantages 
and disadvantages.”

“We are not impressed with the money.”

Some TBOs and their families still do not have proper 
sanitation and most think the Sama Sama toilet is too 
expensive.

The benefits (pride, educating) of having a TBO in the 
family are not strong enough to sustain buy-in/support if 
the income is not enough. 

Given that most of these women work outside of the home 
and have robust social networks/community, word spreads 
quickly in the community and these women can be 
powerful detractors to the business and growth if unhappy.  

This has mixed effects on a 
women’s empowerment 
and risks for the Sama 
Sama business. 



Women TBOs Empowerment
How do Women TBOs or TBO’s wives working at Sama Sama measure against their own definition? 

RELATIONAL DOMAIN

access to 
opportunities

access to 
information

self-sufficient

Empowerment
to

Empowerment
from

hardworking

ability to give 
back

motivated

informed

INDIVIDUAL DOMAIN

dreams realized

needs met

Poor

Mid

High

● Age and life experience 

● Community networks

● Professional careers

Why?



4
Customers & End Users 





“My Sama Sama is a 
dream come true…”

AASMA
Aasma can not remember how old she is exactly but thinks it is 

somewhere around sixty.  Aasma has lived in the Navrongo area her 

entire life aside from a brief period of time when she went to the South 

of Ghana to work in the Ashanti region which she did not enjoy.  She 

married when she was twenty-five after returning to Navrongo, Aasma 

has four children, one of which, her youngest son, lives with her today.   

He works for a international NGO as a driver.  

 Her husband passed away five years ago so now it is just herself and her 

son living in the home.  Aasma had been open defecating for her entire 

life until two years ago when her knees began to give her a lot of 

problems so she could not squat outside.  She started using a chamber 

pot and then would throw it outside when she could.  Aasma has been 

working as a local millet trader since she was very young, she has many 

friends who she spends her time with at the market. 

She learned about the Sama Sama because a Sales Agent came to her 

house on a Sunday when she was resting.  She had been thinking about a 

toilet for their home for a long time but did not know where to find/buy 

one.  She placed the order with the Sales Agent right away and one 

month later she had a toilet.  She cleans it everyday, she locks it and 

keeps the key on her person, you must remove your shoes to enter 

Aasma’s Sama Sama. 

  



Women listen to the radio during the day at their workplace.  This is 
where many of them first hear of the Sama Sama toilet. 

“I heard about it first on the radio and then they came around to the market 
with a truck, so I ran after them.”

Others learn about the Sama Sama toilet from seeing one being 
built or used at their neighbors homes.  

Few women, those who stay at the home during the day, elderly or 
those with in-home businesses become aware of the product from 
visiting Sales Agents. 

“I’m old, I don’t go out.  Sama Sama came to my house.”

 

Most women 
become aware of 
the Sama Sama 
outside of their 
homes.



This is especially prevalent in the Bolgatanga, Navrongo areas where 
there is far less of a Sama Sama marketing presence.  

This becomes a barrier for women to refer other women, and to educate 
them on the benefits of owning a Sama Sama. 

“I know where the office is but I don’t know the name.  I just told my friend to call 
the number.”

This is especially important because once a woman sees a Sama Sama or 
hears about the Sama Sama, they actively seek out information from 
within their social circles. 

Some female Sama Sama users think that Sama Sama only refers to the 
old government programming Sama Sama from many years ago and not 
the brand/business of their toilet.  

Even though some women 
own a Sama Sama toilet, they 
don’t know the name of the 
business that sold/installed it. 



All female users and non-users alike understand and accept that open 
defecation is not healthy or “correct” but this is not the main driver for 
purchase and adoption.  The main driver for women to purchase and adopt 
a toilet is because open defecating is becoming more and more difficult 
due to increasing land development.  

“We bought a Sama Sama because we had nowhere else to go, when we moved here, 
we were the only ones and now there are houses and buildings everywhere.”

“Look at the environment here, there are so many buildings.”

Women no longer have the privacy they used to have to relieve themselves 
and this is a source of pain and embarrassment for them, especially older 
women. 

Women don’t really consider public toilets to be an option because of the 
continuous deterioration of conditions and the long distances between 
house to toilet.  

Women have been thinking about purchasing/installing a toilet in their 
homes for a very long time but they did not know where to go before they 
heard/saw Sama Sama.

“There was a guy who was doing these toilets but then I stopped seeing him around 
but if Sama Sama had not come, I would have asked around at the market.”

All women know they need a toilet.  
But not for obvious reasons. 



Even if a woman wants and needs a toilet, and she can 
afford one, it might not be possible for her to have one 
because…

● Her household might be in a water logged area. 
● She lives in a family house. 
● She and her family are renters. 

And the price of the Sama Sama is considered expensive 
and it is not a spending priority to those living in dire 
circumstances.  For Sama Sama customers and users, the 
price was also considered expensive and they are not shy 
about sharing this fact within their social circle.

“Our roof is bad and our house floods when it rains so we have to 
save first for that before we can have a toilet.”

“My friends and I talk about my toilet and I told them the price 
and they were shocked.”

But buying and 
installing a toilet is 
not that easy. 



If elderly parents do not have a toilet in-home, women will 
purchase a Sama Sama for them first and once they have 
paid off that purchase, only then will they think about 
purchasing one for themselves. 

Most commonly, it is women who are purchasing toilets 
for their elderly parents with their own individual 
earnings/savings.

If a male purchases a toilet for his parents, it is because the 
mother has requested that he do so.

“It was too far for her to walk and I didn’t want her suffering 
anymore.”

Mom and Dad 
come first. 



Men do not care where they free themselves. 

Women do.  And once a woman has decided that her 
household or her parents household needs a toilet she will 
actively begin convincing her husband or the male head of 
the household to consider and agree on the idea.

Even if she is the one paying for it. 

Men do not present an obstacle for toilet purchase and 
adoption.  They, too, understand the women of the 
household need to have privacy/dignity when they are 
freeing themselves.   

“When I told my husband that Sama Sama came to talk to me, he 
was happy.”

“I had to convince him first, then we made the decision together.”

“Oh yes, go ahead and do it if you have the money, he told me.”

Convincing their husbands or heads of household to agree 
or invest is not toilet unique and women do this with any 
new opportunity for a purchase or a new change to the 
household including jobs or lifestyle choices. 

A woman is the 
main ingredient to 
any household 
toilet purchase. 



Once a woman has successfully convinced  her husband or the head of household, 
the woman either follows-up directly with Sama Sama or Sama Sama follows-up 
with them.

If the woman is in-charge of purchasing the toilet she must work for and save up 
the deposit which can take some time given competing, important priorities.  

However,  the general cultural tradition is that the man should be the one who 
pays for large household expenses like repairs, home additions, or motorbikes, 

Many women give their earnings directly to their husbands and the husband 
decides what the money is spent on. Since the female is the driver for purchase it 
is seen as her responsibility to provide the cash to her husband who can then pay 
for the Sama Sama.   

If the woman is financing the toilet, she is also responsible for making the 
payments - financially and physically.  

“My husband told me that we don’t have money to keep paying so I just have to work extra 
hard and save what I can.”

“I go to the office myself to make the payments.”

The process is as follows: 

● Desire
● Awareness of Sama Sama 
● Convincing 
● Saving 
● Purchase 

Who actually pays for the 
toilet varies from household 
to household.  But it’s mostly 
women. 



Who is Responsible?

Purchasing a Toilet 

● Convincing

● Deciding

● Paying

Deciding 

Paying 

Using 

● Collecting water 

● Supplies (Paper, bucket)

Cleaning 

● Floors 

● Pan 

Repair 

● Door 

● Pan

● Tiles

● Structure

User/Actor Perception*

                        *36 Respondents 

HOH  makes 
final decision.

Whoever can 
afford it/has the 
money.  Most 
often the 
woman.

Woman decides it is 
needed and begins 
to convince.



Once a toilet is purchased and the household decides to 
pay “bit by bit”, the EFL test administrator comes to either 
the household or the place of business to whomever has 
bought the toilet.  

For women, this is especially painful and intimidating 
because the the EFL application process is not properly 
explained to them.  

“He came here to the market and took a photo of me and I think it 
is because they will use it find me if I do not pay.”

The EFL process is too long and completely different than 
customers have seen, especially those who are older. 

At times, even if a woman is the one who purchases the 
toilet from Sama Sama, the EFL administrator will run 
through the test with the husband or the head of 
household.  But this does not bother women because they 
would rather not be troubled with such a long test as they 
have many other things to do. 

  

Toilet purchased.  
Here comes EFL. 
I don’t understand 
this process.



Women customers remember the time they waited for the 
TBO to show up and build their toilet was not too long, and 
did not have any issues with this.  They have waited their 
whole lives for a toilet in their home so what is an extra 
month. 

Unless elderly, women customers are not usually home 
when TBOs arrive to begin building their toilets.  But they 
did not see this as a problem or issue because they have 
trust in Sama Sama and that the TBOs are building are 
trained and know what they are doing. 

Time to toilet is a 
little long but not 
too bad. 



Once a TBO completes the toilet they will show the members of the household 
who are home how to properly use the toilet. This includes children or men who 
are not relaying the information to the women.  Women are missing this 
important education/training because they are not home during the day. 

This is creating an extra barrier to automatic adoption because a woman will 
either wait for Sama Sama to come back to the household or they will have to 
seek out the information they need by calling the Sama Sama Customer Service 
line or ask around within their social networks. 

“I didn’t use it for awhile because there was water in the pan and my sister in law told me 
we couldn’t use it like that.”

Some women are not 
being trained about their 
new toilet after 
installation.  
So they will not use it.



Women customers explained that once they had a Sama Sama 
in their home it was like a dream come true. 

“Every time I walk into my toilet I raise my hands to God and give 
thanks for blessing me with this toilet.”

If a woman purchases a Sama Sama it is HER Sama Sama and 
does not like to share/allow use unless it is a member of very 
immediate family:  husband, sister, older children.  Women 
buy toilets primarily for themselves and their personal needs.  

These women do not allow others to use it because they are 
afraid they will “mess it up” or not use it correctly.  

“They don’t know how to use it, they wouldn’t flush it and then you 
suffer”

The people they deny use to are actively open defecating 
around the toilet owner's household potentially defeating the 
purpose and benefits of having a household toilet at all. 

Women are not allowing their young children to use the Sama 
Sama until they are much older (between 10-18 years of age).  
These children are open defecating at home. 

A dream realized.  
I am so proud.  
And it is MINE.  



Cleaning the Sama Sama is a woman’s responsibility.  But for most 
women, they do not know how to clean the toilet or what to use to 
clean the toilet properly because it is a new product and they have 
no prior knowledge of cleaning a household toilet.

Women are using what they have available and on-hand to clean 
the Sama Sama including brooms or brushes that they use to 
clean other parts of the household.  Women are not being trained 
or taught which products need to be purchased in order to avoid 
bacteria transfer throughout the entire household.

“It would be helpful if Sama Sama had told us what we need to use to clean 
the toilet and how to clean it, we don’t know.”

Households are not using bleach or other cleaning agents to clean 
the dirty pans and floors.  Women will merely scrub the dirty pan 
with a common stick brush.

This behavior is more common in the Northern region and less so 
in the Upper East region where the research team observed quite 
sophisticated cleaning practices.

“You need a seperate brush and bleach so you don’t spread the bacterias.”

It is a new product, a new 
experience, and women are 
not cleaning properly.  



Not only are women in charge of cleaning their new Sama 
Sama but they are also the person in the household who is 
managing any maintenance or repairs that are necessary. 

If something breaks or is not functioning properly, it is the 
woman’s job to source the appropriate mason or carpenter 
to come and fix the problem.  Or to contact Sama Sama if 
they think the problem is the enterprises responsibility to 
fix.

Even if a woman alerts her husband to the issue it is up to 
her to manage the issue although husbands are quick to 
thank their wives for “helping them”.

Women know that if they don’t do it, it might not get done 
at all.  Women want to ensure that their Sama Sama is 
functioning and kept up as it is a source of personal pride, 
an investment, and new necessity. 

Maintenance:  even 
more responsibility 
for the woman.



Who is Responsible?

Cleaning 

● Floors

● Pan

User/Actor Perception*

                        *36 Respondents 

Adult female only.  
Not a job for 
children.

Adult female only.  
Not a job for 
children.

Repair 
● Door

● Pan

■ Tiles 

■ Structure 
Sources all 
work/labor. 

Males 
complete 
the work.



Women purchase the Sama Sama toilet in order to relieve 
themselves with dignity, peace, and privacy.  

However, with the purchase of a Sama Sama they now 
face a different lack of privacy or peace and that is 
because different actors within the Sama Sama 
organization visit them on a consistent basis.  This is 
helpful when women have questions but overall, it is 
adding to a sense of dissatisfaction for women customers 
because they feel they are being monitored or pressured 
for additional loan payments, even if they aren’t due. 

“I thought you were here for money.”

“Too many people are coming to the house.”

I still do not have 
complete peace 
and privacy.



Decision Purchase Use Advocacy

Awareness Interest Consider Convince

Her Journey to a Sama Sama.

Catherine, 42

“I have nowhere to 
free myself, I need a 
toilet.”
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 Has nowhere to free herself any longer 
due to growing development

Saw her neighbors building one

Was home when Sama Sama came by to 
sell a toilet

Heard the Sama Sama radio commercial

Lives in a water-logged area or with 
greater home priorities (roof, walls)

Was not home when Sama Sama came 
by to sell a toilet

Has access to a VIP toilet

Lives in a family house/compound

Can ask a son/daughter for help 
paying for it

Can pay bit by bit

Expensive price tag

Competing important financial priorities

Growing older

Sama Sama Follows Up 

Sama Sama does not follow up 

Husband or HOH is agreeable 

Husband or HOH sees the benefits 

Husband or HOH is not agreeable 

Husband or HOH does not see the 
benefits 

Barrier/Pain Point

Accelerator/Pleasure 
Point Influencer

LEGEND

Neighbors/Acquaintances Son/Daughter Sama Sama Husband
In

flu
en
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rs



Catherine, 42

“I have nowhere to 
free myself, I need a 
toilet.”

Decision Purchase Use Advocacy

Able to find Sama Sama again

Has saved for deposit 

Not able to save

Unable to find Sama Sama again

The wait is not long 

Service/professionalism of TBO

EFL process is confusing and intimidating

Not home when TBO comes to install 

Finally has a toilet Sama Sama visits to collect payments

Proud to share with her 
neighbors/community

Issues with repairs (finding people)

Does not remember the name of the 
company that sold her toilet to her.

TBO

No sudden, emergency expenses

Not told how to use it 

QCC never came by

Not told what cleaning supplies to 
buy/how to clean

Has to call Sama Sama for many 
questions

Social/neighborhood capital

Neighbors/Acquaintances Neighbors/Acquaintances

Too many people visit, no privacy.  
Fear of default.

Her Journey to a Sama Sama.
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NEGOTIATION

❏ Changes in negotiating power in household 
relationships

❏ Changes in communication between 
husbands and wives

PURCHASE

❏ Changes in financial status and power 
including control over household 
resources and assets

DECISION

❏ Changes in the ways decisions are made, 
including who is involved and consulted

AWARENESS

❏ Changes in the distribution of household 
roles and labour between women and men

❏ Changes in levels of mobility and/or 
seclusion for women

RESPECT

❏ Changes in levels of respect between 
men and women in the household

❏ Changes in attitudes about gendered 
household roles and responsibilities

❏ Changes in levels of conflict and harmony 
(including gender- ‐based violence) within 
households

CONFIDENCE

❏ Changes in self- ‐confidence, particularly 
for women  

❏ Changes in self- ‐awareness around 
gender roles and relationships including 
possibilities, opportunities and 
negotiating power

TIME

❏ Changes in the distribution of household 
roles and labour between women and men

❏ Changes in total hours worked, taking into 
account paid and unpaid work

❏ Changes in discretionary time

MOBILITY/EDUCATION

❏ Changes in levels of mobility and/or 
seclusion for women

❏ Educational outcomes, relating to girls’ 
education and literacy

RELATIONAL SPHERE

INDIVIDUAL SPHERE

PURCHASE 
control over 

finances

DECISION 
participation in 

decisions

AWARENESS 
participation in 

event NEGOTIATION 
negotiating 

power

Empowerment to 
purchase a Sama 

Sama  toilet

Empowerment from 
purchasing a toilet

KNOWLEDGE
understanding and 

education of 
environmental hygiene

RESPONSIBILITY 
workload distribution, 

working hours

RESPECT 
perception of 

self and within 
the community

CONFIDENCE 
from privacy and 
self-awareness 

Empowerment of Consumers

Poor

Mid

High



2  Ideas

3  Validated Ideas from 
Co-Creation Session1  Design Principles

TESTED
RECOMMENDATIONS

4  Multilane Highway



The following ideas were developed during 
the fieldwork and rapidly validated & 
iterated during interviews/interactions with 
male and female stakeholders.  

These ideas are low-cost/no cost to the 
Sama Sama organization and can be 
applied seamlessly with a small amount 
future planning and clear ownership.



TBOs/TBOs Female Family
....educate the community that it is not just a man’s job.

...provide women with the necessary awareness and education in order to 

start a TBO business and what is possible.

....provide women TBOs/helpers with opportunities to grow, learn, 

educate, and share within their personal communities. 

...unblock the pain of women TBOs having to source their own 

labor/vendors.

….allow the wives of TBOs to feel bought-in or a more formalized part of 

their husbands business without actually having to do any real work.

Design Principles:  
How Might We...

Non-Users/Customers/Users
....promote and sell the Sama Sama to women outside of their homes in a 

place where they frequent often.

...allow Sama Sama users the opportunity to easily advocate for Sama 

Sama, while reinforcing best toilet practices within their communities.

....make the EFL process more friendly and less intimidating. 

….ensure that Sama Sama is training every single customer/end-user how 

to use their Sama Sama after installation.

….provide Sama Sama users and non-users with a consistent 

one-stop-shop to learn, order, shop, ask questions, and refer. 

...educate women so that they learn and know to Sama Sama train their 

children and allow others at the home to use the toilet.

...train women to clean their Sama Sama properly so not to spread 

bacteria.

...relieve the pain of women having to source for repair assistance. 

Female Sama Sama Employees
....ensure that women are aware of the Sama Sama business opportunity 

without having access to computer/data or if they do not know someone 

within the organization. 

...ensure that female Sama Sama employees are able to buy/save for a 

Sama Sama. 

....continue to provide opportunities in order to mitigate the lack of a high 

enough salary. 

….provide the places and spaces for women to teach/share/learn from 

each other without adding to their workload at work or home.

...give female in-field employes a more dignified working day experience.

….foster a positive female-empowered and equal rhetoric and culture within 

the organization in order to change the perspective that only men can get 

the big things done.



Sama Sama 
Employees 

How Might We: 

....ensure that women are aware of the Sama Sama business 

opportunity without having access to computer/data or if they 

do not know someone within the organization. 

...ensure that female Sama Sama employees are able to 

buy/save for a Sama Sama. 

....continue to provide opportunities in order to mitigate the 

lack of a high enough salary. 

….provide the places and spaces for women to 

teach/share/learn from each other without adding to their 

workload at work or home.

...give female in-field employes a more dignified working day 

experience.

….foster a positive female-empowered and equal rhetoric and 

culture within the organization in order to change the 

perspective that only men can get the big things done.

RELATIONAL DOMAIN

access to 
opportunities

access to 
information

self-sufficient

Empowerment
to
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hardworking

ability to 
give backmotivated

informed
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dreams
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needs met
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beyond 
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cooperation and 
decision making

STATUS OF WOMEN
women’s role in in 

sanitation businesses

SUPPORT
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solidarity and positive 
role modeling 
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Focus on what 
is possible to 
improve, build 
on what Sama 
Sama is doing 
really well.   

RELATIONAL DOMAIN
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women’s role in 

society

SUPPORT
 OF WOMEN

solidarity and positive 
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Idea #1

Changing the 
name of women 
Sales Agents to 
Toilet Teachers

Why?

Working within the professional cultural aspiration of 
becoming a teacher as a dream realized. And play on the 
existing behavior of how women Sales Agents see themselves 
as more of a teacher and not a sales professional. 

Corresponding Design Principles: 

....continue to provide nontraditional learning opportunities 

in order to mitigate the lack of a high enough salary. 

….provide the places and spaces for women to 

teach/share/learn from each other. 

...give female in-field employes a more dignified working 

day experience.

HELLO
I’m a

Toilet Teacher



Gender Sensitivity 
Training for the entire 
Sama Sama team.

Why?

In order for real change to occur within the communities that 
Sama Sama serves the conversation, attitudes, and practice of 
gender equality must start from within the organization first. 

And while the women of Sama Sama do believe that the Sama 
Sama culture is one of equality and fairness, it is different, there 
is still a great opportunity to learn and improve with the help 
of a trained gender specialist working within the West Africa 
context.  It’s not just about the employees either, it is about 
what they can then transfer to their children and their 
communities. 

Corresponding Design Principles: 

….foster a positive female-empowered and equal rhetoric and 

culture within the organization in order to change the 

perspective that only men can get the big things done.

....continue to provide opportunities in order to mitigate the 

lack of a high enough salary. 

Idea #2



Safe Space 
Breakfast Club: 
Sama Sama Women’s Group 
meeting featuring talk/movie/book 
and conversation -- one morning 
once a month.  All can come! 

Why?

To provide a safe and open space for the women of Sama 
Sama to come together in dialogue and learn from examples 
and from each other.  

This is to take place during working hours, once a month in 
order to not detract from a woman’s main priority of childcare 
or other important household/religious duties.  

This platform will not only foster a women-centric 
community of learning and growing but the learnings can be 
transferred outside of the Sama Sama organization to the 
female employees personal community.

Idea #3

Corresponding Design Principles: 

....continue to provide opportunities in order to mitigate the 

lack of a high enough salary. 

….provide the places and spaces for women to 

teach/share/learn from each other. 



A Designated iDE 
Ghana Gender 
Representative.

Why?

The gender representative would be an elected member of 
within the Sama Sama organization.  This woman should be an 
aspirational figure within the business and would be tasked 
with organizing the Breakfast Club as well as interacting with 
the greater iDE Global organization to transfer bilateral best 
practices as well as participating outside of the organization in 
gender learnings -- to then be shared with the Sama Sama 
organization.  

This is a strong opportunity to empower a woman within the 
organization and an opportunity for her to build on her CV.

Idea #4

Corresponding Design Principles: 

....continue to provide opportunities in order to mitigate the 

lack of a high enough salary. 

….provide the places and spaces for women to 

teach/share/learn from each other. 



The Sama Sama 
Susu.  Only for 
female employees. 

Why?

We understand that many women Sama Sama employees do 
not have a toilet in their homes.  How can Sama Sama facilitate 
the purchase and adoption of a Sama Sama? 

Susu’s are a common informal savings practice in Northern 
Ghana.  And if one is organized and managed for female 
employees to save bit by bit for their own Sama Sama toilet, 
the effects will be powerful: 

● If a woman sees first-hand the benefits of a Sama Sama toilet, 
she will be able to sell it better.  

● As a customer, women will be able to evaluate the whole user 
journey process and be able to provide 
suggestions/corrections to the overall user experience and 
business model.  Empowered with information and able to 
share/teach. 

 

Idea #5

Corresponding Design Principles: 

...ensure that female Sama Sama employees are able to buy/save for a Sama 

Sama. 

....continue to provide opportunities in order to mitigate the lack of a high 

enough salary. 

...give female in-field employes a more dignified working day experience.



A redesigned Sama 
Sama shirt for 
female employees. 

Why?

Because the current Sama Sama polo shirt is: 

a) hot/heavy 
b) perceived as a man’s shirt 
c)  does not make women feel attractive or special which is a 
strong desire individually and collectively. 

 

Idea #6

Corresponding Design Principles: 

....continue to provide opportunities in order to mitigate the 

lack of a high enough salary. 

...give female in-field employes a more dignified working 

day experience.



Female apprenticeship 
Program with local 
universities. Learn about 
the toilet business for 
one summer. 

Why?

In order for women within the community to have access to 
information and opportunities with Sama Sama without 
knowing someone within, the organization can easily promote 
the business with local universities by offering a short 
apprenticeship/training program in any area of Sama Sama’s 
business (QCC, Sales, Marketing, even TBO activities). 

This will also empower women within the organization with an 
opportunity to mentor, teach, and train.  

 

Idea #7

Corresponding Design Principles: 

....ensure that women are aware of the Sama Sama business 

opportunity without having access to computer/data or if 

they do not know someone within the organization. 

....continue to provide opportunities in order to mitigate the 

lack of a high enough salary. 

….provide the places and spaces for women to 

teach/share/learn from each other without adding to their 

workload at work or home.



TBOs and 
TBO’s Family 

How Might We: 

....educate the community that it is not just a man’s job.

...provide women with the necessary awareness and education in order to start 

a TBO business and what is possible.

....provide women TBOs/helpers with opportunities to grow, learn, educate, 

and share within their personal communities. 

...unblock the pain of women TBOs having to source their own labor/vendors.

….allow the wives of TBOs to feel bought-in or a more formalized part of their 

husbands business without actually having to do any real work.

RELATIONAL DOMAIN

access to 
opportunities

access to 
information

self-sufficient

Empowerment
to

Empowerment
from

hardworking

ability to give 
backmotivated

informed

INDIVIDUAL DOMAIN

dreams realized

needs met

Poor

Mid

High



Focus on what 
is technically 
feasible and 
organizationally 
viable for Sama 
Sama to 
implement.  

RELATIONAL DOMAIN

access to 
opportunities

access to 
information

self-sufficient

Empowerment
to

Empowerment
from

hardworking

ability to give 
backmotivated

informed

INDIVIDUAL DOMAIN

dreams realized

needs met

Poor

Mid

High



Provide Stickers/
Marketing Materials 
for TBO Wives Shops 

Why?

“Ask me about the Sama Sama toilet.”

These businesses are an unrealized marketing opportunity.  We 
understand that TBO’s are keen to help their husbands grow their 
businesses so that they can start seeing the financial benefits of the TBO 
business, and if customers/visitors know that information about the 
toilet is available, they will ask and could potentially drive purchase. 

If asked about the Sama Sama toilet, the wife can supply the customer 
with the appropriate information without having to direct them to call 
this or that person.  

With this, we give the wives a platform to share and educate thus 
empowering them and engaging in the Sama Sama business without 
distracting them/adding more work to their day.

Stickers/Market
ing Materials at 

TBO Wives 
Shops (Hair, 

Food Store, etc.)

“ASK ME ABOUT 
THE SAMA 

SAMA TOILETS”  

 

Idea #1

Corresponding Design Principles: 

....provide women TBOs/helpers with opportunities to grow, 

learn, educate, and share within their personal communities. 

….allow the wives of TBOs to feel bought-in or a more 

formalized part of their husbands business without actually 

having to do any real work.



Female apprenticeship 
Program with local 
universities. Learn about 
the TBO business for 
one summer. 

Why?

Women in Northern Ghana do not yet know that a TBO business exists, 
Sama Sama must provide this awareness but also the opportunity for 
women to engage and learn first-hand.  

Pairing college-age female with other female TBOs over the summer can 
help change the cultural perception that this is just a “man’s job”.  

With new opportunities to mentor and teach, this will also provide 
female TBOs with a unique opportunity that can help mitigate some of 
the pain of the lack of high profits.  They are getting more from the 
business.

 

Idea #2

Corresponding Design Principles: 

....educate the community that it is not just a man’s job.

...provide women with the necessary awareness and 

education in order to start a TBO business and what is 

possible.

....provide women TBOs/helpers with opportunities to grow, 

learn, educate, and share within their personal communities. 



A Designated Market 
Woman/Women to bulk 
purchase and aggregate 
supplies for TBOs. 

Why?

It is difficult for women TBOs to source bulk materials needed for 
manufacturing toilets because they are new to the manufacturing and 
material business.  

A traditional and common behavior exists of marketing women who buy 
and sell items in bulk.  

Sama Sama can link these private sectors actors to not only female TBOs 
but all TBOs, relieving some of this pain and providing these Market 
Women with additional income generating opportunities. 

 

Idea #3

Corresponding Design Principles: 

...unblock the pain of women TBOs having to source their own 

labor/vendors.



Non-Users/
Customers/Users 

How Might We: 

....promote and sell the Sama Sama to women outside of their homes in a place 

where they frequent often.

...allow Sama Sama user the opportunity to easily advocate for Sama Sama, 

while reinforcing best toilet practices within their communities.

....make the EFL process more friendly and less intimidating. 

….ensure that Sama Sama is training every single customer/end-user how to 

use their Sama Sama after installation.

….provide Sama Sama users and non-users with a consistent one-stop-shop to 

learn, order, shop, ask questions, and refer. 

...educate women so that they learn and know to Sama Sama train their children 

and allow others at the home to use the toilet.

...train women to clean their Sama Sama properly so not to spread bacteria.

...relieve the pain of women having to source for repair assistance. 
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Focus on what is 
user desirable, 
technically feasible 
and 
organizationally 
viable for Sama 
Sama. 
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A Sama Sama Cleaning 
Service that users can 
hire for a fee. 

Why?

With the addition of a Sama Sama in the household it becomes one 
additional thing for women to clean.  And women do not know how to 
properly clean their toilet.  

If Sama Sama provides a cleaning service to users it provides them with 
more time and  a properly cleaned toilet.  This service can be a 
short-term investment until the woman feels comfortable enough to 
clean with high standards.  This also provides an income generating 
opportunity for people in the community. 

These cleaners could be men or women.  If men, it helps to change the 
traditional/cultural belief that it is only a woman's job to clean a toilet. 

Idea #1

Corresponding Design Principles: 

...train women to clean their Sama Sama properly so not to 

spread bacteria.



A Sama Sama market 
stall in Tamale and 
Bolgatanga markets. 

Why?

A Sama Sama Market Stall in the Tamale and Bolgatanga Markets.  Open 
every day, staffed by Sama Sama Sales/QCC.  Provides Sales, EFL,  Q&A, 
toilet demonstrations (flush/clean), Repair Requests, Cleaning Supplies.  
A ONE STOP SHOP.  

Women are not home during the day because they are at their 
workplace but all women frequent their local market at some point 
during the week with the mentality to purchase, and learn/share with 
each other and about new products.  The market is a public space where 
women feel comfortable.  And if women know that there is a dedicated 
place for all their Sama Sama needs, they will use it. 

This can also block many operational challenges Sama Sama currently 
has with QCC/Customer Care Support.  If users know that they can ask 
their questions/get help at the market there will be far less home visits 
and phone calls. 

Idea #2

Corresponding Design Principles: 

....promote and sell the Sama Sama to women outside of their homes in a 

place where they frequent often.

...allow Sama Sama user the opportunity to easily advocate for Sama Sama, 

while reinforcing best toilet practices within their communities.

....make the EFL process more friendly and less intimidating. 

….ensure that Sama Sama is training every single customer/end-user how to 

use their Sama Sama after installation.

….provide Sama Sama users and non-users with a consistent one-stop-shop 

to learn, order, shop, ask questions, and refer. 

...educate women so that they learn and know to Sama Sama train their 

children and allow others at the home to use the toilet.

...train women to clean their Sama Sama properly so not to spread bacteria.

...relieve the pain of women having to source for repair assistance. 

Ask me about the 
Sama Sama!



Ask me about 
the Sama Sama!

PRODUCT DEMOS
ON THE SPOT ORDERING

MAKE A PAYMENT
COMPLETE EFL HERE

Q&A
TRAINING/CLEANING

REPAIR REQUEST
REFERRAL PROGRAM



Award for Star Lady 
Toilet Owners (Clean, 
Supplies, Toilet Trained 
Kids). 

Why?

Incentive women users to learn and maintain best-toilet use practice.  
Encourage women to keep a clean toilet in the home and have all 
members of their household use it. 

Awards for Star 
Lady Toilet 

Owners (Clean, 
Supplies, Toilet 

Trained 
Children.

Idea #3

Corresponding Design Principles:

 

...allow Sama Sama user the opportunity to easily advocate for Sama Sama, 

while reinforcing best toilet practices within their communities.

...educate women so that they learn and know to Sama Sama train their 

children and allow others at the home to use the toilet.



Co-Creation 
Session Structure 
and Objectives
12 participants from the Sama Sama organization/community:  

● Included TBO
● Staff from various levels of within the iDE Ghana business
● Mixed educational backgrounds, tribes, and religions in 

order to capture the POV of each actor segment and to 
encourage the diversity of ideas.

Objective: 

● Validate/invalidate Research & Design teams’ preliminary 
ideas. 

● Build on these ideas and provide actionable concepts that 
are desirable, feasible, and viable. 

This Co-Creation Session was also used as a way to test the 
concept of the Breakfast Club.  The session featured a Ted Talk, 
presentation from Val Labi, sharing of ideas, and lunch.  
Participants were given a short survey at the end of the Session 
to provide additional user feedback for iteration on the 
Breakfast Club concept. 



And the winners.

1. A Sama Sama Market Stall in the Tamale/Bolgatanga Market - 9 votes

2. Provide Stickers/ Marketing Materials for TBO Wives Shops - 7 votes

3. Gender Sensitivity Training for ALL Sama Sama Employees - 7 votes

4. Awards for Star Lady Toilet Owners - 7 votes 

5. Female Apprenticeship Program with Local Universities - 5 votes

Runners-Up 

Sama Sama Toilet Susu for Women Employees - 4 votes
Designated Woman Sama Sama Shirt - 4 votes
Breakfast Club - 4 votes
A designated iDE Ghana Gender Representative - 4 votes



The group was split up into small groups to 
ideate on each idea using the multilane 
highway canvas.  The objective of this 
design thinking exercise is to encourage 
and engage participants to think through 
opportunities and constraints at different 
stakeholder levels with the ultimate goal of 
greater female participation in the value 
chain. 

GOAL
Increased women’s engagement in value chain

START
Low women’s engagement in value chain

Low toilet purchase

Individual Household Community ConstraintsOpportunities



The small groups then presented their canvases 
to the larger group and provided a new and 

different perspective on the opportunities and 
constraints for the woman, household, 
community on each of the 5 top ideas. 



Findings from the Multilane Highway Exercise

Idea/Concept Opportunities Constraints

A Sama Sama Market Stall in the Tamale/Bolgatanga 
Market 

● Access to information as women will be able to learn 
about the Sama Sama while at the market. 

● Women will be able to educate others about the 
product. 

● Access to repairs and maintenance. 
● Children will learn about Sama Sama as they are 

always with their mothers in the market and will 
eventually share this with other kids.  

● Availability of Sama Sama products.

● Young boys are likely to be left out in this information 
sharing as they do not follow their mothers to the 
market. 

● Innovative product as time goes on, keep things fresh. 
● Women getting the men to learn about the Sama 

Sama since they don’t go to the market.

Provide Stickers/ Marketing Materials for TBO Wives Shops ● More prospective customers. 
● Compared to flyers, stickers are cheap. 
● Wives have opportunity to educate others.
● Can influence others to buy. 

● Lost materials.
● Bad looking faded, torn stickers act as a brand 

detractor.

Gender Sensitivity Training for ALL Sama Sama Employees ● Women will be able to open up and be able to share 
their views.

● Equal rights for both males and females at home.  
There will be peace in the household. 

● Equal opportunities in the labour force for both men 
and women.  Women who are more intelligent in a 
particular field will be given the chance to move up 
and grow.

● Men may not agree totally with helping women in 
some perspectives and allow them to totally express 
themselves.

● When Sama Sama male employees are being 
sensitized about gender, they may not extend the 
knowledge to the household in fear of losing their 
spouses respect.

● Community leaders may not agree to the knowledge 
gained by Sama Sama male workers. 

Awards for Star Lady Toilet Owners ● Greater ownership, pride, sanitation awareness.  
● Opportunity to educate children.  
● Become a role model/advocate for sanitation.  
● Belong to a new community. 
● Orientate other women. 

● How do you measure (determine) this?
● Distance is great between customers. 
● Visits
● Costs involved.

Female Apprenticeship Program with Local Universities ● Community is sensitized to sanitation in the long-run.
● A sense of professionalism to the business. 
● Additional education for women leading to greater 

empowerment. 
●

● Family obligations and dynamics. 
● Extra work for the woman. 
● Funding, funding, funding.




