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THE SUSTAINABLE TOTAL SANITATION INITIATIVE

WaterAid Nigeria is currently implementing the STS initiative to
improve the effectiveness, efficiency, inclusion and sustainability
of total sanitation approaches in Nigeria. The program aims to:

* Increase sustainable sanitation access using a Total
Sanitation approach

* Learn lessons that can lead to progressive improvements to
the Total Sanitation approach

« Undertake formal research to provide additional evidence
of impact

 Advocate for and influence policy and practice changes at a
wider scale (nationally and regionally).



THE NATIONAL CONTEXT: COVERAGE DATA

Less than one-third of the Nigerian population has access
to improved sanitation:

Percentage of the population by sanitation coverage, 2011

Improved Shared Unimproved Deic‘:zg:‘ion

Source: JMP 2013
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THE NATIONAL CONTEXT: CLTS

Community Led Total Sanitation (CLTS) has proven to be a mod-
erately successful approach in Nigeria for triggering an end to
open defecation and changing community social norms...

..but when households are considering what type of toilet to
build (or once they are on the ‘sanitation ladder’) they need ac-
cess to affordable, desirable improved sanitation facilities that
can sustain and strengthen good sanitation behavior.



THE COLLABORATION

WaterAid Nigeria (WANG) and UNICEF are supporting the Gov-
ernment of Nigeria and the private sector to catalyze and de-
velop the local market for sanitation in order to encourage low-
iIncome households to invest in and use improved, durable toilets
they want and can afford.




WHAT IS SANITATION MARKETING?

A market-based approach that addresses demand and
supply together to increase sustained uptake and use of
improved (durable, hygienic) latrines.

SanMark supports sustainable businesses to better reach
and serve low-income households.



SANITATION MARKETING:

LINKING DEMAND & SUPPLY

Households

GOVERNMENT AND PARTNERS
MARKET FACILITATION ROLES:

. Generate new demand through
promotions

. Link business to households
ready to purchase

. Build skills and provide market

intelligence so businesses can
respond

. Assure competition
. Monitor product quality to

protect consumers and public
health

Businesses



HOW CAN SANITATION MARKETING AND CLTS

WORK TOGETHER?

SanMark builds on and complements CLTS

7\

Enabling Product/Facility

Behavior/Practice
Thriving Private Sector &

Social Mobilization Strong Supply Chains

It is not one or the other--we need both.
Local conditions will determine where/when/how to link.



Step 1. Assessment and Planning
Assess market and partnership conditions. Plan and budget program.

Step 2. Market Research (aka Deep Dive)
Understand poor household consumers and local businesses and supply chains.

Step 3. Product Design
Design affordable, desirable sanitation product & service options.

Step 4. Test Supply-side Strategy Step 5. Test Demand Creation Strategy
Design and test supply chain interventions Design and test promotional and market-
and business models. ing activities.

Step 6. SanMark Program Implementation
Pilot and roll-out of SanMark activities.

Step 7. Monitoring
Monitor for results and equity.




HOW DO WE GET THE SANITATION MARKET WORKING?
CHANGING MINDSETS...

Fow: >

Households as beneficiaries and Households as savvy,
community members discerning consumers

Businesses as viable, independent
partners ready to take risks and
make investments

Businesses as input suppliers and

contractors

Training masons in toilet Looking at their whole business and
construction seeing where sanitation fits

Setting up new retail shops or local Supporting existing supply chains,

community schemes businesses and entrepreneurs

Project-based delivery &

: : Market facilitation & catalyzing roles
implementation




SANITATION MARKETING WITHIN THE STS PROGRAM

Formative Research
CLTS

Product, Business Model and Communications Development
Sanitation Marketing Pilot and Launch

CLTS

Mapping and Baseline Survey for Quantitative Research

Continued Sanitation Marketing
CLTS
Research Follow-up

Continued Sanitation Marketing
CLTS
Research Mid-Line Survey

Continued Sanitation Marketing
Research Endline Survey




TIMELINE: 2014

SANITATION MARKETING

@ Kickoff Workshop

- Deep Dive

- - - - Iterative Product Design

- - - - Develop Communications Plan & Tools
Communications & Distribution: - - - -
Field Trials & Pilot

@ SanMark Launch

QUANTITATIVE RESEARCH

- - Community & Business Mapping
- Baseline Survey
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MARKET RESEARCH:
PROCESS REVIE




THE DEEP DIVE MARKET RESEARCH

To kick-start this work, the WaterAid Nigeria research team
and local partners conducted three weeks of qualitative field
research to understand consumer preferences and commer-

cial supply chains for rural sanitation in the STS program states:
Ekiti, Enugu, and Jigawa.
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CORE MARKET RESEARCH QUESTIONS

Our research tried to gain insights on four key questions:

« What is a ‘good latrine’ for our target market? What features
should it have (and not have) and how much should it cost?

« What will our target market gain personally from investing in
a ‘good’ latrine?

« How can we make the process of learning about, purchas-
Ing and installing a good latrine a lot easier, quicker and more
reliable?

« How can businesses deliver sanitation products and services
that offer value for money and are profitable for them to pro-
duce and sell on their own?
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MARKET RESEARCH OBJECTIVES

Our research was formative (not evaluative). The goals were to

* Inspire product and business model designs
e Inspire communications and marketing plans

Market Research (aka Deep Dive)

Understand existing and potential
sanitation consumers and their
demand behavior.

Understand the goods and services
businesses offer as well as their business
practices and supply chains

Supply-side Strategy Product Design Demand Creation Strategy
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In-Depth Individual Interviews, Focus
Groups & Observations

With Households, Village Leaders &
Supply Chain Actors

Key Informant Interviews
With LGAs, CSOs, EHOs, NGOs,
UNICEF & WANG




STUDY AREAS

JIGAWA
Maigatari
Sule Tankarka
Gumel
Kaugama

EKITI
Ido Osi
Moba
Ekiti SW

ENUGU

Nkanu East
Igbo Ititi

Igbo Eze North




STUDY AREA: SANITATION COVERAGE

Percentage of households by

sanitation coverage, 2009 S SR
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STUDY AREA: HOUSEHOLD CONDITIONS (% HHS)

Ekiti Enugu Jigawa
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Access to Improved Water Source

Listens to radio at least
Exposure to mass once a week
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MARKET RESEARCH METRICS

HOUSEHOLD INTERVIEWS
Male Female
Latrine Owner 17
Non-Owner

TOTAL

SUPPLY CHAIN INTERVIEWS

Block Producer
Retailer

Artisan

TOTAL

TOTAL
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HOUSEHOLD

PROFILES

Short descriptions of a few of the
people interviewed.
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. Bamisaye has found economic success as a car-owhning
= taxi driver in Ekiti town and has taken over ownership of
his large family home;, which he shareswith his{extended
\ctivated by CLTS triggering,
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| Ibrahim
: Maigatari, Jigawa
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LATRINES
WE SAW

Images and short descriptions of the
different types of latrine shelters, slabs
and pits we most often observed.
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Minimal Thatch
Moba, EKItl










Concrete Blof’é__“;-u-
lgbo Etitl S

¥
The most aspirational shelter. O
made from blocks cast on-site by
an artisan. Extra rooms ar'é )
set up for bathing but may ir !
have an extra latrine. Concre i_{ {,
shelters are seen for both dr 1
wet toilet options. Plcture_._ et
an offset pourflush squat pa"’ .
near stall and a bathing Qre
far stall.
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Timber
Ibgo Etiti, Enugu
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Preca

EKit §\7'\/

Homegrown

or in a shallow form excav
the ground and then p_Iac

behavior may be_lnspl_
subsidy programs.

Subsidy _.‘ Pk
In Moba, a fai ed ‘o

-

scheme had?"
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Ceramic Pourflush
lgbo Etiti, Enugu
Most commonly installed as shown,

with the pan raised above the
surrounding floor.

b
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PITS
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Most typically about thre'é_Ffe_'ét by
four feet and usually dug 8-10 feet -
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The dream pit... very large

expensive. Most often seen wt

1

latrine was located inside the




Jigawa

A smaller version
also primarily seen:
was built into the home.

soakaway...
the latrine









Clay Pots
Jigawa

Multiple pots are stacked with hp__l )
punched through the bottoms to -; A
allow for the passage of waste. W o i :
full, households add kerosene toburn
the pit contents in order to ‘refreshis

the toilet. The pots also actas ™

structural support for the dirt
L




STATE
ENVIRONMENTS

Brief profiles highlighting the infrastructure
of the three different states: Enugu, Ekiti
and Jigawa.
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roofing. These indicate a relatively yr o R
high level of household wealth. 7’
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Many: wllage§ had“moref up-maie
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perceptions about: what makes a
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roads servi viel ) hous
back 10- ZO&meters from e
and spaced 20-50 meters aparé: A
These dirt roads provide access to ng é{
larger, paved roads that serve marfgeﬁ1 (i
towns. Evenin more remote parts%@ ﬂ,_g *&“ o
Enugu, there tends to.bereasonably ** R
good road access. This settlement =~
pattern leaves easy access to the

bush for households to practice open

defecation.




The major Sa T

urban, town-like settlement pat
with closely-spaced houses and lit
bush. Residents that open defecate
report walking t to the edge of tw'h

. _. e

= _ ¥




having paved roads serwcmg most -
houses.




Ekit
ldo

Ekitithasgagvery high proportion | |
of home ilt with permanent |
materialsS Stich as concrete block, |
cement stucco, glass windows|and

corrugate roofing. Two-story, multi-

room horrj'es that may house multiple

parts of a family as well as rental Ea!

tenants are common. ,
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HOUSEHOLD
INSIGHTS

Images and short descpriptions of the
different types of latrine shelters, slabs
and pits we most often observed.




Top-Level Thoughts

Sanitation marketing seems like a feasible
approach in Ekiti, Enugu and Jigawa
because rural market infrastructure

exists, households have reasonable access
to cash incomes and modern building
materials, and households are exposed to
‘modernity’ and are upwardly mobile.

Despite this, there are still high rates
of open defecation and households
are dissatisfied with current sanitation
facilities, creating opportunities for a
sanitation market.

We believe it is worth proceeding to
‘oroof of concept’ for a sanitation market
development approach.

But... we see some fundamental
differences between the three states that
might impact how sanitation marketing is
implemented,

-&-

We will need to overcome household
satisfaction with open defecation, the
high costs of building an improved latrine,
household desire for an ‘ideal’ latrine
that is financially out-of-reach and the
purchase hurdles required to get an
improved latrine built.
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:— Action

What tri gers people into
bundiﬁ?

What |nh|b|t§’€ct|on?

‘What will people gain per-
sonally frem mvestlng ina

and want? ‘good’tailet? @5
What do pe ‘How do. peOpls go about

of when theyimagine a :  building?
‘good’ toilet? :

What featufes sr_would it
have (and nothave)?

We can think about this journey in three phases:
Preparation, Action and Ownership & Use. We need
to understand each in order create and sustain toilet
ownership.
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— Preparation

What do people believe
about open defecation?

3 ap
Why would they want a r., — -
toilet? ;
What do people know :
and want? . .
What do people think : :
of when they imaginea : : .
‘good’ toilet? : o : .
. : : : gl _‘-fl:._‘_ o - i, .
What features should it : : i e :::"ﬂ-- o
have (and not have)? : : R e e
P o A g | :": '.3; [
uf . ﬂ-‘ 2w Sh\)

70



What do people believe
about open defecation?

Why would they want a
toilet?



experience...

Disgusting

Many people acknowledge that the smell and sight of feces
is disgusting, in some cases even dangerous.. One household
commented that "Even odor can send you to the hospital”.

Not safe
Many households commented that OD exposed them to dan-
gers from snakes, spiders, thorns and risks from assault.

Not convenient

Especially in Ekiti, open defecation requires a long walk to the
edge of the village in order to find bush. Withouiea toilet, some
households will defecate in bags-6ren paper. Plastic bagsfilied
with feces are collected inside theshome fOr a-dal. or two, and
then carried to a dumpimg*a?ea giTthe outskidsefthne viliage:

A struggle for the. S“iek/elderly
Households widmeleeFersick resiteits comimehied that OD=
was partictlarly affficult, due to the walking dtstances and squst-

_ ting required.

Inconsistent with religious beliefs

Muslirsancl other religious grotps.are cancernediwith hodily
cleanliness, cleaning with water and-preventing exposuresof
women to other men. All of these4things aserparticulanly: diffielit
when pfacliging open defecation.

Open defecation is a negative
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There is little shame in it 1
Fven in CRIS villages, therewas little shame expressediliffthe

oractice of OD. It was perceived as normal.practice angfsome-
timesa sacial activity--in the Ogwe method multipl
might squat at the same t\'m.e on the sdme log over

OD better than a poor quality latrine :
OD was often viewed as better thana poor quali@atrine. It was
viewed as less disgustin d less likely todead
(due to beliefs about pitheab).

Frequent reversi&h o OD
In many cases, past o rship of a toilet was
continued constructi
holds (even thase WILRIthe financial resourc
defecation at some Point in the past when t
collapsed or fillediup. Experience with a toile
create a long-term shift in beravior and prac
defecation. -




Pit heat can be a big issue
that inhibits pit latrine
adoption.

Believed to cause ‘infection’

Particularly in Enugu, the warm air that rises from pit latrines
IS believed to cause all manner of infections from-urinary tract
infections to STDs and even HIV.

: Risk of infection varies
Women are believed to be at much greater risk from pit heat
Infection than men. Additionally, latrines with more users (espe-
cially non-family) are perceived to be at higher risk of transmit-
ting infection. This limits household willingness to share latrines.

Belief widely disseminated

This strong belief in the connection between pit heat and infec-
tion is learned from neighbors, markets, traditional medicine
healers, radio and even WASH workers.

Household have ways to mitigate risk

In order to reduce likelihood of transmission, household will in-
stall vent pipes to let the bad air out or they will not use a cover,
again to let the bad air escape. In some cases, they have devel-
oped workarounds--in Enugu, one family defecated on pieces of
paper next to the hole then slid them into the hole afterward. In
Ekiti, one woman defecated into a plastic bucket, then dumped
the bucket into the pit afterwards (pictured).




What do people know
and want?

What do people think
of when they imagine a
‘good’ toilet?

What features should it
have (and not have)?



Strong preference for
water-based...

Driven by functional reasons
Households are keenly aware of the functional benefits of own-
INng and using a water-based toilet;

Don’t see feces: households will construct artisan-made
‘pour-flush’ pedestals (without a water trap to control flies or
smell) in order to avoid seeing the feces.

Cleanability: concrete and/or ceramic are easy to maintain.

No heat: water-based toilets are believed to prevent expo-
sure to pit heat and resultant infection, even in the case of
the homemade solutions that still allow heat to escape up.

Offset: Particularly in Enugu, households viewed water-
pased toilets as a mechanism for allowing them to not stand
directly over the pit=-perceived to be risky for health.

Driven by emotional reasons
Households are also drawn towards water-based latrines for the
emotional and social benefits of owning one:

Modernity: Water toilets are connected to modern, urban life:

‘Everyone knows what modern people should have’
Beauty: ‘Good fo' da eye’

Status: The "well-to-do" have it, They are for the rich man’
Households gain status through association.

Religious: Muslim populations are drawn towards water-
based solutions because they more easily enable water for
cleansing and consistency with Koranic teachings around
cleanliness.
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...but there is little
knowledge about water-
based latrines...

Little knowledge of cost

There was a huge range of estitnates of what a water system
would ¢ost--ranging from.49000N:te.600,000N instatled. N®
oneknew the breakdown of labor and material costs.

Little knowledge of what infrastructure is required

Few households knew what wouldDe recuired to have awater
system. Few knew allthe components that they would have to
ouy, how many (e.g. bags of cement) or where they would even
buy them, other than in town. Seme believed that piped water
would be necessary, and that they couldnt have a water-based
toilet without piped water into theirhome or compound.




f‘f ....and little knowledge of
. | alternatives.to cistern WC.

L)

Cistern believed necessary Aﬁ“’
Many households believedthoba cistern storage system%on
westernssiyle WC wassréguitedferthern tohave.a (
F . latrine Housenholds.kfiew thesereguiiealarge ar
L_SsOwWereTolten not feasible for thermn "'__' o
Little knowledge of asian-style pans
Most households had figler seen asian style sguat pans--they
didnt know where to gettherrorwhat they. might cost. This lim-
ited housénhold perspectives On What a Water- based tailet might

look like.

Will create affordable workarounds

\Witholit the finds. or adequate Water to build'a Gistern-based
WC toilet, ho‘Useho\dS will createthelrown homenadc pour
flush soluthms Most often, an artiSafWilFhanc=Crafta. squatting,
pour- ﬂush Pasimwith a P\VC pipe leading toan offset pit.lhis
enables water use and gets the fECESIOUEORSIEEROURCOSSINOL

* offer great flyandismel control
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SXAEE T There is s’gi"gma} attachedto |
a poor quality toilet. 2

L)

Will not offer to guests

Some households with poor quality latrinesiingicated that they
would metoffer use of the toilet to guests. It wouldkbe less
shameful to.have the guest defecate in the bush than use the

inferior tﬁ ~

Prefer to wait for the ideal latrine 5}
There s little interest in investing in a low quality latrine--even |
o’ I free, households wouldn't want it. They would prefer to use

Sl thebush and wait for a WE, whenever that mighteome. Some

- "-\""?: ““open defecators sald they. would wait until their children brought

B - home money or untilthey had piped water before investing in
“tHETrideal WC tGilet
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Water access is (often)
difficult and guides toilet
choice.

Water access varies seasonally

In most of study areas, access is significantly more difficult in
dry season. Water tables drop, making boreholes inoperable and
drying open wells. Surface water is less accessible, and rainwater
catchment systems run empty. In some cases, household who
have ready access during wet season may need+to walk up to
three hours to fetch water during dry: season. This requiees ra-
tioning. Households that might otherwise 0pt for a water-oased
toilet recognize that they must restdct themsehes to a dry toilet
due to the water limitations. Note that this deciSIon.is partly/
informed by household belief in the large.amount of Water that
they would need for a cistern-based WC.

Water access varies due to service interruptions
Even in areas with piped water (most notably the towWRSOFEKIED,;
freguent, unplanned service interruptions limit household cloIlg
to rely on easily accessible water.
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.Concrete'is widely in use

and desired. -«

Concrete has many good attributes

+ Durability: Concrete is perceived to be a very long-lasting ma-
terial, Households expect concrete to last decades as atoilet
stalereven if in practice the toiletasts much less time due to RIS
collapse.

« Strength: Rebar-reinforced concrete is widely regarded as the
strongest construction matefial. Strength IS a big concern as
many people express anxiety about falling into a latrine pit. The
thicker the concrete and the more rebar the better. However,
there is little knowledge about how to make good concrete-
-Just that the more cement u__i_ed, the better.

+ Cleanability: In contrast to r'-%u'd or timber flooring, concrete
s known to be much easier to clean and less likely to absorb
feces and/or urine.

+ Aesthetic: Concrete is a modern building material, and pro-
vides a clean, high guality feel to a toilet.

Any concrete is good

Even if a household cannot afford a true concrete slab, they will
add a thin layer of cement to a timber or wood slab just to get
some of the benefit. Due to poor installation technigue, this layer
of cement is often rough, cracks and crumbles guickly and has a
short lifespan. Household are thus paying fora temporary ce-
ment veneer that requires on-going investment, without it really
delivering on many of the benefits.







What triggers people
into building?

What will people
gain personally from
Investing in a ‘good’
toilet?
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Village leaders drive toilet construction

External pressure and enforcement frorr#vi!lage leaders seems
to be the most effective tool for motivating tollet construction.
Fines, asset seizure and/or social exclusion were cited as com-
monly-used tools for pregsuring villagers. In many CLTS villages,
this type of top-dowRessure was credited with motivating
latrine constryCHoRYtwas, lessiclealiwhether top-down tactics
result in sustainableradeptionor gopg"-Sqmitation practices (or,
indeed, what the impaals o sacial exellision were on equity and

humanigHts) Ay
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End of year is building ti‘r;fe,'bf 28
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Returning family prompts home )
improvement projects né :
Households seem to place great importance ep¥em

1 b |
s onstratings

their year's success by hosting family.and fFer gt Christrs
(for Christians but also acrass ather holidaysytPhey vvarp;-t?g
good hosts but also show off a little bit. Many househrolds had
small-scale projects underway in preparationder thesgolidays,
including a few households we met that intendeé&to‘ﬂnish thel

latrines by Christmas. N\ 4

Households have money at the end of the year
Numerous factors combine for households to have their greatcSig
income at the end of the calendar year: o
« Most savings-groups pay out just before the holidays. 5
» Harvest seasenyhas begun and is starting to generate incofne.
« Returning family wilkeften gift money.

End of wet season is a good time to build

Towards the end of wet season, the saoil is still soft from the rains
pbut not yet too hard to dig. Additionally, the rains are tempered
enough to avoid pit collapse or the ruining of.building materials.
A lot of building and excavation starts during this pridge season.
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A good toilet is a sign of
‘modernity’ and upward
mobility.

Face & Status

Households are concerned with face and status. Visible signs of
wealth such as televisions, motorcycles, furniture, cars and mo-
bile phones are important and valued. A good toilet is likewise
something to show off.

Exposure to urban life is common

Reasonable market integration means there is good exposure to
life outside of the village. Good roads enable villagers to access
larger, more modern towns. Many villagers also report working

In these larger towns, either at present or at an earlier time in

life. Many middle-aged and older villagers have children who
are working in these towns and cities. Many villages also have
reasonable (and constantly increasing) access to telecommu-
nications and media--further exposing them to modern life and
amenities.

Villagers are often surrounded by modern

homes and toilets

It is quite common for people living andWOrKIRG OULSICe O the
village to send money back to build very large tpscale Nomes:
These homes nearly always have building-integratec Wes: The
presence of these large (empty) homesin the Villsge raise thie
perception of what a good-toilet shouldroesREACIEStE S Serse
of ‘| want what he has"’
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Owning a good toilet is
something to be proud of.

Strong emotional drivers link'the ownersnip of a good toilet with
one's identity.

Place for visitors

Being a:good host to visitors seems to be hignly imperant indne
Nigeriancontext and many households remarkeditnathavinigc good
tailet tolofter guests was a significant lactorin thelr deeisiontic build a
tailet.

Pride of ownership

Many hotsefolds with concrete it tollets, water-based toilets of
toilets with'atte€hedibatns were proud to show off theirfacilities.
Many kept their toilets lockad so thakonly they could USEthem @hs
household even built a third ‘feadif@lfoorn next totReIeleNos &S
a place to relax.

:1:3
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Owning a toilet makes .
life easier. - |

Convenience

blavines toilet eliminates the difficultiessandifhassles of open
defecationssuch as walking long distances, going out at night
alone not Naving immediate access to facilities ifnave diarrhea
and sl_tepping on human waste.

Comfort
VAllB0ers commented that using a toilet was more comfortable
ﬁ_t-han OD they don't have to walk thru mud to get to a toilet and
ithey are protected from rain while using it

Safety ..

Villagers are fe_grful of-snakes, insects, thors and attacks by
other people whenthey go to the bush. especially at night. Hav-
INg a toilet near to their house eliminates these risks.

Privacy o
“/Though there' was somesocial aspects of OD reported (Ogwe
methodin Endgw), in most cases people report privacy as a
. i mam benefit of owning a toilet ‘Dueto the settlement patterns
in Ekiti, finding a. naaieyeblace to,ODcan be difficult. In Jigawa
(and presumablyother Muslimiareas), OD'Is not very acceptable,
particularly becauseofthea risk of expesurefor women. i



What inhibits action?



Most households claim that
cost is a big barrier...

Cement anhd concrete components are expensive
and often overbuilt

Bothen Site and ore-cast concrete:components are overoullt
and expensive. In=situ.slabs are often excessively thick with very
nIgh redar centent Pre=cast. components are likewise overbuilt
with high cementTatios. Wnemneombined with the high cost of
cement, concrete components become very expensive.

Transport cost are high

Transport of Gement, iron bar andBlocks is expensive for Villag-
ers, adding uprto 25% on the Coskel a.product parchased in
town.

Artisan labor is expensive

(and some may be overcharging)

Artisan day.rates:are relatively high: and duc to specialization
(discussediaten), they oftenchargetti=aay [otes.for jUst a few
nours of work. Additionallyeastsenold are subject to manipula®
tion--artisans can over-charge less savVy customers ofr cutcor-
ners to [ower their costs. They can also simply givead advice
If their skilfohexperience is limited. Since artisans Benefit from
IBIGEIAG & COStly jobs, they have an incentive to.@ver-estimatd
theamotnt of materials and time it will take to construct.a
latfnNe s ding o over-engineered-(bukNolnecessagty better)
tollet construction

=i e
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...but households (and arti-
sans) do not know what a
toilet costs...

Complex purchasing process makes it difficult for
artisans to estimate costs

When asked, no artisan could easiS@BoVide a cost estimateto
build a toilet of a given type. Becall§&there are usually 325 differ-
ent artisans involved in latrine conSttuction, households endage
In separate labor negotiations WIthréach artisan and housenolds
typically purchase the constructionmateriafon their OWn, No
single artisan knows all the feesSiAvoled:

Complex purchasing process makes it difficult for
households to gain good price awareness
Households (even those with very new tollets) could not relay
the total costs either. Households get separate shopping lists
from each artisan and will often make multiple trips to town to
purchase required construction materials. Because these trips
most often take place over time as the households savesup
money, it can be difficult for the households to fully understand
what building a latrine may eventually cost. Eack of price trans-
parency puts households at a disadvantagSWiien. it comes 10
negotiating costs.

2
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...and many households have
money but spend on other
priorities.

Informal, but structured savings groups

enable savings ’

Nearly everyone we talked to (both menand wom@n) were part
of structured savings groups. There wef@atew different models
(from merry-go-round to savings and loaRgiand contributions
varied from a few dollars a month to ten dollars'a week. Many
villagers participated in multiple different groups. In.sormewil-
lages, all residents were required to'participate through social
coercion.

Multi-room concrete houses without toilets

In the study areas, large proportions of households have perma-
nent homes that would have been expensive to bulld. Particu-
larly in Enugu and Ekiti, we saw many multi-room concrete block
houses that did not have a toilet. In some cases, we observed
large houses under construction that also did not have prowsion
fona toilet. Even for households with the means to construct a
toiet, doing so Is'not a priority for many.

Spending on non-subsistence goods

There was evidence of householdsspending money on non-es-
sentials (e.g. a television, a Satellite dish, nice wooden furniture),
pbut not investing in a toilet. In one caseysa home had two cars
put no toilet. In these cases, money is.go_t the issue.




There’s no such thing as a free
latrine.

Because households will not construct a latrine by themselves,
even the most basic latrine costs something. The basic latrine
pictured has a pit of only 4 ft deep and 2.5ft in diameter with a
timber and mud slab and a very minimal structure. Yet it required
the hiring of a pit digger and a carpenter and cost 2Z000N, a
significant sum for a very low quality latrine.




How do people build?



Households rely heavily on
| _specuallzed artlsans Z

'ReluctanCe to ‘d&lt yourself’ :

Wedidr't meet a single household in Ekiti or Enugu who built
their own latrine. Even the simplesttoilets involved hiring of a pit
digger and a carpenter. Households rely on artisans for design
advice, material recommendations and construction. Note there
was some self-construction in J|ga ) 'm@rly- around pit dig-
gmg s _ e

Multiple artisans are requi '_-_Iatrine
Artisans seem to offer a very na : \
to construction. For ahousehold ons diSitnple direct pit
toilet with a concrete slabane|i it, 1t

the following people:

« Pit digger (directly or throug
« Bricklayer to line pit

« “Carpenter to lay wood ;
« Ironbender to form reinforceme
. Bricklayer to pour slab arpﬁé’l
« Carpenter to build doorand ro

The artisans do not claim to have
each other’s jobs.
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Working with multiple
artisans creates toilet
purchase hurdles, even if
not acknowledged.

Need to coordinate labor

In-order to get a latrine built, households have to coordinate
labor amongst three to five artisans (pit digger, carpenter, iron-
bender, bricklayer, plumber), depending on the type of toilet
built. Households negotiate fees for each laborer separately.
Household say they prefer this because it allows them to negoti-
ate a good deal—-the better negotiator they are, the more money
they can save. —

Purchasing is done separately

Households obtain separate shopping lists from each artisan.
Because the process of building a latrine may be stretched out
over months (or years), this often requires separate trip to mar-
ket towns and separate transport of goods back to the village.
This all leads to increased costs, confusion and complexity for
the household. '
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Little eviden'ce of staged
construction or upgrading___
over time. ' |

Households buy or collect everything they need and
construct all at once.

Households tend to purchase the#ifaterialS.they need over time,
accumulating them on theig@ioperty. Many houses have pilgs
of concrete blocks on thelfProperty—effectively converting theif
money INto assetsdhdeannot be spent or lent out. QalCe they
have all the maeRaSant cansave-money for laboCORSEEICIION
will begin.

Households will dig toilet pits prematurely.
ASmalFnumber gt leusenolds, seemindhftnder pressUreiom
Villade leadegsthadinvested in diggifie OIS Befoetheys Nathiic
materials.and morey to finish4RetONet ™ is sirskyroecatise in
some-cases we saw and/efffeafehe 0its |oft tincoverea-colians-
NG QER G 1aINs.

Households repair, but rarely ‘upgrade’.

Since many latrines are made of natural materials, routine repair
work is common. For most households this will involve seasonal
re-plastering of mud walls and floors, replacement of mua bricks,
and less frequent repairs of rotting timer. While households will
work to maintain what they have, we saw little evidence of incre-
mental improvements to existing facilities. For most households,
'upgrading’ to a better facility - e.g. from timber and mud to
concrete - means digging a new pit and constructing an entirely
new toilet, even if this means abandoning a pit they paid to dig.







Toilet usage is inconsistent.

For children, open defecation is still a
common practice.

In areas where the adults practice open defecation in the bush;
children are allowed to open defecate near the home. In house=
holds that own a toilet, children continue to defecate in the open
- usually not very far from the home and sometimes just outside
the toilet. Children typically begin using a toilet at around five
years old. Before that, parents often don't let them use the toilet
because they may use it improperly and soil it.

Villagers will continue to practice OD in
farming homes. #
In some areas of Ekiti, households maintain two homes--one in .“‘

the town and one closer to their farms. But the two homes may
not have equal toilet options, even though the head of h&qﬁ% ,
hold and other family members may spend a few days. perw.e . v
at the farm house. In one case, a family with a wates based ti?
in the town practiced open defecation at the farms The ﬁawp
house was wewed as a traditional home not a modem h@m

when at the farm, ‘ﬁﬂ’



Concrete does not
guarantee hygiene.

Concrete slabs ar’ia.not necessarily cleaner than
mud or labs
Although t trong perception that Concrete slabs aré
easier to clean, the concrete slabs we saw were not Qg;*essamy
cleaner. There is a high degree of variability.in qua‘-th of concrete
construction. Many poured concrete slabs have rough surface
areas and sharp edges where feces and dirt can.collect. Houses:
holds that clean tend to usewater and'a broo__r@'fo'r cleaning
concrete slabs, but may: not serub the surface to remove feces
and dirt. Many households don't seem to €lean at all. In many:
cases, it was difficult to tell'if a slab was packed mud or concrete
because of the amount of soil on top of the concrete. In one
case, we met a household that put dirt over a concrete slab be-
cause he preferred to have his'urinesoaked up by the dirt rather
than puddle on the.concrete=-to him. this-was more hygienic,




Households feel need to
actively manage pit contents.

Additives used to control volume smell, insects
and infection

Both natural and synthetic add)ves are used to manage the pit.
There islittle concern folffo they fMay impact the groundwater.
Additives regularly used mclude

o Kerosene

s Felmented Cassayt vvater

o Insecticide

e Sulfuric acid

o Locustbean

e Ash

o Salt

o Burning

Heat managed through additives, adaptive.
behaviors and toilet modifications -
Househo\dg Manage OIL Nit by adding awvent pipe, agding ash to

the Md " 4
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Using pit contents for

agriculture is not an option.

Households will not reuse waste.
INn no cases did we see the harvesting and reuse of feces or urine
for agricultural purposes. Households expressed no interest in
this practice, and there was no evidence of traditional use of pit
contents for fertilizer in the study areas. In Muslim areas in par-
ticular, the concept of reuse was unacceptable.



!
\

- U " 3 & r i
o f 4
g s47 » . b 4

»~

. e ® *' 4 ,‘. \ |
Owning a toilet does not « .
necessarily si@nifyf Iong N ® t_-
term commltment @

!
Repair but rarely upgrade : { :
Households repair but rarely ‘Upgrade’ aw\ng facm en V'. %

they want something new, they will diga H‘pm and constr
wholemnew facility. e 3
™ » \ <

Pit collapse leads to reversion ‘ I

In many cases, we saw villagers who formerly owned toilets but
reverted o open defécation once thegtoilecollapsed (or filleg
up, thoughicollapse.seemed moreﬁommoﬁ) IN Many ca@t
original toilet had Been built10-20 years previ \yﬂsometrm
oy an elder family member. I other cases, hg ho\ds ol -'*
the toilet upon returning toVillage life after gin Iarr Citie
Now adjusted to village life and traditional ways; they expre
comfort withreturning t© OD afterfhe toilet collapse. Th
particularly the case for households who previously ow q 1d
pit latrines, who expressed dissatisfaction with this latrif y

#
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SUPPLY CHAIN INSIGHTS




Map of
Supply Chain

These are the existing supply
chains for cement and concrete
products and for hardware prod-
ucts such as ceramic pans, PVC
and iron rebar. We ignored na-
tional/state level actors for now
and focused our research on sup-
ply chain actors who interact di-
rectly with households. If we end
up needing any mass-produced
products, we will engage nation-
al/state level businesses.

Hardware
Manufacturer

Cement
Manufacturer

Hardware
Distributor

Cement
Distributor

Medium-to-Large Retailer/
Wholesaler
Concrete
Block
Producer

Small Retailer

Artisans
Bricklayer, lIronbender,
Carpenter, Plumber

Pit Digger

End User / Customer




--:.;--_,TLocal Artlsan  Setn
s OwRer- operated he
g8 Nogemployees{,/out may
~engage day orers
e Daily fee—fﬁ‘ -service
» Credit rarely. glven/taken

. Work within home V|Ilage \
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Key acto
All villagers
dig pits an:

The bulk L.-.
government-relate
etc). Toilets are DU

of a specific artisan tha

Most artisans report buildifg

an artisan’s business.
h@me con.structlef) ‘and




Toilets are not a one-
person job.

B

Highly differentiated labor

Artisans report having very specific roles in the construction of

a latrine. Carpenters lay the formwork for pouring concrete and
later return to help in the fabrication of wood and corrugate
components of a shelter. Bricklayers line pits with block, pour
concrete slabs and build block shelters. lronbenders lay out the
steel rebar needed to reinforce the concrete. Plumbers work with
piping and pans/WCs on water-based toilets. The artisans claim
to not overlap in their responsibilities.

Households coordinate the effort

Households are responsible for contracpng with each artisan
separately and coordinating the purch@l‘&img of the different ma-
terials that each artisan requires. J12 {
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Pit diggers are not
considered artisans.

Separate, unskilled workers - TS
In nearly all cases in Ekiti and Enugu, pits are dug ByAsoe W
from outside the village who are in the area on other copstruc- |
tion jobs. It is a risky, unskilled and difficult jolb, andmes T
artisans and households will not do it themselves, evengf%g -
self-digging would save money. In Jigawa, people may.

own PIts. . %

Expensive to dig T L
g . . - {I il = “]
Pit digging fees are very dependent on the type of pit atig; el fﬁ
ing from 1000N for a very shallow round pit in Gaa Erfinmopeto
25000N for a large soakaway pit in Ikosu (both in Ekiti). In all
cases, the cost of digging a pit is a significant portion of the total
latrine cost, ranging from 25%-75% of the total household expen-

diture for their latrine.

Pit diggers will empty pits

We did hear some evidence of pit emptying services being pro-
vided by laborers in Ekiti (the same population thatdigs pits).
The service providers were located 40km away and charged
15000-20,000 to empty a large pit, so the expense is significant.



Artisans build slabs
elaborately and to excess.

In situ casting is an art form

Most concrete slabs are cast in-situ over the pit rather than being
cast to the side and being placed once curedsFor largersiabs:
this requires the building of elaborate formwork iNnvVoling-vers:
cal posts and horizontal planks to support the poured concrete.
The vertical formwork.is often later reclaimed from inside the-pit
(through an access hole) so it can be used in a subseduention:
The timber formwork can take two people multiple days to-Con-
struct. Even with smaller pits, the formwork takes a dedicdted
carpenter a day to construct.

Overbuilt slabs cost a lot of money

For the most part, artisans build incredibly thick Concretesiaos:
Slabs are typically 4-8" thick with closely-spaced large diarneter
(10-12mm) steel rebar reinforcement and very high cement con-
tent. All of these factors drive material and labor costs up, lead-
INg to very expensive slabs that can inhibit latrine adoption.
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Pre-cast slabs exist and ~ |
are familiar. GRS

NGO and government solutions J - X
We saw a handful of slabs that came out'of deVelopment pro-

grams. We observed both round and rectangular slabs, somain,,
active use, some abandoned and seemingly never installed. \

Local solutions N et |
We also saw evidence of local pre-casting achwhgé usua.ly"r'_ -,-;' s
involving the digging of a form into the soil and casting:of com—
crete into the excavated void or the use of home- made'fcorm—
work to create a rectangular shape. )




3SamCentres glve msrght into
whatfan and cannot work.

X

: Product must be rlght
~\We visitedione pr@gram drlven SaniCentre’ vvhere arural pro-
‘duction center was estabushed with donor funds to sellpartially

_subsidized domed slabstto villagers. Like many: such SaniCentres

3 in N|ger|a th|5 one Was Ro . l@ng@g@perat\onal and-many of the

hdomed s\abs that were COI“rSUUCt@d at”[he site could not be sold

and were feft. abomdo‘med ina fields T‘he former lead mason at
the,SamCentre showed s a Pre- cast round Slab hé had devel-
@rpeq forhimself.(pictured on previouswage), which used rebar
am@l{;ad aflat surface He explained that'most people preferred
a flat surface, ar.one that'sloped slightly towards the pit toen-
aple dramage iptorthe pit. People alsalinsisted that the slab have
: rebar——thhout it. they vvou\dnt frust its strength. The subs+d|zed
_ '-dome slab (pictured th|s page) @Hd not have rebar and did mot

- '.'selt well. - oo rigl e ; -

o

3 Servuce and business model must also be right.
The rason-also exphc itly detaued other reasons.he beheved the

i

"'programfaMed R

The ré\/t‘al\/mgﬁoam did not revolve —everyone knew it was
a donor Orogram.so vvouLd notpay himfor the slaps--they

B expectednthem fo beé free

= People couldnot carry the slabs home and the cost of trans-
port wasas-high as-if- they paid full cost fora cast-on-site.
“The program:had-raisedittle awareness. He claimed that

lack of money: Was-iot an issue with villagers, but a lack of
awareness-that the business and product existed.

e : n3

G 1 |
I

L+
-



Artisans make blocks for
households.

Less expensive

When a typical village household needs blocks for construc—
tion, they ‘willnearhyz always hire an artisan toabrieate the blocks
on-site rather than souree them from a block producer. The
blogks are nearly always 6" solid blocks. When fabricating on site;
households pawfor the cement plus ~700N/bag for labor. This
wOorks-out to roughlya/6-90N per 6" solid bloek; as opposed Lo
120-150N from a block producer.

More oversight

Households also get to observe the fabrication process, which
gives therm'some peace of minckthat the artisaniis buliding to a_,
certain quality. They do have anxiety: about concrete produgis’ = &
made off-site, especially items such as slabs that require rebar-
-households wart to see it beinginstalied with their own eves.
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The bulk c. business is in

high-tuens lowsmarginitems.

ely’avaMt-movmg
hops, Mate and re%;orc'mg

Najority of retail revenue. Plumbing stores
sellalot of PVC piamd fittings. Most retailers sell exactly the
same things as thelf Cometitio 1ac e street, with a small
_'_;“________,-;_.g..r:l onis ba;ed on price (and
tlonshi omef will shop around to

materials
(@1 ilali

-
[
C

.COU O

” e'0est price, keeping margins low.
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Little active selling or
marketing, but brands
matter.

Little active selling or marketing
= Retailers typically do not invest resoeifees, /N active’ se\lmg L\kep
wise, they use minimal signage and generally demnot adver!se

pans. However, most small items.are kept inside the shop Re-
tailers are willing to put marketingsmaterial on displayif provided ;
by manufacturers.

Brand recognition

For some products/brands are recognizeble and preferred by
consumers. For example, GEEPEEwategtanks were regeate v,
referenced as the bestguality water tank--both by villagers and
by retailers. Niger pipe is preferréd over MC Pipe by plumbers in s
Nsukka (even though one couldnt tell the difference between
the two). And Tiger Green is known for making the best overall
guality PVC, but ifsexpensive.



Sell pans and WCs, but not
to rural villagers.

Retailers do sell a reasonable variety of ceramic sguat pans and
sitting WCs. Prices range from 3,000 for a sguat pan to 10,000
for a low-end cistern WC WOO for a h\h end cistern WC.

customers for these.Procue : ically p umbers WOrk-

ns



Associations empower
retailers.

Enable bulk purchase & credit

Retailer associations will negotiatesbulk purchases oF MaterE
als such as concrete and ironbar so that full truck loads can be
shipped to an association areaand delivered to individualretail-

ers. This enables retailers to get lower costs. And because of the'

nistory and security of the association, iMs aften able tobtyaen
credit from suppliers, improving the cash.pasition of the Stores.

Increase bargaining power
Because they are a large and regular purchaser, the retail asso-
ciation is able to bargain more effectively forlower prices.

A target for new products

Manufacturing and wholesale businesses will approach the re-
tailer association pitching new products in order to access all the
member retailers. These associations could represent important
entry points for the introduction of new toilet technologies and
components.




New products requested by
out-of-town artisans.

Retailers will search for and supply most products that cUstone—
ers request. Often new products are requested by artisans, from
other regions who are working locally and want some supp
that they're used to having back home. Creating pull from arti-
sans, who will likely be exposed to village level messaging a
new toilet components, will be important for making sure e

ers carry any new products the program develops. - _JE
4

-

i

out

e

120



et e S L

simil'iaw{
Short cre

77 NN

P e

T N e :
— - -y .
e

b

458




W%

A N AW\ F UA 2N VU

Mostly blocks. S >
concreteblock producerstendito sell a veryimited range of
produets: In many casesi-ali_tﬁey Sell is concrete blocks, usually in
Svariations: 9" hollow 6" hollow and 6" solid-(with the dimension
equivalent to block width). Across-the three states, the block
prices are fairly consistent-with 9" hollow bloeks.costing 160-
180N and 6" blocks eosting 120=1S0ON.

In somre cases, the bloek producers'will.also produee ings; usu-
ally'for culverts, sometimes feruseinyells. Meseare typically
reinforceawith iron bar orsteel meshpvenythiek. wallerand with
high-eement content. The largest ofblock producers wiltalso
produee some decorative products suchias balustrades.and
pavers:




Customers are mostly upper
class residents & government
projects.

Blocks for projects
The majority of sales are for government projects (schools,
health clinics, etc.) and to wealthy villagers building larger homes
(often these villagers will live in cities or abroad). Typical Villagers
tend to hire artisans to fabricate blocks on site at'theéi
this is less expensive than buying from a block pf:

Direct to Villagers



Sell into a specific
geographic area.

Block producers tend to be located along arterial roads leav-
iINng market towns and seem to only sell to customers that can
be accessed by their road. This limits their geographic reach. In
one case, a block producer only provided product to customers
in one direction down the road--away from town. He did not

serve any customers in the direction towards the town. We do .
not know if there are agreements (cordial or otherwise) between ‘Q._.’
block producers that [imit competition and their market cover- s
age.
'1‘5;
U
[
b
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Offer delivery

(sometimes for a fee).
All block producers have trucks for delivery-They willbveicathy
include delivery in the price.of the product if withirraseertal
geography. For further distances, extra fees are added-=ex
example, in Ekiti SW, a ring delivered int@wn would cost 4000N...
Out of town, 4500N-5000N depending on the d|stance led,
This is a significant cost addition to a pre-cast product, S&having -

nearby producers would be critical to keeping costs down if this
Is the optimal production and business model chosen for the - "

e

SanMark program.



Will add new products to
test demand.

Invest in molds...

The larger concrete block producers will invest in molds. to build
new products that they think might sell. They typically get ideas
from mold producers or other block producers. Mold costs
range from 100N for a plastic mold for a curb stone (pictured)
to 3000N for a lid mold for a well to 40000N for a 3t X it ring
mold.

...but no real marketing or sales.

The only marketing that concrete block producers will do'is to
display products in their construction yards. They dependion
customers coming to them for other purchases (likelyy BIocks)
and seeing the new products.
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Sell rings for toilets.

b3 ‘ ¥ \-'!-1.
Some block producers do report selling rings for tse | to'ﬁk. L~
This is mirrored by some villagers reporting the use*.dfm (‘_"_Q' _
toilet construction (though we never actually saw any:i n b
Rings are perceived to be stronger in d p|t than concrete bl&k?
pecause:

« the concrete is stronger (higher cement eom!emt) @ _?

« rings are circular (rather than rectangular) which is better to

'_"""'"_

]

resist sail collapse . -
« there s less risk of error in construction > - L C9
Yet, the use of rings for toilets seems to be very I\m|ted as of ye];, o l&,;fl |

possibly because of low awareness and high costs. -1‘

-
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Next Steps

WaterAid Nigeria and UNICEF are working to further analyze
qualitative and guantitative market research findings from eight
states.

This data, coupled with the learnings captured in this report, will
inform the design of new sanitation products, business models
and communication messages that can work on a national level.

WaterAid Nigeria and IFS will conduct supply chain mapping
and baseline surveys before the program launch (for Enugu and
Ekiti).

WaterAid Nigeria will launch pilot Sanitation Marketing activities
within the STS program areas of Ekiti, Enugu and Jigawa by
October 2014,

129



- - - - Iterative Product Design
- - - - Develop Communications Plan & Tools

Dec June Dec
2013 2014 2014



Key Opportunities
to Explore
The near-term work will focus on developing, testing and

iterating upon the following product, service and business
models. Later reports will document the learnings.

Product & Service Business Models

Wet & Dry Options Centralized fabrication &
distribution (concrete & plastics)

On-site fabrication (concrete)
Coordinated/Team fabrication
Staged construction process

* Dry without heat
 Low water-use Wet

* Low-cost Wet

* Dry/Wet combinations
Upgrade pathways

Pit maintenance

131



END

// Jude Emisen, WANG

// Mimi Ishan, WANG

// Ziyok Ishaku, WANG

// Kole Adegbite, JDPI

// Janet Ngene, CHI Nigeria

// Rita, STU Enugu

// Ifaenyi, WANG

// Godfrey lloha, WANG

// Abdulazeez Musa, WANG, abdulazeezmusa@wateraid.org
// Jeff Chapin, Consultant, jchapin@commonmade.org
// Danielle Pedi, Consultant, danielle@washcatalyst.com




	Untitled



