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OutlineOutline of Presentationof Presentation

WhyWhy Social marketingSocial marketing and and whatwhat is it?is it?

WhatWhat diddid wewe dodo? And ? And howhow diddid wewe dodo

it?it?

WhatWhat diddid wewe achieveachieve//ResultsResults??

WhatWhat lessonslessons//conclusionsconclusions dodo wewe

drawdraw from from whatwhat wewe havehave donedone/are /are 

doingdoing??



The The WhyWhy? and ? and WhatWhat??

HundredsHundreds//thousandsthousands/millions still /millions still 

lack lack sanitationsanitation

In slums, In slums, poorpoor sanitationsanitation exposesexposes

dwellersdwellers to to muchmuch higherhigher risks of risks of 

infectiousinfectious diseasesdiseases

Innovative/new/Innovative/new/supplementarysupplementary

methodsmethods are are neededneeded to to addressaddress

sanitationsanitation crisiscrisis



WhatWhat is social marketing?is social marketing?
the design, implementation and control of the design, implementation and control of 
programs calculated to influence the programs calculated to influence the 
acceptability of acceptability of social ideassocial ideas. It involves . It involves 
considerations of:considerations of:
–– product planning, pricing, communication, product planning, pricing, communication, 
distribution and marketing research. distribution and marketing research. 

The social marketing approach The social marketing approach considers considers 
sanitation as a social goodsanitation as a social good which can be which can be 
marketed using commercial marketing marketed using commercial marketing 
principles of principles of 
–– product, product, 

–– price,price,

–– promotion, andpromotion, and

–– PlacePlace

(the 4 Ps)(the 4 Ps)



WhatWhat is social marketing?is social marketing?

Social marketing is demand led ~ it Social marketing is demand led ~ it 

uses a strategic, managed process of:uses a strategic, managed process of:

–– assessing and responding to felt needs,assessing and responding to felt needs,

–– creating demand, and thencreating demand, and then

–– setting achievable and measurable goalssetting achievable and measurable goals

Demonstration of gains from improved Demonstration of gains from improved 

sanitation lures uninterested people to sanitation lures uninterested people to 

take initiatives to build latrines and take initiatives to build latrines and 

adopt/learn better hygiene practices adopt/learn better hygiene practices 



WhatWhat diddid wewe dodo and and howhow diddid
wewe dodo it?it?

FormativeFormative research research –– whywhy no no 

latrineslatrines, and , and whywhy specificspecific latrineslatrines? ? 

WhyWhy is is garbagegarbage poorlypoorly managedmanaged??

TrainingTraining

–– LatrineLatrine typestypes and and constructionconstruction

–– Solid Solid wastewaste managementmanagement

Construction of demonstration Construction of demonstration 

latrineslatrines



WhatWhat diddid wewe dodo and and howhow diddid
wewe dodo it?it?

AwarenessAwareness and and demanddemand creationcreation

–– Community Community sanitationsanitation centercenter

–– SensitisationSensitisation and promotion and promotion campaignscampaigns

–– LatrineLatrine catalogcatalog

–– Exchange visitsExchange visits

RevolvingRevolving fundfund for for latrinelatrine

constructionconstruction

Solid Solid wastewaste recycling centerrecycling center



WhatWhat diddid wewe findfind and and whatwhat diddid wewe
achieveachieve??

From From formativeformative research and research and fieldfield

visits, visits, wewe foundfound…………..



TrainingsTrainings
TrainingTraining for for masonsmasons and and communitycommunity

membersmembers



Construction of Construction of latrinelatrine modelsmodels
LatrineLatrine typestypes that that diddid not not 

existexist in the in the communitycommunity e.ge.g



LatrineLatrine modelsmodels
ModelsModels with features for with features for diasbleddiasbled, , e.ge.g., a ramp ., a ramp 
werewere alsoalso includedincluded



Community Community sanitationsanitation center/center/resourcesresources
LatrineLatrine modelsmodels usedused

ProductsProducts from from weavingweaving of of 

recycledrecycled productsproducts, , mainlymainly

polyethylenepolyethylene

ProductionProduction of of fuelfuel briquettesbriquettes



SensitisationSensitisation//EducationEducation
DrammaDramma

PromotionalPromotional materialsmaterials

Exchange visitsExchange visits



AchievementsAchievements
OperationalOperational sanisani--centercenter, , masonsmasons are are linkedlinked

to to peoplepeople (at (at leastleast 2 2 visitorsvisitors per per weekweek, , 

seekingseeking information)information)

Information on Information on latrinelatrine options options 

Over 50 Over 50 womenwomen activelyactively involvedinvolved in in weavingweaving

At At leastleast 30 30 hhhh & & communalcommunal latrineslatrines servingserving

over 2000 over 2000 peoplepeople

–– ScalingScaling--upup the adoption the adoption usingusing fundsfunds borrowedborrowed

from from SACCOsSACCOs; 3 ; 3 SACCOsSACCOs registeredregistered

–– cooperationcooperation with landlords and with landlords and tenantstenants

Over 200 Over 200 householdshouseholds involvedinvolved in in sourcesource--

separationseparation and and compostingcomposting



ConclusionsConclusions//recommendationsrecommendations
The social marketing approach is viable in The social marketing approach is viable in 
scalingscaling--up sanitationup sanitation

Focus should not be on latrines, other Focus should not be on latrines, other 
income generation opportunities boost income generation opportunities boost 
moralemorale

Focus on creation & communication of Focus on creation & communication of 
value from improved sanitationvalue from improved sanitation

EnforcementEnforcement as supportas support

AwarenessAwareness creationcreation, , sensitisationsensitisation/ / 
educationeducation shouldshould be be continuouscontinuous

Soft Soft loansloans throughthrough SACCOsSACCOs –– increaseincrease
repaymentrepayment period period saysay to 1 to 1 yearyear
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