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66%

National sanitation access

33%

Rural sanitation access

36.2%

Poverty

12.6%

Extremely poverty




Pllots

4 zones (urban and rural)

48 Thousand 24 months of promotion

families

Evaluation

Baseline 2007 — Exit Line 2010

Monitoring

Reports of promotion and sales

Pilot Projects L ear n I n g

Creating Sanitation Markets
Knowledge management 4




Is there a potential market for
the poorest?

“It costs to live well; nobody gives it for free...
We have to set an example, if you do It,
other people will too.”
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Presentation Notes
Mercado entendidocomo el intercambiosatisfactorio de laspartes, unaapuestaporcomprender el saneamientodesde el punto de vista de los que no tienen, repondiendo a lasnecesidades y respetandolasexpectativas de las personas, familias y comunidadesmaspobres.
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Este es la forma actual como los productos y servicios de saneamiento llegan a la poblacion mas pobre.Falta de un Espacio de Encuentro entre la Oferta y la Demanda
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Problema: Falta de un Espacio de Encuentro entre la Oferta y la Demanda
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Cuando el Estado subsidia solo existenbeneficiarios y no consumidores






Creating Sanitation Markets for the Poorest
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El modelo de la iniciativa busca la construccion de una relacion equitativa y armonica entre ofertantes y demandantes a traves del: a) desarrollo de un producto (y servicio) que responda a las expectativas y necesidades de las poblaciones, b) un Estado que asume un rol promotor para el desarrollo del emprendimiento local y la educacion de los ciudadanos y c) el desarrollo de mecanismos financieros que permitan este encuentro entre oferta y demanda.
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Unacadena de valorenfocada en los pobres
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Field work June 2007 March-April 2010

Sample Size 1,300 surveys 1,500 surveys

Margin of error / Level of +/- 2.5% 95.5% +/-2.5% 95.5%
significance

Representativeness and
inference

National, by zone, urban/rural National, by zone, urban/rural

and clients/non-clients

Qualitative study Focus groups, in-depth interviews

and in-situ observation

Focus groups, in-depth interviews
and in-situ observations
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Estudios cuali cuantitativos de LB y LS








*A citizen
*With rights and responsibilities
*An enterprising person 12
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Queremos beneficiarios o consumidores?

Un actor pasivo o un emprendedorque decide sobre su vida, tiene acceso a informacion, cuenta con competencias para evaluar las distintas opciones a su alcance y escapaz de tomarlasmejoresdecisionesparasubienestar, desarrollo y futuro. 

Conocemos a estosconsumidores, quiénes son?, quéquieren?, con quésuenan? Y en quéestándispuestos a invertir.
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Who is the sanitation consumer?

e Y
.

y

Wide range of poor families who have different economic
activities, income levels and are looking for progress in life.
In addition, they demand social inclusion. 13
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1.Hogares con mejores ingresos 

	

2. Mayores oportunidades de empleo 



3. Gran movilidad y contacto con otras realidades




Main Economic Activity of the Head of
Household

Cajamarca

B, Farmer | Services not m 1 Merchants
qualified

LB LS LB LS LB LS LB LS

Cajamarca Chinchera Independencia Pachacutec
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Mayores oportunidades de empleo y movilidad social

Se abandona la agricultura 77% (LB) a 54% (LS)

Los nuevos empleos están ahora vinculados a los servicios 20% (LB) a 41% (LS)

El nivel secundario como grado de instrucción mínimo alcanzado se incrementa de 29% (LB) a 51% (LS)


Distribution based on the average monthly
income of the household in Nuevos Soles

LB LS LB LS LB LS

=

Below 360 Between 361 and 850 Above 851

Average monthly expense of the household
in Nuevos Soles

Cusco

Callao

Ancash

Cajamarca

Total

0.0 1000 2000 3000 4000 5000 6000 7000 2000

EmLB mL5
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Hogares con mejores ingresos y una priorización distinta del gasto

Cae de 59% a 10% los que ganan menos de 360 soles al mes y se incrementa de 34% a 60% los ganan de 361 a 850 soles mes. La base de la pirámide comienza a ensancharse.

La distribución del gasto familiar se modifica, se eleva la priorización de la inversión en alimentación y educación 

Alimentación pasa de 18% (LB) a 50% (LS) y

Educación pasa de 13% (LB) a 29% (LS) 




Segmentation

[Discretionary Criteria]

 Income and ability to
save

e Ownership of the house
» Access to credit

e Education

 Urban Experience

« Preference for method
of installation and
purchase

16
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Es necesarioperfeccionarlasestrategias de segmentación








Target segments

« Families who are able to purchase a full
bathroom to their own taste.

« Families who are able to progressively
purchase bathrooms with partial finishes.

« Families with the expectation of
progressively purchasing simple
bathrooms.

* Families without the possibility of
purchasing bathrooms

« Associations that are engaged in the
installation of bathrooms in a collective
manner.

« Micro-entrepreneurs who want to improve
/" the services they offer and increase thlgir

| income.
r /
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What Is the expected product ?

A product that provides them with comfort, makes them feel worthy, and
involves a long-term investment. 18



Components of the bathroom/latrine

*}vg
mLS LB
" Most important attributes of the

/ bathroom/latrine
Modernity .
Clurability .
Privacy ]

= Security ]

Cu’ -' Cleariiness [N
,”‘ 0.0 10.0 20.0 300 a0.0
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Tienen titulo de propiedad 62%

Acceso a servicios de agua en la vivienda 65%

Jefe de hogar tiene educación secundaria 74%

Tienen ingresos familiares mayores a 821 soles mensuales 64%

Están dispuestos a endeudarse 82%

Conoce donde conseguir información 58%

Tiene conocimiento para invertir en saneamiento 74%




What was the product offered?

Installation
Services

Technology
Catalogue

Without water

Installation
With water BU“ding
without sewerage )
systems Maintenance

Assistance for

With sewarage self- building
systems

Financing Information
Services Services

Promotion and

Individual credits education

Solidarity credits Education, use

Savings and and maintenance
credit groups Credit Education

20
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Sanitation Options Catalogue

[Variety and freedom of choice]

Improvements made to the bathroom/latrine

Investment modality
90.0

mTotal = Cusco

I



Points of sale

[Access and exhibition]

Place to purchase inputs

Promoter I

nco i

Master building .

Carpentry .

city hardware store/fairs ||| N

0.0 100 200 30.0 40.0 S50.0 800

Satisfaction with the quality of the materials

66,
54.9

Total Cajamarca Ancash Callao
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Method of construction and/or
installation of bathroom/latrine

Other

7% N\

Qualified

services Self-building
41% 49%

Satisfaction with the installation services

61.8
35.4 37.3
I ] I

Total Cajamarca Ancash Callao Cusco



Cred lt fo r Financial institution that granted credit for

Sanitation o 0"

Frivate MFI

|
14%
Community
saving Public MFI

group/NGO o
230, 48%

Access, use, and satisfaction with the credit for
sanitation

Total Cajamarca Ancash Callao Cusco

Loan request approved
100% used to improve/purchass bathroom

B Satisfisdwith the financial institution
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I n fO rm etl 0) n Promotional campaign recall
guidance and
educatlon % catao

Ancash
Cajamarca

Total

Most recalled messages of the
promotional campaign

Options and
costof the

bathrooms Creditsupply

for bathrooms

cay
=0 Ik ! '-1

Advantages of
the bathrooms
16%

—_—

Constructio
and operation
of the
bathrooms
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-t What are the resilts?

A market that Is getting stronger, families who are improving their quality
of life, and local providers with new opportunities of employment and

income. 20



- ,I!: meets demand
9,000 households

Have installed a new bathroom or
improved their current one

Households that have purchased or improved
their bathroom/latrine in the past 24 months.

Cajamarca Ancash Callao Cusco

" Have improved bathroom/atrine ®  avepurchased abathroomfatrine (new)



An effective promotional mix

1‘:5 Of those impacted by the
promotion invested in the

‘1:1 * " Iimprovement or installation of a
’1 bathroom.

e
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Effectiveness of the promotional campaign

&
'. .|.I

Tatal Cajamarca Ancash Callao

B Hefshe recalls messages from the campai

u The campaign motivated limsher o look for information

u The campaign motivated fim/her o imest in sanitabion




!

.~ ]Hioriz!_ lon of sanitation

47%

Have reommended investing
In sanitation to their peers.

Pending improvements to the house
Walls/plastering

Doorshwindows

Change/fix roof

Bathroom orlafring,

0.0 10,0 200 30.0 400 500 600

ELE mLS



Use and maintenance of the sanitation facilities

\,\ ' 81%

- R of the installed bathrooms are
. ( working properly

"\ | - S Use and maintenance of the bathrooms

.Thefloaris clean

There is no excrete or garbage outside

Thereis no excrete or garbage inside

There is a waste basket fortollet paper

Thetoilet bowl is clean

The sink has soap

0.0 100 20.0 300 40.0 50.0 0.0 70.0 30.0



ilizir " @milies' resources
B S/. 3.4 million

was invested by the families,
using only their own resources.

Main source of resources used to purchase
or improve the bathroom/latrine

Total Cajamarca Ancash Callao Cusco

. Covered the expenses only with their own resources

B Coverad the expenses with a credit
| Both




Mobilizing private sector's resources

zjin-nmcm Ly B &

S/. 1.6 millions

Invested by the private sector
in loans, training and
promotion

Loan portfolio value 1,501,905
Investment in fairs 28,500

Investment in promotion 28,550

Investment in training 50,303

Total in S/. 1,609,258

32



Increased access to sanitation

ﬁ - %I# 10% of households
¥ ) \ > . Have gained access to
v quality sanitation
y . Access to sanitation services
‘ —t brul




What we have learned and which are
the main challenges to scale up? =
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1.Hogares con mejores ingresos 

	Promedio de ingreso mensual por hogar 

2007 = 203  soles 

2010 = 569  soles



2. Mayores oportunidades de empleo 

Agricultor 2007 (76%) 2010 (29%)

Vinculados a servicios   2007 (11%) 2010 (38%)



3. Gran movilidad y contacto con otras realidades




It is an opportunity

 To complemenet the
iInvestment of the State
In water and sanitation.

 To develop markets that
generate local
employment

« To expand the supply of
financial services

e Sustainable and quality
services for the families
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Presentation Notes
Mercado entendido como el intercambio satisfactorio de las partes, una apuesta por comprender el saneamiento desde el punto de vista de los que no tienen, respondiendo a las necesidades y respetando las expectativas de las personas, familias y comunidades mas pobres.




Th s a potentlal market for sanitation

Potential market
Values ranging from
S/. 184 to 484 M
Households 720,000

Willingness to invest in a

bathroom/latrine
Total Cajamarca Ancash Callao Cusco

B Theywould definitivelyinvest in a new bathroom
B Theywould definitively improve their current bathroom



A private family decision that
takes into account community
perceptions and in which
children have a great influence
on it.

A complementary prior or
parallel public investments in
water & sewerage networks
and / or on-site sanitation
systems.

Prioritization of sanitation
investment as a result of its
link with quality housing ,
through their peers influence.

Access to affordable sanitation
product that response to their
needs and expectations. 37
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Scallng gmg_l;__allenges to face:

e Self-construction and the service
O TETYA

* The development of financial
mechanisms for the poorest that
does not put at risk the market
development.

* Articulated information system. Al
partners should be able to provide
right information or to refer people
to the adequate provider.

e Sustainable guarantee and post-
sale system. Educational
component in use and
maintenance and credit cultural is
a critical issue.

38
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Incorporation of the model in WS strategies of two regional governments

Incorporation of learning in the rehabilitation WS networks project of Sedapal
financed by the World Bank.

Promotion of the model in the southern area of Lima through and articulated
investment of the private sector (6 companies)

Interest of extractive and agro-export companies in the incorporation of the magel
in CSR strategies
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Problema: Falta de un Espacio de Encuentro entre la Oferta y la Demanda
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Thanks for your attention
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