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Pr
ef

ac
e The importance of sanitation is undisputable. Good sanitation is a major stepping stone for good 

health and could help save the lives of over 5,000 children (per 1,000 live births) that die annually from 
diarrhoeal diseases as a result of poor sanitation in Uganda. Sanitation is fundamental to human dignity 
particularly for women while in schools, good sanitation increases attendance by adolescent girls. 

Although sanitation has begun to gain more recognition in Uganda, a staggering 10.5 million people 
are still without access to improved sanitation both in rural and urban areas and close to 27% of the 
population has continued to practice open defecation (OD). On average 78% of Ugandans don’t wash 
hands during critical times2 which increase the likelihood of diarrhea and other related health burden.

To respond to this challenge, new innovative approaches are required to accelerate access and 
sustained use of latrines coupled with good hygiene practices such as hand washing. Sanitation 
marketing, is such an approach that is low cost, high impact and sustainable. Against this background, 
Ministry of Health in partnership with Plan Uganda have developed this fact handbooks on Sanitation 
Marketing to increase awareness and harness momentum for uptake of Sanitation Marketing among 
stakeholders such as government at policy making level, line ministries, district local government 
structures and civil society organizations.

This handbook outlines key facts about sanitation marketing, a step-by-step approach to develop-
ment and implementation of a sanitation marketing project and also suggested key references for 
further reading for a wide range of audiences but more specifically, policy makers, program manag-
ers, business entrepreneurs in sanitation, financial institutions and behavioral change communication 
specialists. 

I therefore recommend this handbook to all those working towards improved access to sanitation in 
the country. Achieving the MDG sanitation target is a major step, but ultimately, only one step on a 
long journey that we are yet to finish. I call upon all stakeholders in sanitation promotion in Uganda and 
beyond to make good use of this handbook to fast track our mission for sustainable, equitable and 
adequate sanitation. 

For God and my Country,

Dr. Jane Ruth Aceng
Director General of Health Services
Ministry of Health

2 After using a toilet, before touching food, after cleaning a baby’s bottom. 
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Although sanitation has begun to gain more recognition, a staggering 2.5 billion 
people are still without access to improved sanitation2 with majority of those 
without improved sanitation living in South and East Asia and sub-Saharan 
Africa.  In Uganda about 32% and 27% of Ugandans both in rural and urban 
don’t have access to decent place of human waste deposal and continued to 
practice open defecation (OD)3 and on average 78% of Ugandans don’t wash 
hands during critical times which increases the likelihood of diarrhea and other 
related health burden.

Sanitation, unlike water supply, is less in demand and often requires a push 
to increase demand and uptake4. In the past, sanitation provision has been 
mainly supply driven, often with full direct household subsidy and with little or no 
community participation. Toilet technologies were decided upon and designed 
by engineers with little understanding of user preferences5. This has led to 
millions of dollars of investments in sanitation not yielding the desired results, as 
many of the facilities provided were unused or used for other activities. Evidence 
has shown that demand generation approaches that are user-led have been 
more successful in ending open defecation and increasing uptake of sanitation 
facilities at scale, particularly in settlements with a sense of community4’1. Other 
approaches with the ability to increase access at scale are those that integrate 
user preferences and build on user motivations6.

Bearing in mind that the world has less than three years to meet the MDG goal 
and halve the proportion of people without access to improved sanitation, new 
innovative approaches are required to achieve coverage at scale and sustain 
use of latrines coupled with good hygiene practices such as hand washing. 
Sanitation marketing, is such an approach that is low cost, high impact and 
sustainable. 

2 WHO/UNICEF Joint Monitoring Programme for Water Supply and Sanitation, Progress on Sanitation and Drinking-
water: 2012 Update

3 Ministry of Water and Environment, Joint Sector Performance Review 2011, Annual Health Sector Performance 
Report 2012

4 Amaka Godfrey, Teresa hart, and Fred rosensweig, application of Total Sanitation and Sanitation Marketing (TSSM) 
Approaches to USAID, 2010

5 Water and Sanitation Program (WSP), The Case for Marketing Sanitation, 2004
6 Ann Thomas, Sanitation Marketing in a CATS Context: A Discussion Paper, Demonstration Center, Maravia District, 

Tete Province, Mozambique, 2010

Materials presented in 
this handbook are not the 
original ideas of the author 
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handbook.
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(Plan Uganda), Dan Barigye 
(Plan Uganda), Abbey 
Ssemwanga (Footprint 
Creations Ltd), Julian 
Kyomuhangi (MoH), Ibuyat 
David (MoH) Harriet Nabunya 
(NaNa Development 
Consultants Ltd).

Provision of hardware 
is not enough. 

Sanitation facilities 
will bring few benefits 
unless they are used 

correctly, and this 
requires changes 

in behavior. With a 
marketing approach, 

sanitation only goes to 
those who purchase 

it, which makes it 
much more likely 

that consumers will 
understand its purpose 
and will value, use and 

maintain it.
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2.1 Goal
The ultimate goal of this handbook is to increase awareness and harness 
momentum for uptake of Sanitation marketing among stakeholders 
such as government at policy making level, line ministries, district local 
government structures and civil society organizations for improved 
sanitation in Uganda. 

2.2 Intended audience 
Although other audiences might find this handbook useful, the design 
team has three key audiences in mind:

a) Project/program implementation staff:  Those who are responsible for 
managing and implementing both rural and urban sanitation programs 
within government, international organizations, bilateral and multilateral 
donors, or nongovernmental agencies (NGOs). The handbook will 
help them understand the key concepts, and the different steps while 
designing and implementing a sanitation marketing program. 

b) Policy makers: These can include ministry officials, local government 
and any other category in the power positions including institutions 
that will use this handbook to build their capacity or their government/
institution counterparts in sanitation marketing and help them adapt 
the approaches to their context to promote sanitation.

c) Private sector players: Those involved in the sanitation business such 
as masons, financial and credit institutions, business entrepreneurs 
dealing in the production and sale of sanitation products like, latrine 
slabs, masonry/brick work, toilet seats and many others who may use 
the handbook to develop their marketing skills for better returns.

d) Communication and Behavioural Change Specialists: The 
handbook will help them understand how they can use the handbook 
skills to design interventions to change human behavior around the 
management of human excreta, thereby moving households up the 
sanitation ladder.

2.3 Layout of the handbook 
The handbook is available both in print and online upon request from Plan 
Uganda/ Ministry of Health. It is organized in sections with each section 
explaining a particular item. It starts with an acknowledgement section 
recognizing contribution of the different stakeholders to the hand book, 
the justification for the handbook, the goal for the handbook, intended 
audience, the key concepts, and ends with a step by step approach to 
sanitation marketing program development and implementation.

What Is Sanitation Marketing? 
www.wsp.org/sanmarketingtoolkit/whatis

Acknowledgement 
www.wsp.org/sanmarketingtoolkit/whatis

Goal, intended audience and layout
www.wsp.org/sanmarketingtoolkit/whatis

Conducting Formative Research 
www.wsp.org/sanmarketingtoolkit/
research

Marketing Mix: Price 
www.wsp.org/sanmarketingtoolkit/price

Marketing Mix: Product 
www.wsp.org/sanmarketingtoolkit/product

Developing a Communication Campaign 
www.wsp.org/sanmarketingtoolkit/campaign

Implementation
www.wsp.org/sanmarketingtoolkit/implementation

Marketing Mix: Place 
www.wsp.org/sanmarketingtoolkit/place

Marketing Mix: Promotion 
www.wsp.org/sanmarketingtoolkit/promotion

Sanitation Marketing Online Toolkit
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Sanitation marketing ensures 
that people choose to receive 
what they want and are willing 

to pay for.

Sanitation marketing can 
be applied for much more 
than increasing coverage 
of improved sanitation. It 

can support a wide range of 
behaviors including ceasing to 
defecate in the open, cleaning 
and maintaining the facilities, 

improving management of 
children’s feces, and washing 

hands with soap after toilet use.

Sanitation marketing is about 
more than just training masons.

Latrine designs must respond 
to what people want, rather 

than what sanitary engineers 
believe they should have.

The poor, who need sanitation 
most, MUST at least afford it. 

Hence the need to keep costs 
down and market a range of 
products with various price 

tags.

Whilst cost reduction is an 
important strategy, it must be 

achieved without compromising 
the health/hygiene benefits of 

latrine ownership
The product must be delivered 
to the right place; in particular, 

a latrine must be installed in 
the customer’s own home. This 

means that the supply chain 
has to reach every household.

The ultimate goal of sanitation marketing is to 
create a sustainable sanitation industry. Households 
demand latrines and other sanitation products and 
services, and the market provides them under a 
supportive government regulatory framework so that a 
community/social/governance system might exist that 
generates and maintains toilet coverage and usage at 
100 percent without the need for prolonged external 
support.

Marketing is about satisfying people’s needs and 
wants through an exchange process. Marketers offer 
the consumer something they want and are prepared 
to pay for, either through expenditure of money, 
time, or effort. The heart of the marketing task is to 
determine what consumers want and offer it to them 
in an attractive and accessible way. In sanitation 
marketing we want to know what people value in a 
good defecation site and offer these features in the 
form of attractive household sanitation options that 
they can readily access through the market without 
any need for hardware subsidies.

3.1 What does marketing mean for 
sanitation. 

Sanitation Marketing is neither advertising nor a 
communications program; it is a systematic and 
dynamic process to make strategic decisions about 
four components, or the four P’s of the marketing mix: 
Product, Place, Promotion, and Price and of late two 
more Ps have been added: Policy and Partnership.

Product: The product is the object, service, or behavior 
change you want to sell (promote). In the case of 
sanitation, we refer to latrines and associated services 
and needs (e.g., pit digging and emptying) and offer 
a range of latrine technologies that respond to what 

people want, not simply what fits the environment or 
what public health engineers think they should have. 
Not just a range of latrine technologies need to be 
offered, but a range of different superstructure options 
too. The product should be reliable and acceptable.

Price: The price of a household latrine can represent a 
major barrier to the acquisition of a toilet by the poor. 
But this does not mean that hardware subsidies are the 
only solution, rather there might be a need to innovate 
and develop cheaper, better options. However, many 
consumers, even the poorest, are willing to pay for a 
more expensive latrine option if it provides them with 
the features they desire, and hence represents good 
value for money. Further, something that is too cheap 
may not be trusted. Thus, a range of latrine options 
need to be available at various price points, but the 
consumer must perceive these options to be good 
value at that price. The price should not constitute a 
barrier to acquisition of a product.

Place: Place is essentially about ensuring that all 
supply chain elements, i.e., information materials and 
services necessary for deciding which latrine to build 
and then building it, are available and can be easily 
accessed by the household. A frequent barrier to 
latrine adoption is that consumers don’t know where 
they can find out about toilets, how to install them, and 
what they actually cost, let alone finding a mason to 
provide the service. Placement of the product should 
provide easy access.

Promotion: Promotion is about communicating 
product and sales information to the consumer. It 
aims to increase awareness about latrine products, 
providers, and sales outlets; and to increase desire 
for a toilet through the use of motivational messages 
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that may be delivered via numerous channels, including mass 
media, print materials, and word of mouth. While traditional 
marketing has focused more closely on the use of mass media 
(TV and radio), recently there has been a shift to look closely 
at interpersonal channels, especially in rural contexts where 
exposure to mass media channels is limited. Such channels 
might include mobile cinema, street theater, door-to-door 
sales, leafleting, and the targeting of influential community 
members to further spread the message. Information about 
the product should be readily available and understood.

Policy: A full appreciation and understanding of the policy 
environment is needed to ascertain whether it is conducive 
and supportive of sanitation marketing or whether it presents 
serious constraints to its effectiveness. Such an environment 
includes not only policy, but laws, bylaws, and cultural norms 
and customs. For example, national policy established in 
Uganda more than two decades ago requires that the minimum 
depth for a latrine pit be 15 feet. Yet new technologies, such 
as the ArborLoo latrine, which do not require deep pits, can be 
used effectively but do not satisfy the requirements. Similarly, 
district bylaws require every household to have a latrine but do 

not specify the type or quality of latrine to be built, potentially 
resulting in the construction of poor quality latrines that are 
short-lived or will not be used. There should be supportive non 
conflicting policies.

Partnership: An essential element of sanitation marketing 
programs is the creation of new partnerships with formal and 
informal private sector suppliers, with NGOs and community-
based organizations (CBOs) able and willing to collaborate in 
supporting and carrying out strategies, and of course, with 
national and local government supporters and champions 
of improved sanitation. Many of these actors may be taking 
on new and different roles and will need to be brought along 
and shown the benefits of involvement. The incentives that 
motivate these different actors to engage in partnerships or 
participate in the market must be well-understood by the 
program. Moreover, sanitation marketing in almost all cases will 
be implemented in areas with ongoing sanitation improvement 
programs run by public sector partners, NGOs, CBOs, or 
international donor agencies. Success is about harnessing 
synergies, sharing and learning.

Promotion is 
communication with 

consumers about the 
product or service. This 

includes advertising, 
mass media, word of 
mouth, and anything 

in between. It can also 
include many other 

means to get customers’ 
attention and convince 

them to buy the product: 
demonstration latrines, 

time-limited special 
offers, coupons and 

vouchers, competitions 
and prizes, door-to-door 

sales, credit sponsored by 
local traders and mutual 

help schemes to help 
the poorest with the cost 

and the elderly with the 
digging

Understanding the policy 
context within which 

the sanitation marketing 
campaign is necessary 
because it may limit or 

promote the project 

It is important to be aware 
of different partners’ 

activities to determine 
which ones are likely 
to distort a sanitation 

marketing program (e.g., 
programs supporting 

subsidized products) and 
which can be built upon 

(e.g., CLTS program, 
sewerage projects). 

A conceptual model for changing sanitation behavior and moving up the sanitation ladder 
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3.2 Key actors in sanitation marketing and their 
functions:

Marketing sanitation products and services involves several 
players including but not limited to distributors, wholesalers 
and retailers of cement and sanitary wares, local producers, 
service providers, masons and laborers, CSO/private sector 
and the public sector/ government which plays the regulatory 
role all motivated by their own self-interest in response to 
monetary, political, and other incentives.

The key functions include supply-side activities, demand-side 
activities, and regulatory and legal activities often referred 
to enabling environment. There are functions that focus 
on stimulating and informing demand; that address supply 
of necessary materials, products, and services (including 
credit); and others that focus on the regulatory framework 
and enabling environment. These functions can be provided 
by different actors in different markets depending on many 

human, physical, cultural, and regulatory conditions.

That is, there is no 
“model” sanitation 

market where market 
functions are the 

“exclusive property” of 
certain actors. 

How marketing and 
communication 
take place, how 

credit is accessed 
by households, how 

government programs 
support or hinder the 

market, which actor(s) 
takes the lead in 

marketing sanitation 
and generating sales 
are all variables that 

are worked out as the 
market establishes 

itself.

Interplay of the different actors for successful sanitation marketing 

Supply-side functions

•  Develop an integrated product which can be 
financial, hardware products or a service

•  Provide savings and finance
•  Provide raw materials
•  Provide products to consumer
•  Provide construction/ installation services
•  Provide maintenance services
•  Provide pit-emptying services
•  Provide products for maintenance, cleaning, and 

upkeep

Demand-side functions

• Organize consumers to make bulk purchases

•  Develop and implement marketing programs targeting 

different market segments

•  Provide general interest information to the consumer

•  Develop and implement communication campaigns

•  Implement public works programs (that can stimulate 

demand for household sanitation)

•  Conduct mass communication and marketing

•  Engage in person-to-person promotion, marketing, sales

Regulatory Functions

•  Certify providers of goods, products, and 

services

•  Develop and enforce building codes

•  Protect consumers

•  Set up and run monitoring

•  Provide objective information on 

regulations, products, and services to 

consumers
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