
 

WEDC 2011 1 

Sanitation 

Water 
Enterprise 

Devel. 

Hygiene 
Cambodi

a 

Vietnam Lao 



 

WEDC 2011 2 

1 • Develop supply chain 

2 • Create demand 

3 • Develop enabling environment 

Hands-Off Sanitation Marketing 

Cambodia 
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• 23% of rural Cambodians 
have access to improved 
sanitation 

• 80% of households with a 
latrine purchased it from a 
local, private provider using 
their own money 

• 95% are aware of the need 
for safe water, sanitation, and 
hygiene 

A Sanitation Market Exists 
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Understanding the barriers  
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‘Cadillac’ of Latrines 
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Pour-flush 
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• Demand Side: Findings 
– Complex purchasing process 

– Price too high (desire for high-end 
pour-flush toilet) 

– No supplier and/or no delivery 

– Inherent lack of trust supplier 

– Cash flow constraints 

– Health not a key motivator for toilet 
purchase - ‘it can wait’’ 
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• Supply Side: Findings 
– Low business skills 
– Reluctance to produce product with “low” demand 
– Skepticism of low-income consumers’ ability to pay 
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• Toilets represent one line of business 
• Passive sales approach & reluctance to invest in marketing 

and advertising 
• Lack of trade credit; reluctance to seek finance 
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“Hands-off” the Value Chain 
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4-Pronged Approach 

2-Consumers 

3-Government 

1-Suppliers 

4-Financial Inst 
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Suppliers: Decrease Cost 
– Lower margins offset by volume 

– Improved production efficiencies 
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Suppliers: Increase Accessibility 
– Deliver product in one simple DIY package 

– Use proactive, commissioned sales agents 
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• Demand side: Accessibility 
– Commission-based sales agents 

– Product as a complete set in a DIY kit form 

– Home delivery included in purchase price 

– ‘Touch and feel’ village product displays 

– Local government’s trusted advice 

– Installment payment and links to microfinance 
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• Demand side: Demand generation 
– Promotion of status, pride, convenience and cost-saving 

– Social marketing (public sector, facilitator) 
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Real Images 
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Hands-Off: Facilitator Role 
– Business planning and management 
– Demonstrate market opportunity 

• Sales volume 
• Additional market segments 
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Hands-Off: Facilitator Role 
– Negotiate up-stream supplier credit and links to 

creditors 
– Help design low-cost, generic marketing materials 

(example) 
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Government 
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• Finance: Suppliers 
– trade credit 
– working capital loans 
– cap-ex loans 

• Finance: Consumers 
– savings programs 
– loans from MFIs 
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Sustainable 

Scalable 



 

WEDC 2011 24 

Win-Win-Win-Win 
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~13,300 sales since Jan-2011 

Note: Only includes complete latrine units sold by participating latrine suppliers. Additionally, 1:1 impact 
ratio - for every 1 project supported-enterprise latrine installed, another is installed in the villages. 

Latrine Sold by Province (FY2011)
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• Geoff Revell: WaterSHED Cambodia Country Manager       
     Tel: +855 92 513 877 
     Email: geoff@watershedasia.org 

 

• Aun Hengly:  WASH-Marketing Manager 
     Tel: +855 12 785 887 
     Email: hengly@watershedasia.org 
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