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Acronyms

ACEP A Micro-Finance Institution. More information can be found here: http://www.gem -madagascar.com/membre/acep -madagascar

CLTS Community-Led Total Sanitation 

GTM Go-To-Market

HCD Human-Centered Design

HCS Human-Centered Sales

HH Household

MEAL Monitoring, Evaluation, Accountability, and Learning

MGA Malagasy Ariary (official currency of Madagascar)

NGO Non-Governmental Organization

OD Open Defecation

RANO WASH Rural Access to New Opportunities for Water, Sanitation, and Hygiene

VSLA Village Savings and Loan Association

WASH Water, Sanitation, and Hygiene
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Definitions
Ampanjaka - Mpptfmz!usbotmbufe!bt!ǂDmbo!Ljohǃ!jo!Fohmjti-!uifz!bsf!
community leaders who community members seek the guidance of, 
cfgpsf!nbljoh!efdjtjpot/!Jg!uifz!bsf!jowpmwfe!jo!ǂKabone Mandaminaǃ-!boe!
buy a branded product,  their decision will influence that of the 
community

Chef Fokontany - The chief or leader of the village.

Community -led total sanitation (CLTS) - A rural behaviour change 
approach for ending open defecation through community participation. It 
concentrates on the whole community and the collective benefit rather 
than on individual behaviors.

Diffusion of Innovations 1- Theory that seeks to explain how, why, and at 
what rate new ideas and technology spread. Everett Rogers, a professor 
pg!dpnnvojdbujpo!tuvejft-!qpqvmbsj{fe!uif!uifpsz!jo!ijt!cppl!ǂEjggvtjpo!
pg!Joopwbujpotǃ/!Uif!dbufhpsjft!pg!bepqufst!bsf!joopwbupst-!fbsmz!
adopters, early majority, late majority, and laggards.

Early Adopter - Represent opinion leaders. Enjoy leadership roles, and 
embrace change opportunities. They are already aware of the need to 
change and so are very comfortable adopting new ideas. 

Early Majority - Rarely leaders, but do adopt new ideas before the average 
person. Typically need to see evidence that the innovation works before 
they are willing to adopt it. Strategies to appeal to this population include 
success stories and evidence of the innovation's effectiveness.

Go-to-Market (GTM) - step-by-step plan created to successfully launch a 
product to market.

https://youtu.be/8rspvoKPGhQ

Hotely - small Malagasy restaurant located on the side of a street or 
market

Improved toilet - A toilet that is designed to hygienically separate 
excreta from human contact. 2

Innovator - People who want to be the first to try an innovation. 
Interested in new ideas and more willing to take risks. Very little needs 
to be done to appeal to this population.

Late Majority - Skeptical of change, and will only adopt an innovation 
after it has been tried by the majority. Strategies to appeal to this 
population include information on how many other people have tried 
the innovation and have adopted it successfully.

Laggard - Bound by tradition and very conservative. Very skeptical of 
change and hardest group to bring on board. Strategies to appeal to 
this population include statistics, fear appeals, and pressure from 
people in the other adopter groups.

Local promoters - community health mobilisers who chosen by the

community to do health work, they are volunteers who are passionate

about their job, and were happy to see the Kabone Mandamina initiative

accelerate their work

Malagasy Ariary (MGA) - Currency conversion: 3800 ARI = 1 USD

MVola - mobile money platform offered by the Telma mobile service 
provider

1 https://sphweb.bumc.bu.edu/otlt/mph -modules/sb/behavioralchangetheories/behavioralchangetheories4.html

2 WHO/UNICEF Joint Monitoring Programme (JMP) definition
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Definitions
Sanitation Marketing ( SanMark) - The application of the best social and 
commercial marketing practices to change behavior and scale up the 
demand and supply for improved sanitation. It draws on research and 
approaches used in social marketing.

Village savings and loan associations (VSLAs) - A form of saving and 
loan group, in which a group of people save together and take small 
loans from those savings. The activities of the group run in cycles of one 
year, after which the accumulated savings and the loan profits are 
distributed back to members. The purpose of a VSLA is to provide simple 
savings and loan facilities in a community that does not have easy 
access to formal financial
services. More information can be found here: https://www.vsla.net/

Zanakampielezana - People from rural villages who have moved to urban 
dfoufst-!usbotmbuft!spvhimz!bt!ǆdijmesfo!pg!xxxxupxoǇ/!Uifz!dbo!cf!
sources of new ideas and funding for projects in their home villages. 
Wfsz!jogmvfoujbm!jg!uifz!mjwf!jo!b!cjh!djuz!boe!dbo!tibsf!ǆnpefsoǇ!jefbt!boe!
way of life.
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Executive summary
Rural Access to New Opportunities for Water, Sanitation, and Hygiene 

(RANO WASH) is a five-year USAID-funded project to improve WASH 

services in rural Madagascar. In an effort to stimulate markets for 

sanitation products and services, the program has collaborated with iDE

to understand the current sanitation situation and challenges, and 

develop a market-based strategy to address challenges in this space in 

a sustainable way.

Following the recommendations that iDEprovided at the conclusion of 

the 2021 discovery research, the primary objectives of this project were:

1. to use rapid prototyping techniques to design and develop a flagship 

aspirational product for the coastal Aspirational Travelers, and

2. to test marketing triggers, messages, and channels for the 

aspirational traveler.

Secondarily, iDEtested the idea for strengthening and expanding existing 

sanitation entrepreneur networks and ways to incentivize hardware 

stores to partner more formally with masons, and also held exploratory 

conversations with mobile money providers. These secondary objectives 

xfsf!dpotjefsfe!npsf!ǂmjhiu!upvdiǃ!uibo!uif!qsjnbsz!pckfdujwft-!boe!xjmm!

be more of the focus of Testing Phases 2 and 3.

This phase of work was conducted over the course of two rounds of 

prototype testing across eight different RANO WASH project areas in 

Atsinanana, Vatovavy and Fitofinany. The second round of testing took 

place in a single commune (Lokomby) to allow the project team the 

ability  to construct multiple full -scale latrine component prototypes to 

test in real-time with potential customers. Testing conclusions are as 

follows:

Product Conclusions

Shelter - Customers prefer a raised square cinder block shelter. At the

conclusion of the second testing, and factoring in willingness to pay,

customers and masons alike preferred the raised square cinder block

shelter because of its spaciousness, ease of construction, aesthetic

appeal, and durability.

Pit - Customers preferred a raised cinder block pit, regardless of shape,

however it will likely be easier from a construction perspective to build

a square pit so it lines up with the preferred square shelter.

Slab - Aspirational traveler customers prefer a tile slab because it

demonstrates status and modernity in addition to having a, clean look,

and its ease of cleaning.

Pan - When shown all of the options and their respective prices,

customers were most interested in purchasing the ceramic seat, citing

its aesthetic appeal, durability, clean appearance, and that it is well-

known to be free of smells. Customers also stated that the clean

appearance would in turn push them to want to keep it clean and

presentable for others.

Tiered options and choices - One of the most significant insights to

arise from testing the prototypes is that customers expressed how

much they appreciate the transparency of seeing product options and

prices both in a catalogue and in-person, and also how much they enjoy

having the ability to choose a product or a combination of products that

is the best fit for them. There is a significant benefit to promoting the

ǂgmbhtijqǃproduct while simultaneously offering as many options as the

masons are technically capable of constructing .

Note: The above preferences by customers as the ǂgmbhtijqqspevdutǃwere the most expensive. However,the

team, acting more as sales agents in a sales pilot for the second round of prototype testing, measured real-

world affordability and willingness to pay using a sales sign-up sheet,with real world customers signing up for

orders during the exhibition session. There was a total of 66 orders received at the exhibition session,

validating willingness to pay in the Aspirational Travellertarget segment.
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Executive summary

Demand Conclusions

Value Proposition

Testing revealed that, more than just a physical product, Kabone

Mandamina offers customers the dignity to improve their livelihoods

across several areas of value addition that should form the bedrock of

the marketing and promotion strategy: Choice and Transparency,

Cleanliness and Easeof cleaning, Relaxation and Privacy,and Durability.

Brand Identity

Over the course of the exploratory research and prototype testing, the

Home team received overwhelmingly positive feedback about the choice

of ǂKabone Mandaminaǃas the brand. The final logo for the brand was

developed and validated in a final round of testing. The design is based

on the principles of using clean, simple forms, being easy to remember

and identify, and using 1-2 colors at most .

Sanitation Entrepreneurs

This testing phase revealed that adjusting several parameters

significantly altered dvtupnfstǃperception of masons, and nbtpotǃ

perception of themselves. The first of which was to rebrand the mason

as a ǂtbojubujpofousfqsfofvsǃ(Mpandraharaha Kabone Mandamina in

Malagasy). The team tested several ideas for rebranding the role with

masons and customers, and ultimately the masons who were interviewed

chose this as the option they felt afforded them the most dignity. With

increased pride, masons already felt more confident going out and selling

more latrines than before.

Marketing and Promotion Channels

ǒ Begin by leveraging the influential Ampanjaka to encourage others

to buy Kabone Mandamina products .

ǒ Select local promoters and community health mobilizers to spread

the word, and equip them with Kabone Mandamina promotional

material .

ǒ Holding an exhibition day

ǒ Leveraging competitive spirit in the community to encourage

additional purchases

Customer-brand Interaction

An important component of the business model is to maintain several

points of customer-brand interaction so that customers associate

Kabone Mandamina with the aspirational products and service offering

that the brand represents. These include: (1) Sales Pitch Deck, (2)

Mason Uniform, (3) Business Cards, (4) Product Information Sheets,

(5)Proof of purchase or certificate .

Supply Conclusions

Human Resources

There are several personas that should be included in the Kabone

Mandamina business model in order to effectively deliver the value

proposition to customers, including Sanitation Entrepreneurs,

Construction workers, Local promoters, Product construction trainer,

and Sales Trainer and Manager.

,
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Executive summary

Sales Channels

Testing revealed that Kabone Mandamina should be sold using three

primary channels: Door-to-door sales, a permanent market display, and

periodic exhibition promotion events.

Partnerships

Several partnerships are crucial for the success of the business model,

particularly when customers ask for sanitation entrepreneurs to take care

of the materials ordering and delivery in addition to construction :

Hardware stores in Manakara, Transportation/logistics service between

Manakara and Lokomby, Local government, Ampanjaka, and NGOs,

particularly during startup and the early life of the business model.

Finance Conclusions

Business Costs

There are two business cost categories that the research team

considered when developing the business model for sanitation

entrepreneurs: Direct Costs - already built into the current product prices

displayed, and Indirect Costs - currently ***not*** built into product price.

Eventually, all indirect costs will need to be factored into the sanitation

fousfqsfofvsǃtoperating costs and the price of their products to make the

model more sustainable. That can be done in a phased approach as

sanitation entrepreneurs build their order backlog and have higher sales

volumes.

Loan and credit options for customers :

The team uncovered that the two primary opportunities for financing

(either for a customer to purchase a latrine or for a mason to get

support for their business) are through involvement in VSLA,or with an

ACEPreal estate loan.

Payment plan options :

A number of different payment plan options for customers were

explored, with the most popular being an up-front payment of 30-50%of

the total cost, and then paying the rest at the end of construction .

Masons also commented that they can work with customers to set up a

deferred payment plan after the latrine is built, but then as a result of

the delay, they increase the price of their services by a certain

percentage.

Exploring mobile money

The home team explored mobile money as a way for customers to pay

masons and for setting up affordable payment plans. The findings

yielded that there is definitely strong potential, as having a mobile

money account allows a user to deposit money, transfer to another

account, buy credit, and lend money.

Pilot Rollout

The next phase of work will focus on building a sales team and

targeting early adopters. Major activities should include: Roll out the

flagship Kabone Mandamina and test tiered offerings, Recruit sales

agents, train masons and sales agents, and start advertising, Pilot the

entrepreneur network and hardware store collaboration, and Test

financial mechanisms and flexible plans for early majority .
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Background on RANO WASH

Rural Access to New Opportunities for Water, Sanitation, and

Hygiene (RANO WASH) is a $30 million five-year USAID-

funded project to improve WASH services in rural

Madagascar.

RANO WASH is being implemented by a CARE-led consortium that

includes Catholic Relief Services, WaterAid, BushProof and Sandandrano

with activities planned through 2022. It will improve the health of people

in 250 communes in the regions of Vatovavy Fitovinany*, Atsinanana,

Alaotra Mangoro,BnpspoǃjMania, Haute Matsiatra , and Vakinankaratra.

RANO WASH aims to increase access to safe drinking water for

vulnerable populations, including girls, women and people with

disabilities . 300,000 people will gain access to safe water through new or

rehabilitated water systems. These systems will be managed by local

"manager-investor-builder" companies that have contracted with the

municipalities under the public-private partnership modality . Another

375,000 people will have improved sanitation options from the various

behavior change approaches adopted by the project involving different

stakeholders, the communities themselves, sanitation service providers,

local/regional and national authorities .

*When the project was implemented, Vatovavyand Fitovinany were unified.

Theysplit on 16.06.2021 to become the regions Vatovavyand Fitovinany.

PROJECT BACKGROUND

190 public facilities, including health centers and schools, will have

access to basic water and sanitation services. The project is developing

systematic partnerships with national and regional governments, water

and sanitation institutions, communities, private sector actors, civil

society organizations and RANOWASH.

The program has three strategic objectives :
1. Strengthening the governance and monitoring of water and

sanitation

2. Increasing the engagement of the private sector in the delivery of

WASHservices

3. Accelerating the adoption of healthy behaviors and the use of WASH

services
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Review of market -based sanitation discovery research (2021)

iDE was first contracted in late 2020 to study the current sanitation

situation and challenges across several project areas in Madagascar and

to provide recommendations for a strategy to develop sustainable

markets for rural household sanitation in this context . The COVID-19

pandemic made the execution of this consultancy more complex, but

jEFǃtdesign team was able to remotely hire, train, and collaborate with a

Madagascar-based research team--including training on Human Centered

Design (HCD)methodologies --to successfully achieve the assignment .

Through this assessment, iDE identified a number of barriers to

purchasing toilets that exist in addition to several major opportunities

that the RANOteam can leverage to help increase the purchase of toilets .

From these barriers and opportunities, iDE developed a strategy to

increase the purchase of toilets using a market-based approach. A

summary of this strategy is as follows :

The coast is a more accessible market to enter first .

The findings led the research team to recommend that RANO WASH

focus its initial effort on the coast because there is easier access to

water, higher economic ability to buy toilets due to more high cash crops.

There are also fewer barriers to purchasing new things due to cultural

factors that lead people to spend money, an environmental stimulus to

invest in durability, and more growing seasons/regular income generation

that avoids some of the hunger season experienced in the highlands.

Once efforts have gained traction in the coast, RANO can then start to

layer in early testing and rollout in the highlands.

Start by focusing sales to the early adopters.

The team segmented the target market based on the research from

early adopters to laggards, and created a sequential targeting strategy

following theǂEjggvtjpoof Joopwbujpotǃcurve. RANOWASHshould begin

by targeting sales to the early adopters (first buyers) who can afford

toilets and will help set the trend early in the program. It also allows

time for options to be designed for those who have less financial

means, and creates social proof along the way for others to follow .

RANO WASH should prioritize the target markets in the Coast through

staggered implementation, first targeting the ǂBtqjsbujpobmUsbwfmfsǃ

(early adopter), who can then inspire the early majority for next adoption

)ǂDpnqfujujwfDpqzdbuǃ*-and later a secondary early majority segment

ǂDibnqjpoNpuifsǃwho need more convincing. Once solutions have

been rolled out to these three profiles in the coast, testing options for

the Highlands can begin, targeting early adopters in this region:ǂGbnjmz

of Zanakampielezanaǃ-andǂFousfqsfofvstand SalariedXpslfstǃ.

This staggered focus aims to create an aspirational product to the

trend-setting Aspiration Travellers, who are more readily able to

purchase such products . Their purchases will serve as social proof to

unlock demand for other market segments, who are expected to have

more demand, and perceive purchases as less risky, once the brand

recognition of Kabone Manadamina has been established. Tiered

approaches will also reduce barriers to entry for subsequent segments

of the market.

12
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Review of market -based sanitation discovery research (2021)
Strategic recommendations were divided into four high-level

areas/components that will help accelerate the development of a

sanitation market in Madagascar:

1. Creating an aspirational toilet product : Includes establishing

desirable features for a toilet product, rebranding and standardizing

the toilet, building credibility around brand and quality, and creating a

tiered offering for the early majority .

2. Demand activation : Involves creating targeted marketing content for

each segment, recruiting sales agents to work with masons and

training them with a human centered sales approach, and marketing

through door-to-door sales, events, and social media.

3. Strengthening supply chain: Includes identifying and training select

ǂqbttjpobufnbtpotǃwho are motivated in their business, and

developing and disseminating a ǂcvtjoftt-in-a-cpyǃsales and

marketing toolkit for them. In addition, partnering with hardware

stores, and strengthening and expanding existing sanitation

entrepreneur networks, including adding other key business actors

that can catalyze connections and building strong relationships

among actors to sustain the toilet supply chain in the future.

4. Improving financial access: Involves introducing flexible payment

plan options for both customers and masons. Leveraging VSLAs to

become a key mechanism for financial access, building on popularity

of mobile money for payments and savings, and repurposing

subsidies as discount vouchers that can ease barriers to toilet

purchase.

Lastly, in order to roll out the recommendations, a project roadmap was

developedwhich breaks down implementation into 3 key phases:

Preparation: Before Phase 1, RANOWASH must establish a dedicated

marketing team with expertise in market research and human-centered

design, select accessible geographies in the coast for the pilot, and

choose 2-3 masons in those geographies to partner with for activities .

Phase 1: This phase should be all about testing, learning and iterating

the activities in the 4 categories. Through a consistent feedback loop,

the project will be able to understand what works and what does not

work. Focus on (1) using rapid prototyping techniques to design and

develop a flagship aspirational product for the coastal Aspirational

Travelers, (2) testing marketing triggers, messages, and channels for

the aspirational traveler, (3) testing the idea for strengthening and

expanding existing sanitation entrepreneur networks and establishing

ways to incentivize hardware stores to partner more formally with

masons, and (4) holding exploratory conversations with mobile money

providers.

Phase 2: Focus on (1) training masons to build the aspirational toilet

consistently and at the same level of quality while testing tiered

offerings, (2) recruiting and train sales agents, and start advertising to

the Aspirational Traveler, (3) piloting the entrepreneur network and

solidifying the business relationship between hardware stores and

masons,and (4) testing payment plans and financial mechanisms

including mobile money and VSLAs.

Phase 3: Focus on (1) launching the tiered product offering, (2)

marketing to early majority in the Coast while testing marketing strategy

in the Highlands, (3) scaling and monitoring the entrepreneurship

network and hardware store collaboration, and (4) piloting the financial

mechanisms and flexible plans.
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Strategy review - Market Based Sanitation

Based on both RANOXBTIǃtinterest and findings from the

2021 research, recommendations point to a market -based

approach on how to implement a sanitation program and follow

key market -based principles such as:

ǒ Focus on catalyzing the purchase of toilets (as opposed to focusing on

use and/or the building of toilets) .

ǒ Engagepeople as customers and setting up a potential market base and

supply chain where customers can buy long lasting durable sanitation

solutions .

ǒ Build on behavioral economics evidence that when people invest in

something they are more likely to place higher value on it and therefore

take care of it.

ǒ Help businesses find profitable ways to sell toilets that are not readily

available.

The team has aimed to look at business models, engage people as

customers, and supply them with products and services they can afford . In

parallel improve the supply side: entrepreneurs, suppliers, distributors,

masons to provide them with increased incomes.

PROJECT BACKGROUND
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Strategy review - focusing sales on the early adopters first

By focusing sales on those who can afford toilets early in the program

(i.e. early adopters/first buyers), it sets the trend, allows time to design options

for those who have less financial means, and creates social proof along the way.

Leverage a target segment to accelerate the adoption of toilets and set the example for others.

They may not normally be considered traditional beneficiaries because they may already have a

basic, self-built toilet and do not practice open defecation . However, among rural Malagasis,

these early adopters have higher economic capacity and therefore the ability to catalyze the

purchasing decisions of more pragmatic buyers. They can build credibility of an idea through

social proofing and increasing desirability .

By refining how early adopters are targeted, opportunities can be unlocked for other segments,

essentially leveraging the capabilities of early adopters to inspire the early majority (who need

more proof) to increase demand.

In the longer term, a push from early adopters can spread out to other groups, with non-toilet

users being the last likely to adopt*.

Key triggers identified in the research such as status and pride, will be used to accelerate the

uptake of toilets by early adopters. After that different triggers, such as social proof, copying

and competition, can be used to target the early majority who have different motivations .

*Solutions ideally consider everyone,but strategically it will be more effective to select a few to create more impact within the

timeframe. It is recommended that RANOdoes not target non-users until later in the project design, outside the scope of this

strategy. (Existing CLTSsensitization program activities are alreadytargeting non-toilet users in parallel).

PROJECT BACKGROUND
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Strategy review - Using market segmentation

COAST HIGHLANDS

EARLYADOPTERS

Aspirational Traveler
Has traveled domestically in Madagascar, sees new things

they want to bring back to their hometowns, usually

trendsetters . Few barriers if any regarding ability and

willingness to pay. Target this group first .

EARLYMAJORITY

Competitive Copycat
Follow trendsetters, copy their behaviors to be like them

and/or compete with them. Seek to climb social ladders and

build status. Few-to-no barriers regarding ability and

willingness to pay.

Champion Mother
Has influence in household decision-making and wants to

secure a better future for her family . Needs more convincing

before making purchases. More conservative and risk-

averse regarding ability and willingness to pay.

EARLYADOPTERS

Family of Zanakampielezana
Have family members who live in cities and inspire new ideas.

Entrepreneurs and Salaried Workers
Connected to urban centers through good roads, have the

means to save,and open to trying something new.

Target markets were previously developed in the discovery research in 2021 and profiles developed across the adoption curve, from 
early adopters to laggards. Below is a summary of the key target market segments identified during the research.

PROJECT BACKGROUND

16



Strategy review - Targeting different groups sequentially

TheǂBtqjsbujpobmUsbwfmfsǃis the likeliest target segment to be

an early adopter for purchasing a toilet .

During the current RANOWASH project lifecycle, the early adopters in the

coast should be targeted first . Once the Aspirational Traveler has adopted

the product, they will provide the necessary social proofing for the early

majority in these areas, i.e. Competitive Copycats, who follow and

compete with others.

A secondary early majority group, the Champion Mothers can be targeted

later, since they have different motives to the Competitive Copycats and

need more time and financial options to make the decision to purchase a

toilet .

When Champion Mothers in the coast are being targeted and products

are being rolled out in the coast, this is when testing of early marketing

can happen in parallel for highlands early adopters (Family of

Zanakampielezana, and Entrepreneurs and Salaried Workers) for future

implementation .

Later groups will eventually be targeted over the long term, but have not

been included in the roll-out phase for this project. It will take time to

develop the market sufficiently to a point where late adopters will also

join.

Aspirational 
Traveler

Competitive 
Copycat

Champion 
Mother

Family of 
Zanakampielezana

Entrepreneurs and 
Salaried Workers

Target 
first

Target 
second

Target 
third

Start testing at the same time 
for Highlands early adopters

+

PROJECT BACKGROUND
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Immediate Next 
Steps:

Getting set up

Test the product

Phase 2:
Building a sales team, 

targeting early 
adopters

Phase 3:
Scaling, targeting early 

majority

Creating an Aspirational 
Toilet Product

Demand Activation

Strengthening 
Supply Chain

Improving Financial 
Access

Strategy review - MBS Phased Recommendations

Test targeted marketing 

continuously to measure 

effectiveness

Test mechanisms to bolster 

the supply chain

Explore trusted financial 

mechanisms and providers

Roll out the flagship Kabone 

Mandam and test tiered 

offerings

Recruit and train sales agents, 

and start advertising

Pilot the entrepreneur 

network and hardware store 

collaboration

Test financial mechanisms 

and flexible plans for early 

majority

Launch tiered product 

offerings in the coast

Begin marketing to the early 

majority

Scale and monitor supply 

chain strengthening initiatives

Pilot and monitor financial 

mechanisms and flexible 

plans

PROJECT BACKGROUND

Phase 1:
Developing and testing 

an aspirational 
PRODUCT

4-6 months 1 year 2-4 years
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Immediate Next 
Steps:

Getting set up

Test the product

Phase 2:
Building a sales team, 

targeting early 
adopters

Phase 3:
Scaling, targeting 

early majority

Creating an Aspirational 
Toilet Product

Demand Activation

Strengthening 
Supply Chain

Improving Financial 
Access

Goals for this project - Phase 1

Test targeted marketing 

continuously to measure 

effectiveness

Test mechanisms to bolster 

the supply chain

Explore trusted financial 

mechanisms and providers

Roll out the flagship Kabone 

Mandam and test tiered 

offerings

Recruit and train sales agents, 

and start advertising

Pilot the entrepreneur 

network and hardware store 

collaboration

Test financial mechanisms 

and flexible plans for early 

majority

Launch tiered product 

offerings in the coast

Begin marketing to the early 

majority

Scale and monitor supply 

chain strengthening initiatives

Pilot and monitor financial 

mechanisms and flexible 

plans

PROJECT BACKGROUND

Phase 1:
Developing and testing 

an aspirational 
PRODUCT

4-6 months 1 year 2-4 years
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Goals of this project - Phase 1

Following the recommendations that iDE provided for Phase 1, the

primary objectives of this project are:

1. to use rapid prototyping techniques to design and develop a flagship

aspirational product for the coastal Aspirational Travelers,and

2. to test marketing triggers, messages, and channels for the

aspirational traveler.

Secondarily, iDE will test the idea for strengthening and expanding

existing sanitation entrepreneur networks and ways to incentivize

hardware stores to partner more formally with masons, and will also hold

exploratory conversations with mobile money providers. These secondary

objectives will be considered more ǂmjhiuupvdiǃthan the primary

objectives, and will be more of the focus of Testing Phases 2 and 3.

Through a consistent feedback loop, we will use Phase 1 testing to

understand what works, what does not work, and refine the

recommendations for a better outcome. Using Human-Centered Design

and a lean approach, RANOWASH can go forward with an evidence base

for solutions, and embracing a ǂgbjmfast, learn gbtuǃmindset . Specific

objectives include:

Testing an aspirational toilet product

ǒ This includes testing toilet product, features, potential tiered options,

proving demand and will involve talking to Aspirational Travelers,

Passionate Masons, Competitive Copycats

PROJECT BACKGROUND

Testing targeted marketing

ǒ Creative concepts, marketing approaches/channels, key messages,

and brand ideas that create attention and trigger action from the

target audience

ǒ Iterating theǂKabone Mandamǃconcept, brand, and product features

ǒ Prototyping sales training kit materials and the best way to deliver

information to masons/sales teams

Earlyconceptual testing of mechanisms to bolster the supply chain

ǒ In recognition of the complexity of sanitation value chains,

especially where they are still emerging, and the many functions

required which cannot simply be played by one pioneering market

actor, iDE placed high emphasis on the testing the idea of

strengthening and expanding the existing sanitation entrepreneur

network concept according to its feasibility, desirability, and how it

could work.This group of various entrepreneurs, and public sector

actors would support the emerging sanitation value chain.

ǒ Gauging hardware store interest and partnerships

Hold early-stage conversations with finance stakeholders to explore

opportunities and partnerships

ǒ Financing opportunities and partnerships

ǒ Mechanisms - VSLAs,mobile money, savings wallets

ǒ Payment plans/preferences

ǒ Smart subsidies, discounts, vouchers

20
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About the iDE Innovation Lab

The iDE Innovation Lab )ǆUifMbcǇ*is jEFǃtin-house design,

research and strategy consultancy that focuses on social

innovation through bringing new lenses, approaches and ideas

to understand and address complex challenges in the

development sector .

Established as an iDEprogram in 2010 to fill the need for more innovative

ideas and designs in the iDE programs, The Lab has since grown to a

multi -disciplinary global team of ten designers, researchers and

engineers. The team works to tackle the complex challenges faced by

jEFǃtoffices around the world whilst also delivering extensive consulting

work for other clients such as The World Bank Group, CARE,Save The

Children,Royal Government of Cambodia, etc.

The lab designs around qfpqmfǃtneeds and aims to develop simple

solutions to complex challenges through using a human-centric approach

to social innovation that includes applied ethnography, behavioral

research, rapid testing and prototyping in order to improve the livelihoods

of rural communities . The foundation is always based on in-depth

qualitative research, and we use the behavioral insights uncovered in the

research to design new services, products, and communication materials

depending on the needs of the people for whom we are designing.

PROJECT BACKGROUND
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Project team
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Ľ?CЭƀInnovation Process

APPROACH

jEFǃtInnovation Lab designs around qfpqmfǃt

needs and aims to develop simple solutions to

complex challenges through a human-centric

approach to social innovation. Our process draws

from best practices in applied ethnography,

behavioral research, rapid testing, and

prototyping in order to improve the livelihoods of

the people we work with.

Our innovation process includes 12 steps that are

conducted iteratively, beginning with foundation

and discovery, followed by our ǂMfbsojohMppqǃto

test and refine ideas, and concluding with pilot

implementation and adaptive management.

Throughout our process, we emphasize the

importance of iterating, understanding that even

a successful pilot offers room for further growth

and innovation.

The foundation of our work is always based on in-

depth qualitative research, and using behavioral

insights uncovered in the research to design new

services, products, and communication materials

depending on the needs of the people. It has in-

depth experience in tackling sensitive and taboo

topics while ensuring that people are

safeguarded and treated with respect and dignity.
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In depth: prototyping and testing
With a set of prioritized recommendations in

place after the Discovery research in 2021, this

phase of work (Phase 1) involved establishing

metrics to test the recommended ideas in a

location that matches the criteria previously

mentioned, and then creating and testing a

series of prototypes from low-resolution to high-

resolution.

For iDE, a prototype is a simple, scaled down,

and cheap early version of the solution, or an

element of the solution, that the user can

experience in real-time. It can be anything from a

storyboard, paper cutout, sales pitch, or even a

short skit in which an experience is acted out.

Testing allows people to interact with prototypes

as realistically as possible, and gives our team

the opportunity to document their experience

and evaluate prototype performance in real-time.

During testing, we constantly evaluate how the

prototypes perform according to the

experimental metrics, and establish which

elements need to be changed for subsequent

testing and how they need to be changed. The

final output of testing is intended to be a ǂsfbez-

to-hpǃdesign and recommendations for a full

pilot in the target geography.

APPROACH
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Framework for building a sanitation marketing strategy

Following the same framework laid out in the discovery research findings,

the prototypes, testing, and recommendations in this report are

categorized into four components : product, demand creation, supply

chain, and finance.*

(Product) Creating an Aspirational Toilet Product

Build an aspirational product that early adopters want to buy and

developing tiered offerings to launch for other target segments later.

(Demand) Demand Activation

Attract and engage potential early adopter buyers through targeted

marketing and sales.

(Supply) Strengthening the Supply Chain

Develop partnerships with other supply chain actors, strengthen

relationships between business actors, and reinforce mason capacity to

facilitate linkages in the supply chain

(Finance) Improving Financial Access

Create alternative payment options for those who cannot afford upfront

lump sum cash payments to overcome purchasing barriers, and find

financial partners to help facilitate flexible, reliable payments.

Other components outside of this strategy that should continue in parallel:

Good governance: Maintaining overall transparency and accountability,

establishing appropriate regulations for growth, creating stability of the

regulatory environment for private sector activities, public sector

management and collaboration with policy-makers and government

actors to build a strong platform for the program to thrive.

Behavior change: Education and awareness-raising around good

sanitation practices is already happening in the RANOWASHprogram and

is complementary to the proposed market-based strategy, reinforcing the

importance of using toilets .

Monitoring : Robust monitoring and testing should be integrated

throughout the whole process to measure the impact of different activities

and adapted accordingly.

product

demand

supply

finance

behavior
changemonitoring

good
governance

*Note: these categories are high-level and serve as a simple way to envision a sanitation marketing
strategy. Severalother business model and marketing strategy frameworks have been used to support
the specific researchand prototyping questions explored in each category,such as the popular Business
Model Canvasand theǂ7Ps of Marketingǃ

APPROACH
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Field research locations

Testing Geography Selection Criteria

These criteria were developed to assist the RANOWASH team to select

testing locations with a strong potential for adopting and growing a

sanitation market. Criteria include:

ǒ Areas with sanitation knowledge and/or have been through sensitizing

activities .

ǒ Easyaccess to road.

ǒ Areas that have had success with the adoption of toilets (low practice

of open defecation) . The aspirational toilet is an improved toilet and

will be designed for the already toilet -user, build on existing success

to start with.

ǒ Areas that are close to a source of water.

ǒ Have 2-3 passionate masons within accessible proximity to

customers .

ǒ Close proximity to hardware store.

ǒ Cell phone reception/good connectivity .

ǒ Signs of development (e.g. satellite dishes, solar panels).

ǒ Areas where there are cloves and vanilla growing (seasonal high cash

flow) .

FIELD IMMERSION

Location Selections

Locations for each testing were selected through a collaborative effort

between the RANOWASH project team and the Home Team using the

criteria set out here, in addition to past experience working in each of

the RANOWASHproject areas.

Note that testing 2 only took place in a single commune (Lokomby) to

allow the project team the ability to construct multiple full -scale latrine

component prototypes to test in real-time with potential customers .

Testing 1: 

ǒ Atsinanana

ƺ Ilaka Est

ƺ Andovoranto

ƺ Mahatsara

ƺ Niherenana

ǒ Vatovavy & Fitofinany

ƺ Andemaka

ƺ Vohitrindy

ƺ Lokomby

ƺ Ampasimanieva

Testing 2:

ǒ Vatovavy & Fitofinany

ƺ Lokomby
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Who the team spoke to

FIELD IMMERSION

Testing 1

ǒ 75 households

ǒ 8 masons

ǒ 10 VSLAs

Testing 2

ǒ 34 households

ǒ 24 exhibition day rapid interviews

ǒ 1 religious leader

ǒ 4 local businesses

ǒ 11 masons

ǒ 1 VSLA

ǒ 3 mobile money providers

ǒ 3 local promoters
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Methods used for prototyping, testing, and additional research

DESKRESEARCH& EXPERTINTERVIEWS

Gathering information from secondary sources, literature reviews, and
experts to generate ǆcjhqjduvsfǇlearnings and facilitate the planning of
appropriate research strategy.

FOCUSGROUPDISCUSSIONS

Interviews conducted as a group. Understand how respondents interact
and talk to each other about their experiences. Gathering group
consensus on key research topics .

IN-DEPTHINTERVIEWS

Longer conversations with toilet users, non-users and relevant
stakeholders to learn, in their own words, their needs, challenges, desires
and aspirations in regards to research goals.

EXHIBITION DAY INTERVIEWS 
+ OBSERVATIONS

Exhibition days conducting rapid interviews to explore market actors and
solicit comments and feedback from shoppers. Supporting this with
observing behaviors at the market and homes to capture what people do
not explicitly
say and do.

FIELD IMMERSION

PITCH DECK

This is a simple tool used to visually present an idea to potential
customers to get feedback.

DRAWINGS& VISUALPRODUCTREPRESENTATIONS

Before resources are invested in high-fidelity prototypes, visual product
representations and drawings are a more affordable way to test overall
appearance, aesthetics, color preferences, material preferences, and
more.

PHOTOS

Photos of people in a particular setting, or experiencing a specific
situation or emotion can help a research team test emotional triggers
and messages that can be used in marketing and promotional material .

ǂFYIJCJUJPOEBZǃSALESDEMONSTRATION

A high-fidelity prototype testing including physical prototypes on
display, animation activities to attract potential customers, and
researchers serving asǂtbmftbhfoutǃto get customer feedback and test
real-world customer willingness to buy, and affordability, using a sales
sign up sheet. 66 real world orders from customers from the
Aspirational Traveller customer segment were received, validating
willingness to pay and affordability in this segment. The sign up sheet
has been included as an Appendix in the final deliverable.
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Conclusions and Recommendations



The Kabone Mandamina Product Offering

32

1. Shelter

2. Pit

3. Slab

4. Pan

5. Choices and tiered options

6. Pricing
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The product offering in depth - Shelter

The first shelter prototype testing was conducted using paper -based prototypes (3D drawings) and included a multitude of shelter designs, shapes, building 
materials, and colors. Results from this testing led the team to focus on developing high -resolution full -scale prototypes for f our primary shelter designs:

1. Round cinder block
2. Square cinder block
3. Round aluminum
4. Square aluminum

ASPIRATIONAL TOILET PRODUCT
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The product offering in depth - Shelter

High-resolution shelter prototypes after completion

1. Round cinder block
2. Square cinder block
3. Round aluminum
4. Square aluminum

ASPIRATIONAL TOILET PRODUCT
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The product offering in depth - Shelter
Customers prefer the square cinder block shelter

At the conclusion of the second testing, and factoring in willingness to pay, customers and masons alike preferred the square cinder block shelter over the 
others for the following reasons:

ǒ It is much more spacious compared to circular cinder block
ǒ It is easier from a construction standpoint to make a square than a circular shelter
ǒ Aesthetically, it is prettier than the other choices
ǒ Critically, it is more durable than aluminium, which was an important design consideration given that the area is extremely prone to cyclones.

ASPIRATIONAL TOILET PRODUCT

Labor only: 
$48.60 USD

Labor and 
materials: 
$177 USD
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The product offering in depth - Pit

Elevated pits are preferred, regardless of shape

Across both rounds of testing, customers preferred an elevated pit over a
buried pitƿregardless of priceƿbecause it reduces the likelihood of leakage
and pit collapse as a result of seasonal flooding . Some customers
commented that the idea of having an elevated pit is a novel concept, and
felt that it would be well-suited for the sandy soil in the East Coast region of
Madagascar. - regardless of price.

Factoring in the labor cost of digging compared to constructing a raised pit
with stairs, the price difference ended up being small, and did not weigh
much into customer preferences.

Square and round both acceptable, but square may be easier

While initial prototype tests revealed that there might be a strong
preference for square pits, high-resolution prototype testing in Lokomby
yielded that there is no tabou or significant preference around shape. That
said, customers did prefer a stacked shelter-pit design over an offset pit due
to the constricted available space for many households to construct a
latrine (exterior pit access still available for emptying). As such, pairing a
square pit design with a square shelter design would likely help with ease of
stacked construction .

Testing limitation - cinder block construction only

In the final round of testing, cinder block was the only material used in the
high-resolution prototypes because it is more readily accessible and
familiar to customers and masons in Lokomby. Researchersdid not test the
desirability of a circular concrete ring-lined pit for two reasons: (1)
preference for a raise pit with a square stacked shelter design would
potentially compromise the structure, and (2) concrete ring molds are
currently unavailable to masons in Lokomby.

ASPIRATIONAL TOILET PRODUCT

product
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The product offering in depth - Pit

High-resolution prototypes

ASPIRATIONAL TOILET PRODUCT

product
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