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Assainissement basé sur le marché (MBS) un défi pour tous




Pour Vous sur ce
VWebinar:

I Elements stratégiques
essentiels

2 Test de reponse du
marche
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3 Label, Branding et
structuration




marche

Activités?

Utilisation de I'approche
Human Centered Design (HCD)

3

Segmentation du marché
Les limitations actuelles

Les opportunités

|- Comprendre le

140

total
imterviewed

94

Customers
58 Women / 36 Men

71

Toilet Users
Highlands: 47
Coast: 24

11

MNon-Users
Highlands: 3
Coast: 8

12

Use not reported

Highlands: 5
Coast: 7

27

Private Sector
Actors

18

Masons
Highlands: 4 {4 men)
Coast: 14 (1 woman/13 men }

9

Hardware Store Owners
Highlands: 5 (3 women/2 men)
Coast: 4 (3 women/1 man)

19

Community
Actors

Fokontany Presidents
Highlands: 4
Coast- 2

7

Commune + Regional Government
Highlands: 4
Coast- 3

1

Traditional Leader (Ampanjaka)
Highlands: 0
Coast- 1

5

Health Workers
Highlands: 3
Coast- 2



|- Comprendre le
marche

Eléments marquants

Discours reflexe: I'assainissement
mene a la santé

La santé est un élément
important pour les clients mais
non décisif sur le marché




|- Comprendre le
marche

Eléments limitant la
« vendabilitée »

Il n’y a pas (encore) de valeur
percue a la latrine

Demande quasiment inexpressive
(Presque dans 'ombre)

Offre fortement fragmentée




|- Comprendre le
marche

Opportunités

Quand nous Malagasy Voulons
guelque chose, nous sommes prét
a payer

La motivation, la “psychologie”
pousse les gens a desirer quelque
chose

Les conditions sont matures pour
passer a la phase “marché”
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Pour vous:

Road map complet

Segmentation du marcheé

Séqguencage d’intervention sur ces
segments

Guide pas a pas sur comment
developer votre produit

Project roadmap overview

Guide pas a pas sur comment
activer la demande

iDE

Phase 1:

Immediate Next Steps:

Getting set up
aspirational PRODUCT

Test the product
Creating an Aspirational
Toilet Product

Test targeted marketing
continuously to measure
effectiveness

Demand Activation

Test mechanisms to bolster
the supply chain

Explore trusted financial

Improving Financial . .
prowng mechanisms and providers

Access

Developing and testing an

Phase 2:
Building a sales team,
targeting early adopters

Phase 3:
Scaling, targeting early
majority

Roll out the flagship Kabone Launch tiered product
Mandam and test tiered offerings in the coast
offerings

Begin marketing to the early
majority

Recruit and train sales agents,
and start advertising

Scale and monitor supply
chain strengthening initiatives

Pilot the entrepreneur network
and hardware store
collaboration

Pilot and monitor financial
mechanisms and flexible
plans

Test financial mechanisms
and flexible plans for early
majority

82



Pour vous:

Road map complet (suite)

Informations sur comment
structurer la chaine
d’approvisionnement

Informations sur les mécanismes
de financements envisageable
pour l'assainissement en milieu
rural




Where to start

Focus here now

1st
Early Adopters

Aspirational Traveler

Late Majority Long term: Bring more
product/finance options
to the market

Laggards

2nd 3rd
Early Majority Early Majority
Competitive Copycat Champion Mother

Build social proof and tiered options, introduce financial options



Creating an Aspirational
Toilet Product

Demand Activation

Improving Financial

Supply Chain

Establishing desirable
product features

Targeted marketing
content for sach
segmment

LA,

Rebranding b standardizing
tailet, building credibility

around brand & guality

S
29_5

agents and training
with HCS approach

‘Menu of options™: tiered

offerings for Early Majority

eeF \dEl
Marketing through

door-to-door sales,
events, & social maedia

Identifying and training
s#lect Fassionate Masons

"Business-in-a box"™ sales
& marketing toolkit

i
B

& building a sanitation
entreprenaur network

s
Flexible payment
plan options

28 =
2336

5

Using mohbile money
& discount vouchers



Christmas, New Year,

Annual
School fees due :;m

Vanilla harvest & processing: June - Seﬂ
i.'.':nm harvest: May Jul]r Clove hin'esl: Sept-Oct Com vamt: Dec-Jan

Litchi harvest: Nov-Dec
Main rice harvest: May-July

ﬂﬂ' season Rice harvest: Nov-Feb

5 s s &

Main Rice harvest: Ma‘r—Juh‘ Hunger season: Sept-Jan

znmmmm ] : Opportunity for Highlands to plan for tailet purchase

HIGHLANDS



Liens vers
Bonus: en Afrique

Pour nous inspirer Cumulative Latrine Sales v. Cost per Unit Sold

Pilot program Initiated Program re-toocled for scale-up
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YEARS INTO PROGRAM

In IDEs flagship sanitation marketing program in Cambadia, the program coat pes household decreased tanfald from 113 hesght of $326 per unit to 535 parunit
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Adaptive Design

2- test pilote (methode) e

Comment mener le ) |
Pilot
test de marché etcon

Foundation & ;
Alignment Q

Enquétes avec augmentation de Frong
résolution 0
- Partir de photos Y ot/ N et d
- Puis dessins 3D de prototypes 90 Q e

potentiels | ., Leaming A 4
- Prototypes reels sur base des choix Q st Loop

des 2 premiers tests

% &Learnin
Empaty-led =, gb . Ideation "
Discovery 2+ cycles o {

Design
Design Priorities
and Principles
(DPP)




FIELD IMMERSION

Key Research Approaches
A ) ‘ ’,” /' 3 ‘ High Resolution Prototyping ‘ High Res Prototype Field Testing

" Increasing resolution



Ampanjaka
Promoteurs locaux
Animation de masse

2- test pilote (méthode

Quels canaux de
communication?

Objectif étant de favoriser la
competition des ménages et la
prevue sociale de la valeur du




Support local a impact ++ (prendre
quelgu’un du village sur les supports)

2- test pilote (méthode)
Quels leviers psychologiques et Bien étre des enfants

quels messages? , ,
Statut social et propreté

Qualité

Ny haberonsn o en  ALa WA HMA by Wy
N 1y en
" ey

\ (
[-] D ‘ |
! -~
Vrws I’N”M uumom'M o
CLLL L
-~




2- test pilote (résultats)
Quelles ont été les
préférences des client?

Lokomby:

Fosse surélevée

Dalle recouverte de carreaux
La chaise anglaise

La superstructure en parpaing




2- Prototypes

Sur le site ranowash.org

- Plans de chaque prototype

- Devis des materiaux (année
2022)

- Dessins 3D utilisés lors des

tests

Les plans, designs et deuvis...
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SQUARE CINDER BLOCK SUPERSTRUCTURE

SECTION A-A

Scale : 115
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2- test pilote
Optimisations
Reduce cost-to-mason of expensive Materials, Resources, and Activities

The following costs are currently the most prohibitive for masons to afford without external up-front investment. For the purposes of testing prototypes,
these costs were coverad by the RANO WASH project, but in the long-term, external up-front investment from either an NGO, donor, investor, or financial
institution will be necessary..

Materials. {unit price)
Cinder block Mast desirable shelier and pit construction matenial becawss of its durability. Masons only need to | 1,575
pay this if customers buy a tumkey product (matenal + labour). Ctherwise this is a costto
custonmer.
Cement Mecessary for the mortar for cinder block shelters and pits, and for construcing all types of slabs | BB2
Irzn bar (fer1d) E==ential for the reinforcemsant of all types of slabs 4,148
Resources
Jacket uniform printed with logo Comeeys professionalism, dignity, and brand identity for sanitation entreprensurs 100,000
Promotional and sales materals printing and | Key contributor to mason's sales success - documeantation of professional branding. localized 265,500
plasticization promotion, and produect options were a customer favorite during testing.
Cinder block moulds E=sential for the creation of cinder blocks to build the most desirable types of shelter and pit 3,0000d =y
A ctiviti
Labor for square cinder block shelter On average, four days of mason's and workers” time to complete a cinder block shelter |2l]l|].l1!]



3- Label et branding

Le label et logo

Création du label “Kabone Mandamina” OnL
Professionnels avec des uniformes M andam i na

Cartes de visites

Une expertise

Et surtout une reputation a diffuser



3- Label et branding Les supports commerciaux

Marketing and Promotion Strategy

Customer-Brand Interaction (Tangible Promotion Materials)

Crucial points of customer-brand interaction so that
customers associate Kabone Mandamina with the
aspirational products and service offering that the
brand represents.

@ sales Pitch Deck

@ Mason Uniform

@ Business Cards

@ product Information Sheets

® 70 add in future: Proof of purchase or certificate
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Labor
only:
$19.40

nga ilaina : - Simenitra 1 lasaka USD
)
- Vat sio lehil
-Vy(fu‘lly)): 13 metatra sy J‘abor and
giLaroty materials

- Pilansa : 8 metatra
- Fantsika (70mm) : ky n f’:}‘ ‘$ﬁ3’ 40
usD

- Kapila karo (0,204/i'x 0,20m) : 2

t y raha miantoka entana ianao : 80 000Ar
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3- partenariat

Un exemple local de processus de financement avec ’ACEP

- CACEP

Aspirational travelers

Entrepreneurs loan Real astate loan

. 4

2000000 to 300.000.000 MGA

A 4

1,58% to 1,75%: per month (11 to 18 months of repayment)

A 4

GUARANTEE

Realty (House and land), Rolling stock (Car, Motobike,...), furnitures (table, chair, bed,...), Agricultural and Farming production (livestoks, corn, rice,...)
and Guarantor (friend, family member, institution, enterprise, society,company,...)

_ Mﬁvo / 7 REPAYMENT (11 TO 18 MONTHS)

Bt e ACEP office or Mobil Money [Airtel or Telma)




Ou trouver les
documents

Ranowash.org

ranowash.org>Le Projet>changement de
comportement et utilisation de
services>Market Based Sanitation




& o B E N werirn
= USAID ‘r&ﬁg (H) entreprencurs
M THE AMI PEOPUS | to end poverty.

Y
MWL FROM THE AMERICAN PEOPLE

NN A »/':'

A\ -

— Human-centered deslgnfor
= .. sanitation business development:

l

% 7 Approaches to building a business that meets the

aspirations of rural clients
; ! -

21 September 2022
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Document bonus:

Présentation iDE avec une

proposition de suite d’activités Lien

Ranowash.org>ressources>seminaires de
capitalization 2022> Human-centered
design for sanitation business
development



https://care.mg/ranowash/human-centered-design-for-sanitation-business-development/
https://care.mg/ranowash/human-centered-design-for-sanitation-business-development/
https://care.mg/ranowash/human-centered-design-for-sanitation-business-development/
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