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I. BACKGROUND 

The objective of this document—“Sanitation Marketing Strategy: Increasing Access to Sanitation 

Services in the Context of Urban Indonesia”—is to provide a foundation for the development, 

implementation, and evaluation of sanitation marketing interventions under the USAID Indonesia 

Urban Water, Sanitation and Hygiene 'Penyehatan Lingkungan Untuk Semua' Project (USAID 

IUWASH PLUS, or the “Project”). While the concept of “sanitation marketing” is broad, it is 

generally defined as the use of commercial and social marketing tools and approaches to the 

strengthening of both supply and demand for sanitation products and services1. As explained in 

greater detail in the definition of key terms and concepts below, the term “sanitation” in this context 

principally refers to products and services for on-site (decentralized) wastewater management.  

 Concerning the structure of the report, the remainder of Section 1, Background, provides an 

overview of the USAID IUWASH PLUS Project as well as summarizing the urban sanitation context 

in Indonesia. Section II, Marketing Strategy, outlines the key components of the USAID IUWASH 

PLUS strategy from both the supply and demand side of the sanitation services market. Finally, 

Section III, Getting Started, identifies the initial steps for implementing the strategy, including the 

portfolio of initial field activities in each region.  

1.1. Overview of USAID IUWASH PLUS 

The USAID Indonesia Urban Water, Sanitation and Hygiene 'Penyehatan Lingkungan Untuk Semua' 

(USAID IUWASH PLUS) program is a five-year initiative designed to assist the Government of 

Indonesia (GOI) in increasing access to water supply and sanitation services as well as improving key 

hygiene behaviors among urban poor and vulnerable populations. Implemented by DAI Global LLC, 

USAID IUWASH PLUS works with governmental agencies, the private sector, NGOs, communities 

and others to achieve the following "high level" results:  

• An increase of one million people in urban areas with access to improved water supply service 

quality of which at least 500,000 are from the poorest 40% of the population; and 

• An increase of 500,000 people in urban areas with access to safely managed sanitation. 

In support of this vision, the USAID IUWASH PLUS multi-year implementation strategy focuses on 

strengthening the urban WASH ecosystem of inclusive service provision. As shown in Exhibit 2, the 

WASH ecosystem is made up of an integrated network of WASH stakeholders that are linked 

through institutional and operational interdependencies. More specifically, key stakeholders—and 

the related USAID IUWASH PLUS programmatic components—are as follows: 

• At the center of the WASH ecosystem, poor households must be empowered to advocate for 

and finance improved WASH services as well as reaping the benefits of those services through 

better health and hygiene practices. Concerning sanitation services specifically, USAID IUWASH 

PLUS seeks to move poor households up the five service levels of the “sanitation ladder”, from 

no service at the lowest level (open defecation), upwards through the levels of unimproved 

sanitation, limited sanitation, and basic sanitation (improved facility not shared), to the ultimate 

goal of safely managed sanitation (Component 1). 

                                                
1 See: World Bank, 2018. Accessed from: https://www.wsp.org/toolkit/what-is-sanitation-marketing . 
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• Households connect directly to city/district WASH institutions, which are responsible for 

delivering services that safeguard public health and protect the environment. USAID IUWASH 

PLUS bolsters the capacity of these institutions through engagement of LG leaders, operator 

reform, and water resources protection (Component 2). 

• Local government WASH services are then be enabled by the national regulatory 

environment through policies, guidelines, and frameworks. USAID IUWASH PLUS capitalizes 

on local-level experience to share inclusive, city-wide best practices with national decision 

makers, influencing government policy and funding decisions (Component 4). 

• Finally, there is the critical flow of financing for WASH infrastructure, products, and technical 

assistance which enables and drives each element of the urban WASH ecosystem. Toward this 

end, USAID IUWASH PLUS expands financing opportunities at all levels, from the channeling of 

the Dana Alokasi Khusus to the development of financial products for households and small and 

medium-sized enterprises (SMEs) (Component 3). 

Exhibit 1: The Urban WASH Ecosystem 

 

USAID IUWASH PLUS works to strengthen the Urban WASH Ecosystem in close coordination with 

national government agencies such as Bappenas, MPWH and MOH, as well as 32 local governments 

(LGs) shown in the following table. 

Exhibit 2: List of Partner Local Governments (LGs) 

North Sumatra WJDT Central Java East Java SSEI 

1. Kota Medan 

2. Kota Tebing Tinggi 

3. Kota Sibolga 

4. Kota Pem. Siantar 

5. Kab. Deli Serdang 

1. DKI Jakarta 

2. Kab. Tangerang 

3. Kab. Bogor 

4. Kota Bekasi 

5. Kota Bogor 

6. Kota Depok 

7. Kab. Karawang 

1. Kota Surakarta 

2. Kab. Sukoharjo 

3. Kota Salatiga 

4. Kab. Magelang 

5. Kota Magelang 

1. Kota Surabaya 

2. Kab. Gresik 

3. Kab. Sidoarjo 

4. Kota Malang 

5. Kota Probolinggo 

6. Kab. Probolinggo 

7. Kab. Lumajang 

1. Kota Makassar 

2. Kab. Barru 

3. Kab. Bantaeng 

4. Kab. Bulukumba 

5. Kab. Maluku Tengah 

6. Kota Ternate 

7. Kota Jayapura 

8. Kab. Jayapura 
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While activities pertaining to sanitation marketing cut across all USAID IUWASH PLUS technical 

components, the strategy itself is implemented under the leadership of the Behavior Change 

(Component 1) team. As such, this Strategy directly supports the achievement of Component 1 

targets, specifically Results C1a, C1c, and C1d (see Exhibit 3 below) while also supporting the overall 

High Level Result of increase access to sanitation facilities (HR-2). 

Exhibit 3: Component 1 Indicators and Targets 

      

1.2. The Urban Sanitation Landscape in Indonesia  

Key Terms and Concepts 

Before discussing the Indonesian urban sanitation landscape in detail, it is first helpful to provide 

definitions of key terms and concepts: 

Sanitation: As noted in the introduction to his document, “sanitation” in the context of this 

document refers to the management of domestic wastewater with a specific focus on decentralized, 

on-site wastewater capture, collection and transport, and treatment options. The rationale for the 

focus on decentralized systems under the auspices of the USAID IUWASH PLUS Sanitation 

Marketing Strategy is that such systems—from latrines to water-tight septic systems—represent the 

default form of wastewater management for households in urban Indonesia. 

Sanitation Products: Sanitation products are physical materials and items that are used to construct 

the toilet facility and the septic tank. Above-ground products include the structure itself (the walls, 

and flooring, where applicable) and the ceramic gooseneck squatting plate (leher angsa in Indonesian). 

The below-ground products include the septic tank (or containment unit) and the piping that 

conveys the waste to the containment unit. 

• Toilet Facility: A “toilet facility” (often simply referred to as a “toilet”) consists of the above-

ground facilities that are constructed for the purposes of defecation, including the “goose-

neck” squatting plate (which serves as the interface between the above-ground facility and 

the below-ground disposal) and the associated walls and roof (or “superstructure”) that are 

used to provide privacy and protection from the elements.  

• Septic Tank: The septic tank is the below-ground containment unit that captures, stores, and 

provides basic (primary) treatment of domestic wastewater. Importantly, a genuine septic 

tank is water tight, meaning that it has a closed bottom and does not leak effluent directly 

into the ambient environment.  
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Sanitation Services: Distinct from 

products, sanitation services are 

those actions and/or processes 

carried out by a provider to 

construct, maintain, and operate 

sanitation systems. This includes 

the desludging of septic tanks, the 

transport of sludge, and the end 

treatment of sludge at a 

designated facility. 

 

The Sanitation Market: The sanitation market fundamentally consists of the buying and selling of 

sanitation products and services. As illustrated in Exhibit 4 above2, the market operates within a 

broader business environment and has three main types of actors: the household (or customer), 

enterprises and entrepreneurs, and sources of finance (e.g. microfinance institutions, cooperatives, 

or business offering supplier credit). Each actor faces distinct challenges to entering or operating in 

the sanitation market successfully, as summarized in Exhibit 5 below. 

Exhibit 5: Key Actors in the Sanitation Market 

 

Sanitation Marketing: Per the introduction, sanitation marketing is the use of commercial and social 

marketing tools and approaches to strengthen both the demand and supply for sanitation products 

                                                
2 This figure was adapted from Figure 7 on page 17 of Scaling Market-based Sanitation: Desk Review on Market-

based Rural Sanitation Development Programs, USAID, June 2018 

Market Actor Barriers to Market Entry and Operation 

Customer 

(Household) 
 Liquidity. A customer often lacks the cash on hand needed to make a big purchase. 

 Affordability. Even if customers desire improved sanitation, the sanitation products 

and services that are available to them are too expensive for them to afford. 

 Perceived value of sanitation. Potential customers do not place a high value on 

sanitation. Therefore, it is not a priority and acts as a mental barrier to market 

entry. 

Enterprise/ 

Entrepreneurs 
 Target market. There is lack of a “critical mass” of customers to serve profitably 

who are willing and able to pay.  

 Products and services. There is a lack of products and services that are acceptable 

to both customers and enterprises/entrepreneurs. 

 Delivery model. A wide range of delivery models exist which can confuse 

customers.  

 Sales and marketing. There is a lack of cost-effective methods to market products, 

as well as a lack of sales experience.     

Finance Providers  Market stability. Unpredictability, uncertainty, and price volatility make the 

sanitation market unattractive for business. Prices are especially volatile in areas 

where sanitation products and services are sometimes highly subsidized or even 

free, whether through private sector corporate social responsibility (CSR), 

government initiatives, or religious charity. 

 Profitability. The private sector is unsure how to make a profit in the sanitation 

sector, or even if it is possible. 

 Knowledge of the sanitation sector. The institutions with available capital do not have 

experience with or understand the sanitation sector, so they avoid it. 

Exhibit 4 Sanitation Market 
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and services. In other words, sanitation marketing is a promotional and capacity-building process that 

aims to boost demand for products and services while simultaneously ensuring the availability of a 

commensurate supply. 

Market-Based Sanitation: Closely related to the notion of sanitation marketing, USAID’s WASHPaL’s 

Project defines market-based sanitation (MBS) as “an onsite sanitation related product or service in 

which the user makes a full or partial monetary contribution (with savings and/or cash equivalents) 

toward the purchase, construction, upgrade, and/or maintenance of a toilet”.3 As such, the concept 

of MBS homes in on who pays for the product or service, emphasizing the responsibility of the user to 

cover some or all of the costs. 

Enabling Environment 

The Government of Indonesia (GOI) is committed to the achievement of the relevant targets under 

the Sustainable Development Goals (SDGs). In 2014, the GOI issued formal guidelines for Sanitasi 

Total Berbasis Masyarakat (Community-Led Total Sanitation, or STBM) in support of Sustainable 

Development Goal (SDG) 6 – ensure availability and sustainable management of water and sanitation for 

all by the year 2030 – and more specifically SDG 6.2 achieve access to adequate and equitable sanitation 

and hygiene for all and end open defecation, paying special attention to the needs of women and girls and 

those in vulnerable situations. As one of its pillars to achieving open defecation free (ODF) status and 

improved sanitation, the guidelines set out standards for latrine facilities which must be adopted in 

order to achieve ODF certification namely that they must have an upper structure (wall and 

rooftop), middle structure/interface (goose neck latrine, floor), and below-ground substructure 

(containment of wastewater). Through Presidential Decree No. 59 in 2017, the GOI issued 

regulations to support the achievement of the SDGs, and the GOI includes a goal of 100 percent 

access to improved sanitation in the Rencana Pembangunan Jangka Menengah (RPJMN), or Medium 

Term National Development Plan covering the period of 2015-2019. 

While the GOI continues to state that it will meet all of the SDGs by 2030, the budget to achieve 

SDG 6 is contraindicative. The Indonesian National Development Planning Agency, Badan 

Perencanaan Pembangunan Nasional (BAPPENAS), estimates that achieving universal access to 

improved sanitation by the end of 2019 will require IDR 273 Trillion from three sources: 52% (IDR 

143 Trillion) from the national budget, 21% (IDR 57 Trillion) from regional budgets, and 27% (IDR 

73 Trillion) from private sector Corporate Social Responsibility (CSR) and local communities. 

However, of the IDR 143 Trillion needed from the national budget, only IDR 35.6 Trillion has been 

allocated, leaving a gap of IDR 107.4 trillion. Unfortunately, there is no data readily available for 

regional or local community allocations or private sector CSR in sanitation, but even if they are 

successful in generating the targeted IDR 130 (48%) trillion combined, Indonesia will still fall well 

short of what is needed. 

                                                
3 The full report may be downloaded at: https://www.globalwaters.org/resources/assets/washpals/rural-mbs-

desk-review. 



USAID INDONESIA URBAN WATER, SANITATION AND HYGIENE PENYEHATAN LINGKUNGAN UNTUK SEMUA (IUWASH PLUS) 

SANITATION MARKETING STRATEGY 

6 

Exhibit 6: Budget needed vs allocation in Sanitation  

The IDR 143 Trillion would cover a variety of activities needed to increase sanitation coverage 

including infrastructure, health worker training, community engagement, and the development of 

markets. These requirements can reasonably be split between the public and private sectors with 

the private sector taking a more active role in the development of products and services to meet a 

demand created in collaboration with the GOI.  Yet successfully engaging the private sector beyond 

CSR in the sanitation sector will require a market-based approach, one that “crowds in” private 

sector businesses and entrepreneurs by fostering and shaping a market for sanitation products and 

services.  

Access to Facilities and Services 

The default form of domestic wastewater management in Indonesia is through decentralized, on-site 

systems. While the precise statistics are elusive, it is estimated that less than 2% of households in 

Indonesia have access to centralized (piped) wastewater treatment systems. According to USAID’s 

most recent Demographic and Health Survey (DHS) in Indonesia4, 80% of households in urban areas 

have a private toilet facility of some type (with 72% of households also reporting that their toilet is 

connected to a below-ground containment structure). From the remaining 20% of urban households, 

10% use a shared/public facility, 8% practice open defecation (in waterways, field, bushes, etc.), 1% 

rely on a latrine, and 1% use “other” facilities.  

At first glance, the DHS statistics for sanitation service provision in urban Indonesia are 

encouraging—after all, less than one in ten urban homes practices open defecation and the vast 

majority have a private toilet facility. The situation is, however, much more complex than these high-

level statistics initially indicate. While most urban households have private toilet facilities above 

ground that meet their needs for safety, dignity, and cleanliness, what happens below ground in terms 

of containment and treatment is a different story. The types of on-site wastewater systems vary 

greatly, in other words, when it comes to the extent to which they effectively capture pollutants and 

safeguard public health.  

To better understand the complexity of the urban sanitation landscape in Indonesia, in 2017 USAID 

IUWASH PLUS conducted formative research of water, sanitation, and hygiene (WASH) conditions 

faced by urban households, specifically those in the “bottom 40” percent (or “B40”) by wealth. The 

Project adopted a “mixed methods” approach to the collection of quantitative and qualitative data 

from the poorest 40 percent of the population across 14 municipalities, including the in-depth 

household observations, focus group discussion, and a survey of 3,458 urban households classified as 

B40. While the surveys were representative of the 14 municipalities only, they nonetheless provided 

a valuable window into the urban sanitation landscape. Based on the survey data, for example, many 

communities experienced a “reverse sanitation ladder” given the pattern of diminishing compliance 

at each step of safe wastewater management (See Exhibit 5).  

                                                
4 See: https://dhsprogram.com/publications/publication-FR275-DHS-Final-Reports.cfm 

35,6

143 (52%) 57 (21%) 73 (27%)

A LLOCA TION

NEED  

national regional community/CSR
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Exhibit 7: Access to sanitation facilities and services among formative research respondents 

 

Building from the statistics summarized in Exhibit 7, results of the formative research pertinent to 

the USAID IUWASH PLUS Sanitation Marketing Strategy include the following: 

• The overall percentage of households with a private toilet (i.e. above-ground structure and 

interface) was very similar to urban households under the DHS survey at 77%. While this value 

is slightly lower than the DHS result of 80%, it is also important to recognize the formative 

research deliberately targeted households in the bottom 40% by wealth. 

• While many households have a private toilet—meaning that they are able to afford the materials 

for the above-ground toilet facility (including the superstructure and interface)—where waste 

ends up is an entirely different story. 12% of households, for example, simply pipe waste directly 

into the environment, an approach which poses the same public health risks as open defecation. 

Equally important, however, is the fact that most households that reported having a containment 

tank below ground had not emptied that tank in recent memory. Fundamentally, this means that 

the containment tanks are not watertight and are therefore serving as conduits for wastewater 

into the environment. 

• Focusing on those with no private toilet (23% in total), 12% of all households surveyed relied on 

a shared or public toilet facility, 9% practiced open defecation, and 2.5% of respondents were 

uncategorized. Notably, nearly all of the households without some type of private toilet stated 

that they would like to install one. The principal barriers to following through with this demand 

were not surprising: affordability (cost of above and below ground structures) and space (both in 

terms of how the house was constructed and finding a location to actually install a facility). The 

issue of space arose in the focus groups discussions as well, with families living over water, for 

example, citing the challenges of building a toilet with proper septic tank.  

Taken together with the DHS survey, the results of the formative research confirm that the greatest 

threat to environmental and human health from domestic wastewater in urban areas is the absence 

of effective containment facilities. In other words, while most urban households are able to meet 

their private needs for safety, cleanliness, and dignity—and are able to pay for it—the broader public 

Disposal and Treatment 

of Septage 

Containment  

of Septage Toilet Ownership 
Separation of Feces from 
Direct Human Exposure 

23% of HHs  

have no toilet 

23% of HHs  

have no toilet 

23% of HHs  

have no toilet 

23% of HHs  

have no toilet 

77% of HHs  

have toilets 
65% of HHs  

have toilets 

13% of HH have toilets with 

proper containment 

Figure 1 
1.5% HH properly dispose of septage 

12% of HH have Toilets, but 
dispose fecal waste directly 

into the environment 

12% of HH have Toilets, but 
dispose fecal waste directly 

into the environment 

12% of HH have Toilets, but 
dispose fecal waste directly 

into the environment 

52% of HH have a toilet, 

but do not properly 

contain waste water 

52% of HH have a toilet, 

but do not properly 

contain waste water 

11.5% HH improperly dispose of 

septage 
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need for a clean environment and protection from disease remains largely unmet as pollutants are 

either piped directly into the environment or leak into the soil from ill-constructed containment 

tanks. This is not to minimize the importance of eliminating open defecation, but to simply 

underscore the magnitude of the health threat from the poor containment of wastewater by built, 

on-site systems. In this regard, the 2017 WASH Poverty Diagnostic produced by the World Bank for 

Indonesia found nearly half (43 percent) of “protected groundwater sources used by the B40 are less 

than 10 meters from an excreta disposal site such as a cubluk (soak pit) or septic tank (which are 

often poorly constructed and improperly sealed)”. 
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II. MARKETING STRATEGY 

2.1. Foundational Principles 

Building from the urban sanitation landscape discussed above, USAID IUWASH PLUS’ Sanitation 

Marketing Strategy is composed of the following five principles. 

First, the sanitation “market” is inherently local in urban Indonesia, thereby requiring an in-

depth understanding of the supply and demand context and the customization of marketing 

approaches accordingly. While the aforementioned national and regional statistics provide a 

helpful starting point, it is important to recognize that the creation, selling/buying, consumption, and 

regulation of sanitation products and services is generally carried out at the municipal level. Unlike 

services such as energy supply, for example, the role of national and international actors is limited, 

and products/services tend to be provided by entities—both private and public—that operate largely 

at the local level.  

Practically speaking, this means that access to service providers such as masons or septage haulers, 

for example, will likely vary from one community to the next. On the demand side, it means that 

market segmentation will also differ, with some communities having, for example, a greater 

percentage of homes without private toilets. As such, all USAID IUWASH PLUS sanitation marketing 

interventions must recognize the unique characteristics of each sanitation market and adjust targeted 

products/services and market segments in response. 

Second, individual transactions of sanitation products or services—from the construction of 

bathroom walls to the transportation of septage—take place within the context of the 

broader “value chain” of safely managed sanitation services. Exhibit 8 below illustrates the 

stages of this value chain for a household with private sanitation facilities (including bathroom, toilet, 

and septic tank), including containment, emptying, transport, treatment, and disposal/reuse. As 

indicated by the accompanying text boxes, actors from both the private sector (green shading) and 

public sector (brown shading) perform specific functions/roles at each step of the value chain. In 

some cases—such as the transport of septage waste—a function may be performed by either the 

private sector or public sector. When designing behavior change interventions at a specific step in 

the value chain, therefore, USAID IUWASH PLUS will keep in mind how targeted technical support 

and behavior change messaging contribute to the broader strengthening of the local sanitation value 

chain. This is especially important in the urban environment in which the Project works given that 

GOI regulations mandate water-tight septic tanks which, by extension, require emptying of waste 

and the treatment of that waste at a nearby facility. USAID IUWASH PLUS cannot, in other words, 

focus exclusively on, for example, the fabrication and selling of the above-ground toilet materials 

without also addressing how waste will be then be contained, transported, and treated. 
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Exhibit 8: The stages of safely managed value chain 

 

Third, marketing is fundamentally about creating value and not simply communication. 

Commercial marketing in the private sector is the process of creating, communicating, and delivering 

value to customers with the objective of providing and sustaining benefits to a business. Conversely, 

social marketing in the sanitation sector seeks to sell a desired behavior, with the primary objective 

of benefitting society in terms of social gain. Within these broad parameters, the focus of 

commercial marketing is on building relational value and trust between a business and its customers, 

which in turn will drive increased sales of physical products or services. Commercial marketers seek 

to satisfy individual needs, while social marketers seek to satisfy societal needs. 

It is important to note that these approaches to marketing are not entirely different, nor mutually 

exclusive. Notably, a customer orientation and a deep understanding of the market landscape are 

critical to both, as are market research, market segmentation, and the consideration of all four P’s 

(price, product, promotion, and place). However, successfully leveraging the private sector in the 

sanitation sector will mean emphasizing individual ownership of sanitation facilities. 

Fourth, stemming from the above, developing and delivering an effective value proposition must 

go hand-in-hand with affordability. In the sanitation sector, it is an all too common perspective 

that the poor cannot afford sanitation products or services – such as a toilet with septic tank or 

desludging. Because there is great concern for the wellbeing of the poor in Indonesia, the result has 

been widespread subsidization of sanitation products and services, on religious grounds, through 

corporate social responsibility (CSR), and through government programs. Yet little has been done to 

make sanitation products and services attractive to customers. For example, BCC and social 

marketing in the WASH sector typically seek to use health and hygiene messaging to change 

behavior.  

However, poor people do find ways to afford things, such as a cellphone, when the value proposition 

is strong. Therefore, the reality may be that other messaging may resonate more strongly with the 

poor and motivate them to purchase sanitation products or services. For example, in the Behavior 

Change Formative Research conducted by USAID IUWASH PLUS, B40 participants in focus group 

discussions cited convenience, less embarrassment, safety, and product cleanliness ahead of both 

environmental and personal health as advantages for having a toilet in the home. Clearly, sanitation is 

more highly valued when defined in aspirational and social value terms. Getting the marketing 

message right – one with a strong value proposition for the poor – is crucial to realizing the 

customer behavior change ultimately desired in the private sector: buying a new product or service.   
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Finally, USAID IUWASH PLUS will strive to bring the sanitation sector to the market, not bring 

the market to the sanitation sector. There is wide recognition that the private sector must be 

engaged more effectively if Indonesia is to reach the Sustainable Development Goal (SDG) of 

universal clean water and sanitation for all by the year 2030. The Indonesian government simply has 

not committed the resources to incentivize the attainment of this SDG on its own. To engage the 

private sector, most market-based initiatives have attempted to bring market-based approaches to 

the sanitation sector. However, this approach is backwards. Instead, we must bring the sanitation 

sector to the market.  

The difference is subtle, but extremely important. When actors try to bring the market to the 

sanitation sector, the attempt too often seeks to bend the market to the social and societal 

objectives in the sanitation sector. The result has been market subsidization, distortion, and 

disruption. Instead, market forces must be allowed to function, specifically those value-seeking 

private sector forces that will incentivize local innovation, which in turn will drive the scaling and 

replication of sanitation product and service delivery to the poor.  

Subsidization can still happen but must be done as an investment. For example, a commercial 

business can give product or service discounts or even give a whole septic system and toilet away. 

However, any type of direct subsidization needs to be done to generate and reinforce a value 

proposition so that the next customer will see the value and will pay for the product or service. To 

enable this to occur, the sanitation sector needs to be brought to the market, thereby shifting the 

perception that sanitation is a public good paid for by government to one where sanitation is a 

private good paid for by the individual. Adjustments will need to be made in the sanitation sector to 

leverage market forces, not the reverse. 

2.2. Focal Areas 

This USAID IUWASH PLUS sanitation marketing strategy consists of three distinct focal areas which 

are considered integral to the development of a robust sanitation market: 

A. Products: Supply and demand of toilet facilities, including the superstructure (wall and flooring 

materials) interface (gooseneck squatting plate and piping), and substructure (septic tank); 

B. Services: Supply and demand for bathroom installation services and desludging services; and 

C. Financing: The availability of loan products that improve affordability through amortization. 

In line with the foundational principles above, this strategy takes a facilitative, systems approach by 

identifying, engaging, and working through partners to map the local sanitation value chain, home in 

on specific products and services, and create compelling value propositions that are linked to 

financing. In some cases, USAID IUWASH PLUS will partner with local marketing experts or firms to 

develop and implement business and institutional marketing plans based on delivering an effective 

value proposition to the poor. In other cases, USAID IUWASH PLUS’s Component 1 team may 

directly assist partners to develop marketing plans.  

While other business partners may emerge as the market grows and evolves over time, the first 

partners for marketing and selling toilets with septic tanks are WASH entrepreneurs, microfinance 

institutions (MFIs), and their construction partners; for desludging services, the main partners are 

Unit Pelaksana Teknis Dinas Pengolahan Air Limbah (UPTD-PALs), or Technical Service Implementation 

Units for Domestic Wastewater Treatment, as well as private desludging operators. Marketing 

experts or firms will give these partners (or “implementers”) marketing, sales, and promotional 
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support. Through the sanitation marketing implementers, a range of promotional tactics will be used 

to attract a cadre of buyers. In turn, these buyers will be leveraged for testimonial advertising which 

will then be used to create prestige messaging campaigns. 

An important objective of the USAID IUWASH PLUS Sanitation Marketing Strategy will be to instill 

a sense of personal ownership amongst sanitation “consumers” as households embrace the 

responsibility of safely managed sanitation services. As described further below, USAID IUWASH 

PLUS will provide technical assistance in client segmentation and mapping, promotion and marketing 

(including sales), and WASH product development. In addition, the value propositions identified 

through the formative research—including “being a good neighbor” and “taking care of your 

family”—will be integrated into marketing messages for both products and services. 

2.3. Sanitation Marketing: 5 Steps 

As illustrated in the flow chart for the sanitation marketing strategy shown in Exhibit 4 on the next 

page, USAID IUWASH PLUS’ sanitation marketing efforts will be closely coordinated and integrated 

with the BC strategy, which together will work toward the ultimate goal of increasing sales of 

sanitation products and services.  

The USAID IUWASH PLUS Sanitation Marketing Strategy consists of five steps: 

1. Local government (Kota / Kabupaten) site selection; 

2. Sanitation market mapping, including a supply-side analysis and a demand-side analysis of the 

sanitation market at the local (municipal) level; 

3. Stakeholder engagement with the private sector, government, and civil society; 

4. Strategic planning, focused on the development of marketing and sales plans; 

5. Technical assistance to stakeholders to support the implementation of marketing and sales plans. 

Such assistance may include: identifying and targeting specific consumer segments, developing or 

improving products, developing or improving delivery models, or other capacity development 

related to sales and marketing  

Steps 3, 4, and 5 are iterative, with new stakeholders engaged continuously. USAID IUWASH PLUS 

will assist each stakeholder individually with strategic planning (step 4) and technical assistance (step 

5).  Because the process is iterative, USAID IUWASH PLUS will work with multiple stakeholders 

simultaneously, though specific activities with each may differ, depending on the timing of their 

engagement, their marketing and sales plans, and the technical assistance that is needed. 
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Exhibit 9: Process flow chart for the sanitation marketing strategy 

 

 

 

Each of the five steps is described in more detail below: 

Step 1: Site Selection 

Local government site selection is based upon four main criteria: (1) interested and capable MFI(s) 

and WASH entrepreneurs (2) a functioning and interested UPTD-PAL, (3) supportive local 

government, and (4) a large pool of potential B40 customers. While it is unlikely that all local 

governments engaged over the course of the program will possess fulfill all criteria, they nonetheless 

serve as a starting point for the evaluating potential locations.   

In May 2018, USAID IUWASH PLUS selected Bogor City as the initial site for launching the 

sanitation marketing strategy, using a qualitative assessment tool to rank and select amongst a 

shortlist of sites. As shown in Annex 1, Bogor City ranked highly in all.  During PY3 USAID 

IUWASH PLUS will build from its experience and lessons learned in Kota Bogor and expand 

sanitation marketing activities to other regions. In this regard, similar launch events are already 

underway in USAID IUWASH PLUS’s other regions, with a minimum of one to two municipalities 

expected to be implementing sanitation marketing interventions by the middle of PY3. 

As USAID IUWASH PLUS selects new municipality beyond Bogor, it is important to note that each 

municipality may not meet all four criteria; at a minimum, however,  each targeted locale must at 

least have interested MFI(s) or WASH entrepreneurs and a large pool of potential B40 customers. 

The stakeholder workshop in each selected site will be tailored to address any gaps, especially if 

there is no functioning UPTD-PAL in the area and/or the local government is unsupportive. 

Step 2: Market Mapping & Business Inventory 

In each selected municipality, USAID IUWASH PLUS will begin with sanitation market mapping, 

including a supply-side analysis and a demand-side analysis of the sanitation market at the local 

(municipal) level.  
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Supply-Side Market Mapping. To evaluate the availability and accessibility of sanitation products 

and services in a given municipality, USAID IUWASH PLUS will complete a sanitation business 

inventory. Once completed, the inventory will be used to identify the key sanitation business players 

in the local sanitation “value chain”.  The inventory of sanitation service providers will include the 

following categories:  

• Desludging and transporting services, 

• Shops with construction materials (cement, closed/leher angsa, bricks, pipe etc), 

• Construction companies,  

• Individual contractors,  

• Masons,  

• Fiber septic tank companies, and 

• Treatment operators  

Identifying all the sanitation businesses and service providers active in each area will help USAID 

IUWASH PLUS to adapt its approach for sanitation marketing to the strengths and weaknesses of 

each area. For example, one area may have many qualified masons, but limited sources of financing 

(MFIs) to help make construction services more affordable. Another may have multiple MFIs but few 

available sources of construction material. Therefore, implementation will differ from area to area. 

The tailored approach in each area will include prioritizing which businesses will be engaged first by 

USAID IUWASH PLUS.  

USAID IUWASH PLUS has developed a template and guidelines to facilitate the completion of the 

sanitation business inventory in each selected municipality. The USAID IUWASH PLUS Wash 

Facilitator in each region will collect the data and report it to the regional and national behavior 

change/marketing (BC/M) specialist. Data collection for the sanitation business inventories began in 

mid-PY2 and is expected to be completed by early PY3. Following the sanitation business inventory 

USAID IUWASH PLUS will assess the capacity of the identified businesses and tailor training and 

mentoring to meet their needs. 

Demand-Side Market Mapping. Sanitation service providers represent just one side of the 

market; thus, in order to develop a comprehensive and responsive local sanitation marketing 

strategy, USAID IUWASH PLUS will also evaluate the “demand-side” of the market in the form of 

the potential customers (also referred to as service “buyers”). In Kota Bogor, the market mapping 

on the demand side is data per sub-district on the sanitation access based on monev STBM data, 

combined with data B40 from TNP2K to know the economic status of potential buyers. More 

specifically, the Project will build profiles of the access to sanitation services in the sub-districts and 

kelurahan/desas of each municipality, looking for demographic trends and service disparities amongst 

the communities in each municipality. Mapping these trends will serve as the foundation for 

customer segmentation during Step 3, Stakeholder Engagement. 

Illustrative Data Sources. The usefulness of local sanitation market mapping will depend upon 

the acquisition of reliable datasets. In this regard, USAID IUWASH PLUS will rely on known datasets 

which include, but are not limited to, the following: 

1. Formative research data 

2. Sanitation access data (STBM, EHRA, or own-census) 

3. Data priority area from local government 
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4. Grant data (from government and CSR) 

5. Service area from WASH service providers 

6. B40 and non B40 data 

7. City planning data. 

Step 3: Stakeholder Engagement 

The stakeholder engagement process will consists of two workshop and several meetings as 

necessary.  

Launching Workshop. In each selected area, the preparation process of the sanitation marketing 

strategy will be launched officially with a stakeholder workshop. The main goal of the stakeholder 

workshop in each area will be to get the “whole system in the room” – meaning individuals 

representing all parts of the local sanitation system – to obtain a shared understanding of the activity 

and alignment with the sanitation marketing strategy. By the end of the workshop, there will be 

general agreement among stakeholders on how to best align marketing, promotion, and messaging 

to shift the public perception of sanitation as owned by government to one of individual ownership 

and responsibility. The first workshop will include relevant LG offices, MFI (including bank), CSR, 

desludging operator and Sanitation entrepreneurs. In some cases, new potential partners, such as 

MFIs that USAID IUWASH PLUS has not previously worked with, may need to be engaged before 

the stakeholder workshop in each area to generate interest and attendance.  

The agenda of each “launching” workshop will be tailored to the context of the respective sanitation 

market, the principal objectives will include: 

• Getting local government buy-in into the market-led approach, including alignment with private 

sector value-seeking incentives;  

• Detailing how social and commercial forces will be made to work effectively in the same area, 

especially if there are grant or subsidization programs for sanitation products and services in the 

area; and  

• Detailing role and responsibilities from each stakeholder to implement market based approach 

• Obtaining commitment from MFIs and desludging operators to test marketing and selling 

sanitation products and services. 

Participatory Market Mapping Workshop. Once interest, consensus, and commitment from a 

core set of stakeholders is obtained in the first workshop, USAID IUWASH PLUS will drill down 

into the details of the local sanitation market in a second workshop with stakeholders. More 

specifically, USAID IUWASH PLUS will walk through the data collected during the evaluation of the 

supply side and demand side of the sanitation market in the respective municipality. Together, 

USAID IUWASH PLUS, businesses active in the sanitation sector, financing institutions, and local 

government representatives will discuss apparent weaknesses in the sanitation value chain as well as 

home in on specific communities and neighborhoods where the opportunities for impact are 

greatest.  

In addition, USAID IUWASH PLUS will present localized data and findings from formative research, 

as well as information relevant to the implementation of the sanitation marketing strategy from 

other USAID IUWASH PLUS sources, including Sanitation Hotspots, the BC Strategy, market 

segmentation, and the MFI Toolkit. Data and information from these sources will be shared to 

further motivate interest among MFIs and WASH entrepreneurs to market and sell the septic tank 

and toilet products, to stimulate interest by desludging operators in linking desludging services to the 
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clients of MFIs and WASH entrepreneurs in the area, and to build and reinforce local government 

support for private sector participation.  

Each of the main actors that USAID IUWASH PLUS will work with during the stakeholder 

engagement process—along with the roles and main focus of each—is detailed in the graphic below:  

Exhibit 10: role and responsibility of each stakeholder in Sanitation marketing 

 

Market Segmentation 

 One of the most important aspects of the participatory 

market mapping workshop will be the segmentation of 

prospective customers in the sanitation market. Indeed, the 

identification and delineation of the characteristics that make 

different groups of customers unique—and their associated 

sanitation needs—is fundamental to successful marketing.(see 

text box. For example, among potential B40 clients, there are 

clients who can pay, but also people that may not be eligible 

for a sanitation loan because they already have a loan 

outstanding for working capital. In addition, there are likely 

extremely poor clients in any given area who cannot afford a 

loan of any kind and may need “smart subsidies” in one form 

or another.. Finally, as stated earlier, households make 

decisions to invest in sanitation facilities for different reasons, 

including convenience, less embarrassment, safety, and 

product cleanliness as advantages for having a toilet in the home. Therefore, mapping / segmentation 

of potential clients by current sanitation access level, income, repayment capacity, and value drivers 

Market Segmentation is the process of dividing a 

market of potential customers into groups, or 

segments, based on different characteristics. The 

resulting segments are groups of consumers who 

have something in common that can be used to 

optimize marketing. Consumers in the same 

segment will respond similarly 

to marketing strategies because they share traits 

such as similar interests, wealth, ability to pay, 

needs, or locations. Businesses commonly 

segment markets by customer needs (product or 

service functionality requirements, customer 

preferences (for example, the color of a product), 

lifestyle, culture, demographic, geography, 

income, price sensitivity, risk and perception of 

risk, among others. (Marketing Dictionary by 

Trackmaven) 
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will be critical to effective marketing, and USAID IUWASH PLUS will inform, guide, and support 

segmentation efforts.  

MFIs likely already have their own client assessment and segmentation processes. Therefore, the 

specific support in client segmentation that USAID IUWASH PLUS will provide will differ from area 

to area, but may include qualitative and quantitative surveys, data gathering and analysis, and possibly 

spatial maps such as those developed by USAID IUWASH PLUS in sanitation hotspots. 

Other USAID IUWASH PLUS resources 

As part of the stakeholder engagement process, USAID IUWASH PLUS will also share with 

stakeholders the relevant data, information, and tools generated by the Project such as the 

Sanitation Hotspots, the Behavior Change Strategy, the Microfinance Toolkit, and the WASH 

Microfinance and Grant Beneficiary Study. This data and information will be extremely valuable for 

partners to develop and implement sanitation marketing and sales plans. Each is briefly described 

below. 

Sanitation Hotspots. USAID IUWASH PLUS identified 95 sanitation “hotspots” in the five 

provinces targeted by the Project. An area is designated as a hotspot if it has at least the following: a 

high density of poor households (especially B40), a shared WASH facility serving a number of 

households, a plan for expanding sanitation services (on site, communal, septage management) and 

related WASH programs by local government. 

To date, USAID IUWASH PLUS has established baselines in each of the hotspots in terms of B40 

density, household sanitation access, and the availability of government-sponsored WASH programs. 

Over the next 3 years, USAID IUWASH PLUS will facilitate community entry and engagement 

activities in each area. Progress will be monitored, evaluated, and reported every six months, in 

order to learn and adapt and improve implementation over time. In some cases, areas selected for 

the implementation of the sanitation marketing strategy will include, or overlap with, sanitation 

hotspots. Where this is true, USAID IUWASH PLUS will ensure that data generated from the 

sanitation hotspots is shared with partners in the sanitation marketing strategy, especially local 

government, desludging operators, MFIs, and WASH entrepreneurs and enterprises. 

Behavior Change Strategy. The Behavior Change (BC) Strategy is included in the process flow 

chart in Exhibit 9 above and provides guidance on WASH promotion, especially to change behavior 

and to increase access to water and sanitation facilities. As highlighted in the BC Strategy, the timing 

of behavior change communications should align with the provision of services as they become 

available, notably for desludging and connection to piped water. Therefore, the BC Strategy 

complements the Sanitation Marketing Strategy by supporting initiatives to increase WASH access to 

services and products through WASH product marketing and hygiene promotion. As with sanitation 

marketing, behavior change promotion and marketing include efforts to increase access to finance, 

including microfinance as part of Component 3 of USAID IUWASH PLUS. The BC Strategy is guided 

by the Integrated Behavioral Model for Water, Sanitation, and Hygiene (IBM-WASH), as a 

conceptual framework and informed by Behavior Centered Design theory and processes. 

Specifically, it: 

• Targets the urban poor and vulnerable populations; 

• Addresses seven key behaviors targeted by USAID IUWASH PLUS BC programming related to 

household investment in WASH products and services, handwashing with soap (HWWS), and 

household water treatment and storage (HWTS); 

• Articulates target audiences for each of the identified behaviors;  
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• Responds to the sector’s broader need to improve market-based approaches in WASH product 

and service provision while balancing the support needs of the poorest 40% of the population; 

• Aligns closely with Government of Indonesia (GOI) programs and initiatives (specifically STBM 

and Percepatan Pembangunan Sanitasi Permukiman (PPSP);  

• Reflects the findings and recommendations of the USAID IUWASH PLUS gender analysis and 

assessment;  

• Provides further focus to existing community mobilization and advocacy initiatives underway in 

Indonesia, and where possible integrates messaging and interventions. 

WASH Microfinance Toolkit. To increase access to finance in the WASH sector by attracting 

microfinance institutions (MFIs) to enter the sanitation market, USAID IUWASH PLUS developed a 

WASH microfinance toolkit in collaboration with BAPPENAS that an MFI can use to develop and 

tailor WASH financing products to target a specific market area or segment. The toolkit helps MFIs 

to enter the WASH sector by understanding demand (promotion and marketing), assessing supply 

(masons, contractors, septage haulers, etc.), and provides technical guidelines and tools to assist in 

the development of WASH financial products. The WASH Microfinance Toolkit includes the 

following sections: 

Section Content 

General Overview Information on the WASH sector and stakeholders, focusing on the potential 

market for MFIs 

WASH product 

development research 

Guidance for research that an MFI can do to use for developing WASH 

financing products  

Wash Product Understanding types of WASH products, including technical guidelines 

Identifying suitable 

suppliers 

Understanding local needs and potential suppliers, establishing a supply strategy 

Technical Information Construction guide for masons of several septic tank options, guidelines for 

calculating the construction costs and monitoring construction 

Promotion and Support 

Tools 

Guidelines for developing a promotion strategy (including development 

content) for an MFI to market its WASH products 

MFI operational 

adjustments 

Information and guidance related to operational adjustments needed to 

incorporate WASH financing, including guidelines for a pilot 

Other related forms and 

templates 

Templates and forms for a WASH financing product, including monitoring 

form, application form, credit assessment, and others 

 

WASH Microfinance and Grant Beneficiary Study. In PY2 USAID IUWASH PLUS conducted 

a quantitative survey to analyze the sanitation market in locations where there is an overlap between 

a subsidized government program and commercial microfinance. Survey areas that were identified 

included Medan and its surroundings, Bogor, and Tangerang. Segmenting the communities using 

wealth quintiles, the study examined the WASH microfinance market and WASH-related grants or 

subsidy programs target to get a better picture of the segments that each intervention serves, to see 

if any overlap occurs, and the impact.   

The data collected in the survey was analyzed by using the wealth indexing methodology used for 

the Demographic Health Survey (DHS), a representative household survey that provide data for a 

wide range of monitoring and impact indicators in the area of population, health and nutrition. The 

DHS wealth index is a composite measure of a household's cumulative living standard. The index is 

constructed using easy-to-collect information on a household’s ownership of selected assets (such as 

a television, refrigerator, or mobile phone), the type of materials used for housing construction 
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(such as whether the walls are brick or wood), and the type of water access and sanitation facilities 

used by the respective household. The data used in the construction of the current Indonesia 

Wealth Index comes from the 2012 country-level survey conducted in partnership with Badan Pusat 

Statisik (BPS). 

As highlighted in the study, careful analysis of the data that was collected revealed a number of 

important points: 

• Public awareness of the WASH sector is limited, and this is especially true among microfinance 

institutions (MFIs). Even though some donor agencies and programs are beginning to introduce 

the WASH sector as a potential market for MFIs, it is still considered limited and at a very early 

stage. There is no official or structured effort to provide a clear picture of the WASH sector to 

MFIs.   

• Most MFIs were not aware of government socialization on the importance of sanitation.  Thus, 

the government’s effort have had minimal impact on MFIs, even for those that are day-to-day 

dealing with customers that are also targeted by the government in the WASH sector. Even 

when MFIs are made aware of the need of proper household sanitation, there is no existing local 

business model for them to operate in the WASH sector.    

• During in-depth qualitative observations, most grant respondents were not aware of the 

availability of WASH loan products from MFIs including microfinance respondents in Deli 

Serdang North Sumatra (where a WASH-related loan product exists). Clearly, awareness of the 

possibility of taking a WASH-related loan is low, suggesting the critical need for the MFI to 

market its WASH loan product. 

• Though the ODF government program that was examined did not specifically target low income 

people, most households that practice open defecation were found to be very low income. 

• Most MFI group loan clients were not served by any formal financial institution prior to 

engagement by the MFIs.   

• A challenge some MFIs face where there is an overlap with a grant or subsidy at the community 

level is that clients’ request for a delay in taking out the WASH loan in order to wait and see if 

they are eligible for a grant. 

• At the B20 and B40 levels, MFIs already segment poor clients in the market between productive 

and non -productive poor. The MFIs largely do not target the unproductive poor. 

• The understanding and local knowledge that MFIs have of their target market has enabled them 

serve the market sustainably, thus any grants extended in the area need to reach the non-

productive poor, so as not to disrupt market sustainability. 

• Most low-income households do not have sufficient collateral to guarantee a loan, thus the 

group loan model is most suitable for servicing unsecured WASH loans. For MFIs that require 

collateral, a guarantee mechanism can replace the collateral requirement and reduce risk for the 

MFIs. The Guarantee scheme should be provided by a company regulated under the Financial 

Services Authority (Otoritas Jasa Keuangan/ OJK).  

Step 4: Strategic Work Planning 

Subsequent to the stakeholder workshops in step three above, USAID IUWASH PLUS will assist the 

Local Government to convene WASH enterprises and entrepreneurs, as well as MFIs and other 
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sources of finance, and prepare a strategic work plan to  implement a market based approach to 

accelerate sanitation access.  

The objectives of the meeting are: 

• Agree on the results of market mapping and market segmentation; 

• Develop plans based on market mapping and market segmentation, including what support they 

need to implement the plan; and 

• Foster commitment to implement the respective plans based on the discussion. 

USAID UWASH PLUS will then assist local governments to implement the results of the market 

segmentation, including the identification of potential grant locations, the development of regulations 

for smart subsidies, and capacity building in the engagement and strengthening of the private sector. 

USAID IUWASH PLUS will also assist targeted WASH entrepreneurs and enterprises to become 

the marketing and sales force for sanitation products in their area, including all marketing, sales, and 

other customer-facing activities. The assistance is further defined under Step Five below.  

Step 5: Technical Assistance 

Following the strategic work planning process, USAID IUWASH PLUS will define a list of critical 

topics for technical assistance (TA) with each partner in each area, – outlining the TA that will be 

offered by the project to the partner – which will be aligned with the partner’s marketing and sales 

plan. 

It is important to note that USAID IUWASH PLUS already has relationships and TA agreements 

with many local governments, desludging operators, WASH entrepreneurs and enterprises, and even 

some MFIs. With those partners that already have an agreement with USAID IUWASH PLUS, 

sanitation marketing and sales plans will be carefully aligned with existing work plans and activities.  

Following the stakeholder workshops, USAID IUWASH PLUS staff will assist relevant staff from 

participating MFIs and desludging operators, as well as WASH entrepreneurs, entrepreneurs, and 

private desludging operators to develop targeted marketing plans for themselves or their 

organizations. Where possible, this will be done by facilitating a linkage between the sanitation 

marketing implementer and a local BDS provider with capacity in marketing and promotion. 

Whether a BDS provider is involved or not, assisting the sanitation marketing implementers to 

develop a marketing plan will begin with USAID IUWASH PLUS sharing as much specific data and 

evidence as possible. This should build on – or reinforce – any data presented in the stakeholder 

workshop, such as consumer research. This data will be used to help the MFI, desludging operators, 

WASH entrepreneur or enterprise, or desludging operators to identify the following: 

1. Target customers. As described under the segmentation process, partner institutions will 

identify the demographic profile (e.g., age, gender), psychographic profile (e.g., their interests) 

and the precise wants and needs of potential customers as they relate to the sanitation product 

or service being sold. This may include the development of customer personas to guide the 

messaging process. 

2. Branding. The idea or image that potential customers have in mind when thinking about 

products, services, and activities of each partner institution. This can be included in the value 

proposition or selling proposition that speaks to potential customers for each partner. 

3. Promotion Strategy. Detail how new customers will be reached, which may include: 
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• Promotion Channel. How key actors in a sanitation business will reach customers 

through advertising. Alternatives may include “Above the Line” (tv ads, radio ads, newspaper 

ads); ”Below the Line” (posters, billboards, flyers, brochures); and/or events and public 

Relations. Each of these alternatives will be considered and USAID IUWASH PLUS will help 

the MFI, desludging operator, WASH entrepreneur or enterprise, or desludging operator 

decide which ones will most effectively allow them to reach target customers. 

• Partnership. Detail partnerships the MFI, UPTD-PAL, Wash Entrepreneur, or private 

desludging operator has made or plans to make with other organization to reach new 

customers or better serve existing customers. 

• Offers. Offers may include free trials, money-back guarantees, packages (e.g., combining 

different products and/or services) and discount offers. While offers are not necessarily 

required, using them will generally cause a customer base to grow more rapidly. 

• Referral Strategy. A strong customer referral program can significantly improve the 

likelihood of success. For example, if every current customer referred one new customer, 

the customer base would grow continuously and exponentially. However, rarely will you get 

such growth unless you have a formalized referral strategy. For example, USAID IUWASH 

PLUS can help the MFI, UPTD-PAL, WASH entrepreneur or enterprise, or desludging 

operator determine when to ask customers for referrals, what if anything will be given to 

them as a reward, etc. 

4. Marketing Materials. Marketing materials are the media (also known as collateral) used by 

the UPTD-PAL, MFI, WASH entrepreneur or enterprise, or desludging operator to promote 

business to current and prospective customers. Among others, they may include a website, 

YouTube videos, print brochures, business cards, and catalogs. 

5. Retention Strategy. Especially important for UPTD-PALs and desludging operators, a 

retention strategy such as a monthly newsletter or customer loyalty program can increase 

revenues and profits by getting customers to purchase from you more frequently over time. 

Identify and document ways you can better retain customers here. 

6. Pricing & Positioning Strategy. Detail the positioning sanitation service provider desire and 

how the pricing will support it. A positioning strategy is a deliberate plan that is built on business 

data and seeks to balance concepts of differentiation, distinction, and similarity. It refers to the 

place that a brand occupies in the mind of the customer and how it is distinguished from 

products from competitors. It is a long-term effort to solidify the identity of a company, and its 

products or services, in a unique space within the minds of the target audience. It is an organized 

attempt for a brand to set itself apart from the crowd and influence the way their target 

audience perceives them. MFIs likely have some kind of branding, but may need to work on 

positioning, first of their business, and then secondly on a new WASH product/loan, which they 

can leverage as part of a positioning strategy. 

7. Distribution Plan. The distribution plan details how customers will buy the sanitation product 

or service. For example, will customers purchase directly or through another party? If there are 

different “channels” – UPTD-PAL truck versus private desludging truck – how will customers 

buy the sanitation product or service?  Help the MFI, UPTD-PAL, WASH entrepreneur or 

enterprise, or desludging operator to think through different ways to reach customers and 

document the plans in this section of your marketing plan. 

8. Financial Projections. the MFI, UPTD-PAL, WASH entrepreneur or enterprise, or desludging 

operator document financial projections into a financial plan. MFIs likely already have experience 
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doing this, so minimal assistance will likely be needed. Be sure that enterprises include all 

possible costs from the marketing plan. For example, they will need to include the promotional 

expenses that the MFI, UPTD-PAL, WASH entrepreneur or enterprise, or desludging operator 

expects to incur and what the expected results will be in terms of new customers, sales and 

margin. Likewise include the expected results from any new retention strategy. While financial 

projections will never be 100% accurate, they can be used to identify which promotional 

expenses and other strategies should give the highest return on investment. Also, by completing 

financial projections, the MFI, UPTD-PAL, WASH entrepreneur or enterprise, or desludging 

operator will set goals (e.g., targets for the referral program, etc.) 

It is not expected that USAID IUWASH PLUS’ sanitation marketing partners – MFIs, desludging 

operators, and WASH entrepreneurs and enterprises – will have deep skills in marketing and 

sales. Therefore, USAID IUWASH PLUS will identify a range of firms or individuals that can help 

sanitation marketing partners with marketing and sales of sanitation products and services. In 

some cases, the USAID IUWASH PLUS component 1 team will assist partners with marketing 

directly. We will assist MFIs, WASH entrepreneurs, and enterprises with marketing and sales of 

septic tanks, and at a later date, possibly other sanitation products. Likewise, they will assist 

desludging operators with marketing and selling desludging services. 

USAID IUWASH PLUS will assist sanitation marketing partners to develop and implement a 

range of promotional tactics that will be used to attract a cadre of first buyers. In turn, we will 

assist sanitation marketing partners to leverage first buyers for testimonial advertising which will 

then be used to create prestige messaging campaigns. 

The expected partners for each of the three elements of the marketing strategy is detailed below: 

Marketing and selling WASH products (toilet with septic tank) 

The main partners that USAID IUWASH PLUS will offer technical assistance for product marketing 

and sales will be WASH enterprises and entrepreneurs—individuals or organizations that champion 

behavior change related to sanitation including toilet and septic tank contractors and septic tank 

fiber producers. Individuals may work in government—for example, at a PUSKESMAS—while 

organizations may include a local cooperative or community group, or even an MFI. WASH 

entrepreneurs and enterprises will differ from area to area, though they are likely already marketing, 

promoting, financing, and/or selling WASH products or services in some way.  

USAID IUWASH has already developed two main onsite septic tank products (see annex 2) that can 

be used in areas where the topography is level enough. Currently, USAID IUWASH PLUS is 

developing options for septic tanks in areas with difficult challenges such as a great amount of surface 

water, limited space, rocky land, and housing built directly above water. 

Marketing and selling WASH services (desludging) 

The main partners that USAID IUWASH PLUS will offer technical assistance to for marketing and 

selling sanitation services—specifically, desludging—will be UPTD-PALs and private desludging 

operators. UPTD-PALs have different levels of operational capacity, and their relationship with 

private desludging operators also differs from area to area. In fact, in several areas UPTD-PALs have 

not yet been established, while in some places where they have been established, they do not 

manage a wastewater treatment plant. Therefore, this piece of the marketing strategy may not be 

possible to implement in some areas, but it is strongly recommended that the any selected pilot area 

for this marketing strategy has a functioning UPTD-PAL.  
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While independently operated, UPTD-PALs are still part of government. Therefore, working with 

them to fully understand and absorb the market system is critical. This will take time, and will likely 

require more frequent assistance from USAID IUWASH PLUS. UPTD-PALs, and any private 

desludging operators in their area will become the marketing, promotional, and sales force for 

sanitation serves, including all marketing, sales and other client-facing activities.  

Very few UPTD-PALs have staff with significant knowledge and understanding of private sector 

businesses and marketing, though a few are hiring fulltime marketing specialists. This can result in 

inefficient operations of the wastewater treatment facility and difficulty engaging private sector 

desludging operators. Therefore, assistance in basic business and marketing tools, summarized in a 

sanitation marketing toolkit/ guideline for UPTD-PALs (currently under development), can help 

strengthen understanding of the private sector among targeted UPTD-PALs. In addition, a strong 

introduction and overview of microfinance should be done to improve their knowledge and attitude 

towards the microfinance sector, which many in Indonesia still consider to be exploitative. 

In addition, UPTD-PALs can align efforts with broader WASH promotion and awareness building by 

local government, community leaders, donors, private sector, and other stakeholders, such as 

NGOs. They should be careful, however, not to conflate messaging of sanitation as both a public and 

private good, which will only serve to confuse customers. As part of implementing the marketing and 

sales plans developed during strategic work planning (above), USAID IUWASH PLUS will assist with 

new marketing techniques, such as rewarding customers for use of the service, not simply referral. 

In addition, UPTD-PALs can be assisted with market segmentation research, which can include 

surveying current UPTD-PAL clients to understand why they use the service, as well as surveying 

people who are not using the service, to better understand why.  

Increasing access to WASH financing 

It is difficult for many WASH enterprises and entrepreneurs in the informal sector (as well as 

UPTD-PALs) to access credit. WASH enterprises and entrepreneurs have limited cash flow or little 

or no assets and therefore lack the necessary creditworthiness, even for most MFIs. UPTD-PALs, on 

the other hand, are public sector institutions, and cannot finance through debt. Therefore, USAID 

USAID IUWASH PLUS will identify and promote ways for WASH enterprises and entrepreneurs, 

including UPTD-PALs, to access capital. This will be done at two levels: 

• Business enabling environment, by influencing and shaping national and local government 

policy governing the sanitation sector, including smart subsidization, the availability of wholesale 

and retail financing, and the establishment and enforcement of regulations and standards in the 

sanitation sector. 

• The sanitation market itself, where buyer meets seller, and where access to capital and/or 

retail credit can mean that effective demand creation (marketing) is able to result in real demand 

activation (sales).  

Improving access to capital will be among the topics addressed in the stakeholder workshops in 

targeted areas. It is anticipated that specific activities related to improving access to capital will differ 

from area to area, depending on the composition, depth, and maturity of the local sanitation market. 

Monitoring and Evaluation 

Exhibit 11 sets forth the USAID IUWASH PLUS Activity Monitoring and Evaluation Plan 

(AMEP) Indicators and Targets related to sanitation. Importantly, the success of the Sanitation 

Marketing Strategy will ultimately be seen not in the number of campaigns conducted or number of 

plans produced, but in the increased uptake of sanitation products and services. The AMEP data 
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collected for the below referenced indicators will help USAID IUWASH PLUS to learn and adapt the 

approaches and methodologies specified herein, ultimately yielding expanded access to sanitation 

facilities amongst the urban poor.  

Exhibit 11: USAID IUWASH PLUS AMEP target and Indicator 

Result No. Target Indicator 

 Higher level result  

HR-2 At least 500,000 people have gained 

access to safely managed sanitation 

services. 

Number of people gaining access to safely 

managed services  

 Component 1: Improving household 

water services 

 

C1-a 250,000 people gain access to shared or 

basic sanitation services  

Number of people gaining access to shared or 

basic sanitation services 

C1-c 10 Business Development Services 

firms  

Number of business development services firms 

accessible to targeted areas 

C1-d 100 WASH commercial enterprises  Number of commercial enterprises with 

improved WASH product or service offerings as 

a result of U.S. Government assistance. 

 

Exhibit 12: Sanitation marketing monitoring and evaluation  

Based on the activities, monitoring and evaluation above, the timeline of implementation : 

Exhibit 13: Sanitation Marketing Strategy Timeline 

Site Selection 

• selected area 
from selection 
area for pilot 
project tools 

Key Finding of 
Formative research 
in each region

• data of key 
finding result

market mapping 
and Inventory of 
sanitation business

• list of sanitation 
business chain

• data from 
partner (grant, 
WE, MFI, and 
operator area of 
services) 

Stakeholder 
engagement 

• report or 
documentation 
of engagement 
activities

• market 
segmentation 
data 

Strategic planning

• action plan list 

Technical assistance 

• report of 
technical 
assistance given 

• report of sales 

Activity M1 M2 M3 M4 M5 M6 M7 M8 M9 M10 M11 M12 M13 M14 M15 M16

Site Selection

Monev

Key Finding Formative research

Monev

Market Mapping & business inventory

Monev

Stakeholder engagement

Monev

Strategic workplanning

Monev

Technical assistance 

Monev

Month of implementation
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Annexes 

Annex 1: Selection area for pilot project 
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Annex 2: Two Main Onsite Septic Tank Products 
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