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1. Worldwide projects and programs show that sanitation can 
be a good business opportunity, and often of most benefit 
to the poor. To solve the crisis, in which currently 2.6 
billion people live in, sanitation as a business should be 
grown into an industry. 

2. The market-based approach seeks to address the 
challenge of financial sustainability and to strengthen the 
role of the private business sector while empowering local 
communities and individuals to make their own decisions 
about obtaining sanitation products and services. 

3. The challenge is still to identify effective, scalable, and 
sustainable sanitation solutions with their economic 
attractiveness and to allocate investments and funds to be 
able to implement these solutions. 

4. This process needs to be guided by experts in marketing 
and design and can be effectively supported by the central 
and local governmental agencies and NGOs.  

 

 

Seeing the sanitation sector as a marketplace full of business 
opportunities is not a new approach. The private sector – be it 
internationally operating large scale enterprises, social 
entrepreneurial programs or small scale businesses of 
masons, plumbers, cleaners and wholesalers – has always 
existed but has often been ignored as a reliable partner or 
alternative to governmental service providers. As a result, 
particularly developing countries face major challenges in the 
delivery of clean water and safe sanitation products and 
services, especially to the economically poorer inhabitants. 
 
Applying the market based approach in developing countries 
began to take root in the late 1990's, when a diverse group of 
social entrepreneurs started launching projects by exploring 
creative and income generating solutions to inadequate waste 
management, and addressing water and sanitation 
deficiencies through social enterprise business models.  
 
Two triggering events that probably kicked off the international 
recognition that market-based development methods have 
been receiving are: In 2005 the publication “The Fortune at the 
Bottom of the Pyramid” (Prahalad, 2005), identified the base of 
the world’s economical pyramid

1
 which includes four billion 

people living on EUR 5.50 or less a day. Prahalad analysed 
the spending potential of the world's poor as consumers and 
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 Base of the pyramid (BOP) is used synonymously with Bottom of the 

pyramid (BOP). 

the power of business models within the poverty sector to 
generate income and sustainable solutions to alleviate poverty.  
 
The second important landmark for the movement came in 
2006, when Muhammad Yunus, the founder of the Grameen 
Bank, was awarded the Nobel Peace Prize for his efforts to 
create economic and social development from below 
(grassroots) through micro-credit lending programs to the poor. 
 
With a growing willingness on the part of large and influential 
institutions to acknowledge the fact that finance and business 
models must be applied to overcoming the challenges of 
poverty, development approaches like “sanitation as a 
business” are taking off. 
 
This factsheet presents some basic assumptions and 
discusses the role of different players, such as governmental 
institutions, the non-profit sector and private businesses. 
Several project examples serve to clarify some of the activities 
that can create revenues for the investors and local 
entrepreneurs. The examples presented here also point out 
some of the remaining challenges. This factsheet is 
accompanied by the SuSanA factsheet on Public awareness 
raising and sanitation marketing

2
. 

 

 

Prior to the emergence of business models in sanitation, the 
traditional approach to sanitation development was based on 
what is known as the charity or donor-based model. In this 
model, implementing organisations are focused on increasing 
access to sanitation through implementation of infrastructure 
with subsidies. For example: free or heavily subsidised toilets 
are built often with volunteer labour and imported hardware. 
Experience has shown that such charitable endeavours are 
problematic on many levels. 
 
Firstly, there is simply not enough funding and human capacity 
available to build up a sufficient number of sanitation facilities 
for all 2.6 billion people not having access to improved 
sanitation through a donation system. Monitoring from WHO 
and UNICEF reveals very slow progress in delivering 
sanitation through the current approaches in developing 
countries; the percentage of people who have access to 
sanitation has increased by only eight percent since 1990. At 
this rate, the UN Millennium Development Goal (MDG) for 
sanitation – to halve the proportion of the population without 
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3. Background: Donor-based approaches 
and business-driven models 
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sustainable access to basic sanitation by 2015 – will not be 
achieved. And even if we met the goal, there will still be 1.7 
billion people without basic sanitation, which are among the 
poorest people in the world particularly in rural and informal 
settings in South Asia and Sub-Saharan Africa (WHO/UNICEF, 
2010). 
 
Secondly, these programmes in which the ultimate goal is to 
build-up sanitation facilities, have struggled to have 
economical impact or reach scale. Jack Sim, a social 
entrepreneur and founder of the World Toilet Organization 
(WTO), asserts that the donor model does not work on a large 
scale since “it lacks the sustainability and continuity that comes 
from mobilising a community to produce, market, sell, 
distribute and maintain their own sanitation products” (WTO, 
2010). 
 
Entering a given project area with sanitation products made 
with imported hardware or labour can result in systems that the 
local community has neither the training nor the resources to 
maintain. Subsidising local labourers to build sanitation 
systems within a project area does not in itself result in a 
marketplace for sanitation, either. Subsidised labour produces 
a product or service at a price that the funding organisation 
can afford, but the local market most likely cannot. When 
subsidies move out of the project area, the capacity to produce 
affordable toilets, rainwater harvesting systems or other 
hygiene-enhancing resources often disappears as well. In this 
way, and by creating unfair competition to local producers, 
projects using the donation approach often have 
unintentionally damaged the market environment for sanitation 
in the respective developing country (Bramley and Breslin, 
2010). 
 
The market-based approach to sanitation seeks to address the 
challenge of financial sustainability, while empowering a local 
community and individuals to make their own decisions about 
obtaining sanitation products and services, and strengthening 
the role of the local private sector. The thrust of these market-
based solutions is to make “ongoing sanitation services the 
goal, rather than the latrine itself” (Bramley and Breslin, 2010). 
“Ongoing” refers to an ideally long-term relationship between 
local businesses and customers. Sanitation is then seen as a 
vehicle for businesses to provide services and gain revenues 
that can be reinvested to keep expanding coverage of 
sanitation facilities and to develop economical activity while 
improving peoples’ living conditions.  
 
Studies show that each Euro invested in improving access to 
water and sanitation in developing countries is estimated to 
give a return of 1 to 9 EUR (UN-Water, 2009)

3
. This should 

convince governmental agencies to create clear policies for the 
sanitation supply and maintenance, and either work with the 
local private sector or leave services entirely to be carried out 
by private enterprises.  
The greatest anti-poverty measures are investments that 
create sustainable and self-perpetuating local jobs. Similarly, 
when private businesses serve the sanitation sector the ideal 
knock-on effect is for the poor to become business people on 
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 Note Un-Water (2009) report quotes the figures in US dollars and due 

to a ratio being depicted a currency change took place without 

changing the figures. Hutton et al. (2007) puts the range between 5 
and 12 US dollars return for each dollar invested in developing regions 

in water and sanitation improvements. 

their own and serve their local sanitation needs. The challenge 
lies in finding funds or providing social entrepreneurs access to 
finance to cover the start-up costs for developing and running 
a viable business concept.  
 
The sectors of energy (e.g. see Ashoka/HYSTRA, 2009) or 
telecommunication (Cohen, 2010) could be seen as promising 
examples in which business opportunities within the base of 
the pyramid have taken off. Lessons learnt in these sectors 
should be noted by the sanitation sector, since the same 
positive development has not taken place in sanitation yet, 
despite the enormous market opportunities. It appears as 
though the public sector has not yet understood the enormous 
revenue potential that lies in the sanitation market. There is 
potential for future investments and initiatives in the sanitation 
market, such as in schools, public institutions, individual 
households, slum areas, religious buildings, market places, 
transport, recreation centres, military zones, and in disaster 
areas.  
 
Social franchising approaches are promising in terms of 
replication and scaling-up. In a franchising system, promising 
entrepreneurs with a suitable profile will be identified and will 
receive further training and capacity building in various areas, 
such as business development, marketing, financing, stock 
management, and technical skills. Working with several 
entrepreneurs at the same time – in so doing it is hoped the 
model that takes “sanitation as a business” to the next level 
can be achieved (Devine, 2010, Sim et al., 2010). 
 
Essential to this approach is to consider the economic base of 
the pyramid (BOP) – the 40% of the world's population who 
live on EUR 5.50 or less per day – as consumers of and 
potential entrepreneurs for sanitation products and services. 
The BOP does not only include the very poor (for which most 
likely only subsidised sanitation products realistically provide 
sanitation as an alternative to open defecation or unsafe on-
site facilities) but those people that have an income of up to 
EUR 5.6 a day. Hammond argues that the BOP constitutes a 
EUR 3.5 trillion global consumer market which reveals 
“significant opportunities for more inclusive market-based 
approaches that can better meet the needs of those in the 
BOP, increase their productivity and incomes, and empower 
their entry into the formal economy” (Hammond et al., 2007). 
 
Millions of people in the BOP – especially in urban settings – 
are already consumers of particular items, such as mobile 
phones, televisions, radios or karaoke systems, which shows 
that the poor do have purchasing power and do spend money 
on products they really like. Thus, one of the biggest 
challenges for the local government and sanitation program 
managers is to provide strong incentives to potential 
customers to make them re-prioritise their expenditure to 
include sanitation products and services. Health and sanitation 
advocates need to work with effective sanitation marketing 
tools for a given community that help to put toilets and hygiene 
up-grades on the list of spending priorities for consumers in the 
low-income range. When working with the lowest income 
groups, social entrepreneurs, NGOs and governmental 
agencies need to take into account desirability, affordability 
and accessibility of sanitation products and services (see 
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SuSanA factsheet on Public awareness raising and sanitation 
marketing

4
). 

 

 

In the sanitation sector, as in many sectors crucial for human 
development, collaboration between different public and 
private actors is important. The central government’s 
involvement is important for effective policy-making and 
funding as well as for setting up agreements with 
(multinational) private corporations which then help to 
implement the policies with appropriate infrastructure. Local 
agencies, on the other hand, can play an important part in 
engaging with small and medium enterprises, NGOs and the 
civil society.  
 
In some countries, governments are trusted agencies; in other 
countries people are suspicious about official programs and 
policies. The same goes for the private sector, which in some 
places does not have a good public image and hence is not 
received well by the public. Here, NGOs, international 
agencies, and the media can play an important role in 
organising and mobilising communities and raising awareness.  
 
NGOs are often seen by the public as authorities that can be 
trusted and that have the legitimacy to inform and educate 
people with social mobilisation campaigns. However, they are 
mainly funded by public funds, and need partnerships with 
enterprises in order to carry out projects that have the potential 
for scale and replication. Labour unions may help in complex 
transitions of national public sanitation bodies or programmes 
(Heierli, 2004). 
 
The revenue opportunities within the value chain of services 
that can be offered in the sanitation sector are: 
a. Installation 
b. Operation and maintenance 
c. Promotion and advertisements 
d. Collection and safe disposal 
e. Training and education 
f. Nutrients reuse 

 
For example one business may use a franchise approach and 
provide maintenance for public toilets on a leasing contract 
basis. Another business approach could be the collection of 
human faeces which, after composting, could in theory be sold 
to farmers and large agricultural units. An additional possibility 
could be educating cleaners in training courses with the aim to 
create an income for the entrepreneur who puts the training 
into practice by offering a cleaning service and hiring some of 
the trained people. Some examples are discussed in the 
following section. 
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 Link to the factsheet: http://susana.org/lang-

en/library?view=ccbktypeitem&type=2&id=749 

5.1 Example 1 for (b) and (c): Operation, 
maintenance and advertising: Public toilet 
management in inner city areas in Kenya 

Since 2007, David Kuria has been developing a social 
business model with his social enterprise EcoTact. The 
Ikotoilet are situated all around Kenya with a number of 
facilities servicing urban slums in Kenya as well. Due to 
inadequate water and sanitation provision in informal settings, 
slum dwellers either defecate in the opening or use “flying 
toilets” which both pose negative consequences for urban 
planning, health, and security for women (Ecotact, 2010). 
 

 
Figure 1: Ikotoilet Kenya (source: Ecotact 2011)

5
 

 
One of EcoTact’s social business products is the Ikotoilet mall, 
a community hub of stores and services built around public 
toilet complexes. People can use the facilities, as well as take 
advantage of products and services available in the mall, such 
as a shoe shine or barber booths, food stalls, phone and 
newspaper stands.  
 
When Kuria started his business, he had the intention to break 
cultural perceptions associated with the use of a toilet, and to 
change people’s thinking about personal and public hygiene. 
He has worked together with some urban slum dwellers, 
whereby he has organised design workshops to collect various 
ideas and wishes for the facilities and then adjusted these 
ideas to the space and resources available in the urban slums. 
He also has held public health education courses for residents, 
private investors and local authorities to ensure the proper 
operation and maintenance of the facilities

6
. 

 
The public facilities have advertisement space which attracts 
larger corporations for their promotion activities. The Ikotoilets 
create employment as each of them is being served by a 
management committee, ten to fifteen young people from the 
community who work in the micro-enterprises and generate 
additional revenue with the activities within the “toilet mall”. 
Committee members collect small pay- per- use fees, keep the 
facilities clean, and perform necessary small repairs. 
 
As of June 2011, 27 Ikotoilets have been installed in urban 
slums of Kenya, serving about 30,000 people per day. The 
building cost for one facility is EUR 14,000. Kuria’s business is 
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 This photo was taken from http://www.ecotact.org where you can also 

find out more about the recent activities of EcoTact. 
6
 Ashoka Fellows Profile of David Kuria: http://ashoka.org/fellow/4356 

5. Examples of business approaches 

4. Background: Who does what in 
sanitation? Responsibilities of different 
actors 

http://www.ecotact.org/
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now in the process of launching a franchise framework under 
the name of the “Ikotoilet Youth Franchise Incubation Model”, 
which is aimed to generate young entrepreneurs in sanitation. 
This initiative is supported from the government of Kenya’s 
Youth Enterprise Development Fund, and has stimulated 
demand across East Africa. Kuria plans to spread the facilities 
to the almost 200 slums in Kenya, and new programs are 
planned to start in Tanzania and Uganda (Ecotact, 2011). 
 
Kuria’s concept is seen as a long-term creative collaboration 
between urban communities, city authorities, and business 
communities in the East African region in which sanitation 
needs of the many are turned into returns for private investors 
and income for the management committees’ members 
(Ashoka, 2007). Kuria’s program has received some criticism 
regarding its sustainability and reuse claims as some argue the 
excreta is not reused for agricultural purposes. Other sources 
again say that the human excreta is collected and turned into 
biogas which then is used for the facilities’ light and hot water 
resources. This missing information makes it hard to evaluate 
the value chain of Kuria’s business model.  
 

5.2 Example 2 for (c): Collection and safe 
disposal or reuse: Faecal sludge management 
in urban areas 

 
On-site sanitation (septic tanks and pit latrines) in cities of 
developing countries is used by about one-third of the world’s 
population (reference??). Private entrepreneurs have 
opportunities in on-site systems and technologies, for example 
with sales of on-site sanitation equipment and faecal sludge 
emptying services.  
 
As on-site sanitation technologies also need regular emptying, 
there is a wide range of private entrepreneurs in cities of 
developing countries providing services such as pit and septic 
tank emptying and transport of the faecal sludge. This can be 
manual or motorised emptying, and subsequent transport. 
Fees are collected from the households which need to cover 
the costs of the service. High emptying fees make this service 
unaffordable though for some households thus leading to badly 
maintained and overflowing on-site facilities. Furthermore, 
faecal sludge is often indiscriminately dumped by the 
enterprise to save costs which may also severely impact public 
health and the environment. 
 
A case study conducted in the city of Dakar, Senegal shows 
that companies can hardly make a profit if their services 
merely include domestic faecal sludge emptying. Diversifying 
their services to include cleaning of sewage pipes, industrial 
waste services or even solid waste collection, can allow these 
companies to reach a return on investment upwards of 20%. 
Improving the business opportunities of the private enterprises 
through diversification of services can lead to a drop in 
emptying fees thus significantly reducing the financial burden 
on the urban poor (Mbéguéré et al., 2010). 
 
A stronger business plan for entrepreneurs could also be 
achieved through the development and implementation of 
reuse-oriented faecal sludge value chains, where faecal sludge 
is no longer seen as presenting a disposal problem, but rather 
as a valuable product that provides a profit motive for its on-
going collection and re-direction to safe endpoints. 

 
Weak value chains in the sanitation market are yet another 
barrier to the widespread scaling of solutions. Investment and 
operational responsibility for existing treatment systems are 
often with the local authorities which have the mandate to 
ensure treatment of waste to protect human and environmental 
health. Under this paradigm the aspect of creating value from 
waste has hardly been the centre of attention. 
 
In solid waste management this approach is already better 
developed. Composting of organic waste to produce a valuable 
organic matter and nutrient resource is a strategy in many 
developing country cities for vegetable market or even 
residential wastes. “Waste Concern” in Dhaka, Bangladesh for 
instance operates a composting facility which processes 
organic waste and sells the compost product to a fertiliser 
company. This company enriches the product depending on 
the targeted crops and then sells this product through their 
country wide distribution and extension services. 
 
In sanitation, a change to enhancing value creation from 
excreta is developing rapidly a few possible approaches are as 
follows:  

 Anaerobic digestion of excreta and wastewater to 
produce biogas as a fuel source is proving itself a viable 
technology; although the biogas quantity from excreta is 
relatively low (higher yields are possible with co-digestion 
of animal excreta and organic solid waste).  

 An approach that links the waste treatment process to 
value enhancement is growing animal feedstock in 
planted drying beds (Kengne et al., 2008)  

 Another approach is processing waste by larvae which 
then is sold as a protein source for aquaculture (Diener et 
al., 2009)  

 Technologies which efficiently extract nutrients from 
waste for safe use in agriculture (e.g. struvite fertiliser 
from urine, see for example Etter et al. (2010)).  

 

 

Figure 2: Two staff members from a service provider are 
emptying the faeces vaults of household UDDTs in 
Ouagadougou, Burkina Faso (source: Sandrine Tapsoba, 
2009)

7
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to SuSanA case study see: 
http://www.flickr.com/photos/gtzecosan/sets/72157625719409533/with

/5364060126/ 

http://www.flickr.com/photos/gtzecosan/sets/72157625719409533/with/5364060126/
http://www.flickr.com/photos/gtzecosan/sets/72157625719409533/with/5364060126/
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Encouraging the development of products from excreta and 
identifying and developing markets for these products, will help 
combat uncontrolled discharge of excreta, which is imperative 
to achieving the public and environmental health objectives. In 
addition, it will also trigger private enterprise involvement in 
scaling up and replication of such approaches (Koné, 2010). 
Finally also urban-poor households will benefit from an 
improved business opportunity through lower costs for services 
and improved quality and reliability. 
 

5.3 Example 3 for (a) and (b): Creating jobs and 
income with mobile UDD toilets in India 

 
Ecoloove is a cross-border social venture, run by the Swedish 
Industrial Designer Annamaja Segtnan since 2008, and 
develops mobile ecological sanitation systems (urine diversion 
dehydration toilets), run by women in slums in India.  
 
Ecoloove was started with the aim to develop ecological 
sanitation (ecosan) solutions for people in developing nations. 
The aims are to decrease the lack of public hygiene facilities, 
lower the risk of sanitation related infections and diseases, as 
well as to create jobs and micro-business opportunities to 
micro-entrepreneurs, in particular Indian women, in poor 
regions. 
 

 

Figure 3: The interior of a Ecoloove with the “toil-o-preneur” 
and customers (source: Annamaja Segtnan, The Non-profit 
Organization Ecoloove, 2010)

8
 

 
Ecoloove developed a sustainable sanitation system that aims 
to provide the usage of a toilet at an affordable price to 
everyone. The project wants to educate and raise public 
awareness about sanitation as well as to enable and support 
local entrepreneurship and employment among women. Lastly, 
the Ecoloove team wants to ensure reuse of treated human 
excreta. 
 
The sanitation systems are being developed with a vast 
network of international partners in business, marketing, 
product development and design, in order to create 
ecologically, but at the same time economically and socially 
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 This photo was taken from: 

http://www.ecoloove.com/product_interior.html where you can also find 

out more about the recent activities of Ecoloove. 

sustainable sanitation solutions, based on a service design 
concept and with the stakeholders at its core.  
 
The initial product is a mobile ecological toilet, similar to the 
mobile toilets for events in the Western world (such as the well 
known Dixi toilets), built on a traditional rickshaw. A metal base 
structure is welded to the cycle. Panels are made in lightweight 
bamboo attached to the metal base structure. The roof is made 
of epoxy plastic strengthened by a bamboo mat. The roof lets 
light in smoothly without being transparent. Currently Ecoloove 
is using buckets on a shelf under the floor for collecting faeces. 
A local bucket is connected to the UDDT to collect the urine, 
which is also stored on the shelf. The Ecoloove logotype is 
painted by local logotype painters in Hindi and in English. 
 
The female entrepreneurs, called “toil-o-preneur”, can 
contribute to their household income by: 

 charging only small amounts of money 0.03 EUR (2 
Rupee) 

 running a shop for sanitary products attached to the toilet  

 selling urine and faeces to farmers or biogas production 
facilities 

In so doing they improving their families’ living conditions and 
becoming less reliant on their husbands. 
 
In Ahmedabad alone, the target market is as large as 1.6 
million people, while the problem applies to 80% of India’s 110 
million urban slum inhabitants who are without a toilet, 
according to Bharti (2008). 
 
This creates a big entrepreneurial opportunity for the “toil-o-
preneurs” who lease the toilets from Ecoloove at a minimal 
rate which is made possible by selling advertisement space on 
and inside the toilets. In partnership with the local NGO PLC 
WatSan, the women also receive training on sanitation, 
operating and using the toilet properly. 
 
After trial runs, it has been clear that social acceptance is key 
to a sanitation product’s success and that the driving forces to 
improve sanitation must come from within the communities. 
Ecoloove therefore has implemented a constant feedback 
system to adjust the development to the user’s need. The 
participating “toil-o-preneurs” have received extremely positive 
feedback from all parties involved – users, farmers and even 
other women who even asked where to apply.  
 

5.4 Example 4 for (b) and (d): Mobile UDDT 
business in the Cuddalore inner-city in India 
 
A slightly different project model, from example 3, on mobile 
UDDTs has been carried out by the NGO Wherever the Need 
(WTN) in India. Since late 2009, WTN has been trialling a 
mobile UDDT system in Cuddalore Old Town, Tamil Nadu. The 
primary aim when launching the project was to discover 
whether mobile UDDTs could be used in an inner-city location 
where space is scarce and how to deal with the logistics of 
collection, storage, treatment and disposal of both urine and 
faeces. The secondary focus was to investigate whether these 
services could be turned into a viable business. 
 
In the beginning usage was slow, but over time and with 
encouragement from WTN ground staff, more and more 
people started to use the mobile unit. The biggest beneficiaries 
were women, as no charge was made for use of the urinals; 

http://www.ecoloove.com/product_interior.html
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0.015 EUR (1 rupee) was charged for defecation. After one 
year, 150 people regularly used the unit daily. Urine is sold at 
0.015 EUR for four litres, and the compost is currently used on 
a small trial field to examine growing benefits. If it were to be 
sold it would currently fetch 0.10 EUR (7 rupees) per kilo. 
 
Faeces are deposited in plastic crates and taken to a storage 
unit by a small vehicle designed specifically for this. Urine is 
decanted into a container for similar storage. The logistics 
have been tested during this period and a suitable process has 
now been agreed upon. The next step is to move from a single 
unit to several units to make sure it is robust. 
 
The WTN team already knew the first unit needed to be made 
of stainless steel as the cost of a plastic mould was prohibitive, 
although subsequent units would likely be of plastic, but the 
first real decision was to acknowledge the unit was too large. 
Smaller, individual units have been designed in a variety of 
materials to determine which would be the best for a larger roll-
out. The design has also taken into account the needs of the 
elderly and disabled. 
 
The current thinking is that a subsequent trial will be carried 
out with five single units in one location, with one of the units 
being a urinal only. Six locations are currently being decided 
upon. Should the larger trial be successful, the project will 
have opened an opportunity for people to have access to 
toilets and also gain livelihood opportunities. Obviously there is 
the need to have people monitor and maintain the units, but 
just as important is the logistics of dealing with the products 
and its subsequent sale. WTN believes that the latter is crucial 
because it could provide a model for small businesses and 
entrepreneurs to create micro-distribution networks. WTN is 
even considering itself to become one of the networks. 
 
The way forward is now to elaborate on various project details 
such as scaled up costs and how these will be covered. There 
is still much work to be done before this model is proven, but 
the early results for making a small business out of sanitation 
are promising. 
 

5.5 Example 5 for (b) and (e): School toilet 
maintenance services, training and hygiene 
education: The Clean Shop in South Africa 

 

Almost sixteen years ago, Trevor Mulaudzi launched “The 
Clean Shop”, a “clean-up business” for public toilets and 
school toilets in South African townships. This project 
succeeds in making sanitation a business by providing 
services and changing people’s mindsets about hygiene and 
cleanliness in public schools and the communities at large.  
 
Mulaudzi got engaged with community projects by using 
schools and universities as a distribution channel for several 
sanitation services: Mulaudzi’s team of highly trained toilet 
cleaners teaches students, teachers, and administration staff 
about good toilet and sanitation practices and provides them 
with training skills to maintain facilities and use them correctly. 
The Clean Shop also offered its services, such as deep 
cleaning of school toilets and repairing pipes and plumbing. 
Mulaudzi bought toilet paper and cleaning material on a large 
scale, and then sold the products to local schools at a low 
price. He encouraged the school staff to retail these products 

to parents and the community as a school fundraising effort. 
The school could compete with shops offering the same 
products and act as a retailer for sanitation products which 
were not available in the area, and thereby generate an 
income. Not only does The Clean Shop enterprise create jobs 
and train their own personnel, it also paid parents, who helped 
to clean up school toilets during pilot projects, a small wage for 
their service. Mulaudzi thereby raised awareness of income 
opportunities in the sanitation market on both institutional and 
individual level. 
 
As The Clean Shop generated higher profits it started co-
operations with cleaning change houses, kitchens, hostels and 
residential flats for mining companies (Financial Mail 2007). 
Since the start of the business in 1996, Mulaudzi has 
employed over 350 highly motivated and technical toilet 
cleaners, and turned over about EUR 100,000 per month. 
Mulaudzi is proving that the sanitation industry can turn over a 
reasonable profit for businessmen that are willing to invest in it. 
At the beginning of 2010, Mulaudzi took part in launching a 
constitution for the South African Toilet and Sanitation Alliance, 
a non-profit organisation that advocates for the development 
and promotion of a good public toilet culture and etiquette in 
order to pursue and enhance health (SATSA, 2010).  
 

 

Figure 4: A public toilet that is serviced by The Clean Shop in 
South Africa (source: Trevor Mulaudzi, The Clean Shop, 2010) 
 
On the 2010 World Toilet Day, 19 November 2010, Trevor 
Mulaudzi was appointed by Unilever / Domestos South Africa, 
as Unilever’s implementing agent of good toilet facilities in 
public schools in South Africa. Unilever funds the schools 
toilets and ablution blocks repair and plumbing work, and 
Mulaudzi’s company carries out the services. An approach that 
includes getting parents involved in the welfare of their children 
and fellow pupils when they are at school is taken. At the same 
time children are taught how to teach their ignorant parents 
about good toilet manners like using toilet paper and washing 
their hands with soap, Unilever Lifebuoy soap is promoted in 
this process. Other major companies are joining the Toilet 
Revolution. 
 

5.6 Example 6 for (f): Can nutrient reuse create 
a market for human excreta? 

 
The marketing of human excreta presents a promising option 
of generating money with a service that is often not delivered 
at all or implemented deficiently in many regions of the world. 
Schroeder (2010) conducted a study for GTZ in which he 
examined possible ways to dispose of human excreta from 
slum areas in Kampala, Uganda. The study aimed to design a 
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future logistics system
9
 that connects slums with agricultural 

areas requiring certain amounts of nutrients.  
 
The logistics of human excreta should ideally be carried out by 
a private sector company in order to assure maximum 
efficiency and improve the system’s economic sustainability. 
Income should be generated by the sales of sanitised human 
excreta as fertiliser. Monetary (or alternatively material good) 
incentives should be used as motivators to align the efforts of 
the sanitation system at the slum level. 
 
The sanitation system designed in the study is based on the 
urine diversion dehydration (UDD) technology. After excretion, 
both urine and faeces are delivered in portable containers to 
collection points that are located throughout the slum area. As 
a reward, the transporter receives an incentive with a value of 
0.04 EUR per container delivered. The collected excreta is 
delivered to a central storage site where it is sanitised, in 
compliance with international standards regarding future reuse 
in agriculture (WHO, 2006). 
 
The sources of income possible by the proposed system can 
be divided into three categories. The first consists of the carrier 
reward. This person does not necessarily have to be one of the 
toilet users or owners – it can rather be expected that after a 
certain period of successful project operation, the slum 
dwellers’ entrepreneurial spirit will trigger the development of a 
lively collection business, where more income is generated 
when more containers are transported together.  
 
The second component is comprised of the income the private 
company generates by selling the organic fertiliser. Depending 
on a variety of factors such as work load or transport distance, 
Schroeder calculates the return on sales of a private company 
engaged in the logistics of human excreta between 6% and 
21% whereas the number of people with access to improved 
sanitation was modelled to vary from 67,000 to 430,000.  
 
Lastly, all income generated leads to an increasing purchasing 
power in a given area and initiates the multiplier effect. 
 
Hutton et al. (2007) e.g. state that every EUR 1 invested to 
meet the water supply and sanitation MDG leads to a return on 
investment of between EUR 5 to EUR 12 (for the least 
developed regions of the world). The positive return is mainly 
comprised of time savings due to an improved accessibility of 
facilities, reduced number of deaths and less health sector 
costs. 
 

 

The project examples show that sanitation can be a profitable 
business opportunity and offers many entry points. Business 
can be done by selling the materials and toilet products, by 
maintenance services, collection and reuse of human or 
animal waste, collecting user fees in public toilets, using 
spaces and vehicles for economical turnover and selling 
advertisement space. 

                                                           
9 

All statements regarding the system design are based on interviews 

and observations. The feasibility is estimated based on model 

calculations which have not been verified. It recognised socio-cultural 
factors (e.g. taboos towards human excreta) present a crucial element 

and should not be neglected. 

 
From the projects and businesses presented here, it seems 
like charismatic social entrepreneurs can play a vital part in 
marketing the business ideas as they receive a lot of attention 
from networks for social entrepreneurs. Sometimes the 
program details then tend to be overlooked, or not made very 
transparent.  
 
Another observation from recent sanitation programs is that it 
has been largely pioneered by sanitation sector specialists, 
such as engineers, rather than business and marketing experts 
(Devine, 2010). This may be one reason for the limited 
successes in scaling up and replicating projects to bring 
sanitation products and services faster to more people. 
 
It has become clear that the sanitation sector is an 
economically viable sector for public and private organisations 
as well as the civil sector. Even if this factsheet puts a strong 
emphasis on private enterprises, the role of the governments 
must not be overlooked. Recently, the General Assembly of 
the United Nations declared access to clean water and 
sanitation as a basic human right.

10
 This political sign will 

hopefully translate to more efficient use of resources and 
better cooperation among different government departments 
(health, rural and urban development, water etc.), which 
usually split responsibility for sanitation. Some interactions will 
continue to have private and public components (like public 
toilets), while others will clearly be private (such as the 
purchase of individual household toilets). NGOs can still play 
the part of advocates that work for more public awareness and 
social dialogue.  
 
In order to make sanitation sustainable, the sanitation sector 
has to be organised more efficiently. This entails building up 
and growing demand and improved supply for sanitation 
products and services, thus creating long-term interactions 
between consumers and suppliers, and creating a viable 
market system. 
 
With regards to franchising concepts (see example 1), it is very 
important to ensure the long-term quality control for the 
franchisees, products, and services. Here, the licensing on 
products and methodologies may help in ensuring quality. 
 
In terms of sanitation for the Base of the Pyramid, social 
entrepreneurs can work together with the lowest income group 
within the BOP, and employ and train them for product 
maintenance and services. Reaching out to the poorest of the 
poor and providing income opportunities to them definitely has 
a positive impact and disseminates wealth into the local 
economy.  
 

 

Aron, J-E., Kayser, O., Liautaud, L., Nowlan, A. (2009) Clean, Safe 

Energy for the Base of the Pyramid, A Joint Project Report by 
Ashoka and Hystra. Washington D.C., USA and Paris, France, 

http://www.nextbillion.net/research/clean-safe-energy-for-the-base-

of-the-pyramid. 
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 UN Declaration link: http://www.susana.org/lang-en/intro/156-

intro/575-un-resolution-on-the-right-to-safe-drinking-water-and-

sanitation-2010 
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