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Executive Summary

It is recognized that conventional approaches to sanitation that rely on hardware subsidies, hygiene education, and external assistance are unlikely to enable Vietnam to meet its National targets. As such, growing attention is being paid to the small-scale private sector that supplies sanitation technologies, and end users that are self-financing their facilities. 

It is estimated in the report that the investment being made by fee-paying consumers through private sector suppliers for sanitation could be in the region of 60 million dollars per year. There is no need to create this market. The need is to energize the on-going market activity. Practical experiences have shown that this is possible, and yielded experience-based methodologies to achieve this. This report is written with the benefit of these experiences in mind, and takes the reader through the considerations required to achieve this.

The report starts with research in two provinces; Thanh Hoa and Thai Binh, and maps a sample of the market, on both the consumer and supply sides. It considers what the consumers are thinking – why they are buying sanitation technologies, and why they are not. It considers the supply side, what their weaknesses are, and how these may be overcome. It shows how varied the market is, from coastal villages to inland areas. 

From this analysis, it steps through the process of designing a strategy that would: (1) strengthen the supply side of the market and its products, (2) increase the demand for sanitation among the rural population, and (3) increase interaction between consumers and suppliers. 
It extrapolates from a pilot initiative to assess the likely cost and impact of scaling up across Thanh Hoa and Thai Binh provinces. It estimates that with an investment in the region of $1.5 million per year, it should be possible to encourage the construction and upgrade of some 200,000 latrines over a four year period, equivalent to a user investment in the region of $12 million. 

The report assesses how such strategies might be scaled up on a national level. It recognizes that simple replication of the intense efforts described above would not be financially feasible, but considers that some of the methodologies and techniques could be used within on-going national programs, and donor supported projects. 
It provides a vision of a nationally oriented market-development initiative that (1) positions government as the coordinator and owner (2) has a technical support unit to provide experience (3) out-sources the development of off-the-shelf, yet adaptable training and marketing materials (4) Engages technical universities for R&D, (5) Implements through, and supports national programs, donor and NGO funded projects, and (6) enables provincial and district level implementers to take leadership, plan, and tailor generic materials to their specific circumstances and needs. 

The report recognizes that scale up cannot be realized in one step, and concludes with recommendations of specific next-steps as interim measures towards the vision described above. These include soliciting interest among relevant government agencies and the inclusion of market based strategies in implementation guidelines of alternate programs and initiatives, pilot programs within donor supported projects to act as demonstrations and verify cost-impact projections, and positioning the SAWAP partnership as the essential catalyst to coordinate and energize the interim activities.  
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Background
Broader setting 

A multi-country, partnership-based approach to address shared issues related to sanitation and water supply is being developed between WSP (the Water and Sanitation Program, administered by the World Bank), SEI (Stockholm Environment Institute), and IDE (International Development Enterprises). To be known as the Sanitation and Water Supply Partnership for the Mekong Region (SAWAP), the initiative will draw together Cambodia, Lao PDR, Vietnam, and Yunnan and Guangxi provinces of China in a series of collaborative, country-led activities.  

This study is a precursor to the main SAWAP program, to address one example of a pressing need for better sector understanding in Vietnam. The study has been funded by WSP, and jointly monitored and supported by all three of the support partners. 

Specific background

Several recent analyses of the progress towards achieving national targets in Vietnam for improving access to domestic water and sanitation have each reached similar conclusions:

· Progress on the sanitation targets has had limited success. Conventional approaches that rely on hardware subsidies, hygiene education, and external assistance are unlikely to enable Vietnam to meet the national targets.

· Existing programs are construction-focused and do not have the demand-driven, integrated character set out in the National Rural Clean Water Supply and Sanitation Strategy (the NRCWSSS).

· Small-scale private sector providers are a major force in rural water supply development, but so far little is known about their operational characteristics and they are not integrated into mainstream programs, particularly for household supplies. 

· Although the NRCWSS makes strong and repeated references to the importance of involving the private sector there is poor institutional understanding about the private sector and how to work with it. 

Existing project designs for potential support by both the World Bank and the ADB are placing emphasis on integrated, demand-driven approaches in which the private sector is a key component. The same is true for other donors, reflecting key conclusions of the current joint GoV-donor review of RWSS. 
Purpose, scope, and methodologies
The purpose of the research is:

a. To inform program and project design processes by providing an analysis of the potential of developing rural markets for household level sanitation and drainage. The study will place an emphasis on the poorest segments of rural communities, and recommend appropriate experience-based strategies. 

b. To inform government initiatives designed to be integrated, demand-driven, and inclusive of private players in the rural sanitation and drainage sector. The study will propose measures to scale up market-based approaches, and provide cost and impact projections for scaled-up market-based initiatives. 

c. At a modest scale, to demonstrate the planned SAWAP processes and (a) get evidence that SAWAP-style interventions can have a positive impact on large-scale investments (b) get results and outputs that are suitable for further promoting SAWAP to bilateral donors and others (c) Collect from and feedback to Provincial level agencies working with larger scale project planning processes relevant information that will lead to build their support for SAWAP style collaboration.

d. In preparation for the upcoming SAWAP program, to demonstrate and learn from the support partnership between WSP, SEI and IDE, and further develop likely future modalities for collaboration.

The scope of the study is on the market for sanitation in rural areas. Typically in these areas, latrines are constructed for each house, and there is no connectivity to any piped disposal network. 

Two provinces were chosen for the research, Thanh Hoa and Thai Binh. These were chosen as they fall within ADB and World Bank project areas, and are considered relatively representative of their respective regions in Vietnam.
The field research of the study has concentrated across the provinces, encompassing coastal fishing villages, farming areas on the fertile plains, and in the case of Thanh Hoa, inland upland areas. 
Description and definition of ‘market’ and ‘market development’
What is a market?

Terms such as ‘markets’, ‘marketing’, ‘private sector’, ‘demand creation’, and ‘promotion’, are common and loosely used. This report talks about developing a market, to which all the above terms can be relevant, but what exactly is the ‘market’? 
There are different perspectives to defining or approaching the concept of a market:
· To producers or sellers (of a product or service) the ‘market’ refers to the people that will buy their products or services. 
· To buyers (consumers) the ‘market’ refers to the people who sell the goods that they want (and do so in a physical location known as a marketplace).

So the buyers and sellers perceive each other as being the market.  A reader of this report should take an alternate, third party point of view. A view of the market that includes both the buyers and sellers, and indeed extends to include externalities that can affect either the buyers or sellers – such things may be the availability or cost of capital / financial services, or even the climate (to the extent that this could hinder or advance activity between the buyers and sellers). 

Finally, there is a social dimension. By virtue of the fact that sanitation is of social importance, third party players such as the Government, Donors, and NGOs can influence the market, both positively and negatively.
A well functioning market can adapt over time to meet changing consumer preferences or the availability of new technologies. In this way, they are self regulating – if consumers stop purchasing a particular technology, producers will stop manufacturing. Alternatively, if consumers’ preferences shift to alternate technologies, perhaps because they have more disposable income or a cheaper or better technology becomes available, producers will respond to this consumer preference. 
What is market Development?

The corporate world has developed effective tools that, through consumer research, product R&D, and targeted promotions, enable it to optimize the effectiveness of its promotional budgets and campaigns, its product range, its distribution and retailing, its point of sales materials, sales force, and so the list goes on. In short, the commercial sector’s success is built around these proven techniques to ensure they have the right products in the right places, and that their consumers want to purchase them. 

The multitudes of small businesses that collectively supply fragmented rural markets such as the sanitation market simply do not have the techniques, organization, or available capital to finance such things. But a third party – a facilitator – can play this role, not just for individual small businesses, but generically for entire sectors, and leave behind an energized and accelerating market. 
Market development is the role played by this facilitator – using proven methodologies borrowed from the private sector to analyse and identify weaknesses in the market and based on need, strengthen any or all of: The supply networks, their products, or the demand for their products. 
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Due to the current nature of the sanitation market, and especially the fact that latrines are not sold in shops, but rather constructed from a range of ‘commodity’ materials, the main facilitation efforts need to centre on the consumers, the masons, and the construction material shops. The research has shown that there are no obvious market weaknesses that need to be addressed in the production and supply of bricks or cement. 
If (perhaps hypothetically, perhaps not), a centrally-fabricated plastic septic tank was found to be marketable in Vietnam, this would change the structure of the supply networks (at least for a share of the market), and a facilitation role may add value beyond just the consumer – mason interaction. 

Market development and the sanitation business in Vietnam
The market in Vietnam for water and sanitation has developed over the years in tune with Vietnam’s economic development. Whilst much advancement is attributed to the work of the Government, Donors, and NGOs, often overlooked are the services being provided by the informal business sector and the financing provided by unsubsidized purchasing consumers. This informal business sector is collectively the largest supplier of water and sanitation technologies in the country, and fee paying consumers are collectively by far the largest ‘donors’ within the sector: 
· It is estimated that between 1999 and 2002, that the average annual consumer investment in just two latrine technologies – Septic tanks and Double Vault Composting Latrines – amounted to some 63 million USD

· By comparison, the average annual international donor investment during the same period in both water supply and sanitation programs is estimated at 14 million USD
. 

It would be fair to note that much of the latrine acquisition that is going on in rural Vietnam is attributable to provincial and national government programs, and donor projects, which have increased awareness of the population towards sanitation through a range of promotional and media efforts. For example, the wide-spread use of composting latrines in Northern Vietnam has its roots in the pre-Doi Moi era when faeces offered the only form of nitrogen for cultivation. During this time these latrines were actively and successfully promoted by government initiatives. 
“If it’s working why try and fix it?” 
The sanitation market is made up of tens of thousands of fragmented businesses that most often do not provide sanitation services as their primary business. Latrines are constructed by masons; however latrines do not form the majority of a mason’s work. Plastic pipes are needed for latrine construction; however pipes are more often used for other purposes. The market has evolved as a series of fragmented parallel supply lines that bring together the ‘ingredients’ of a latrine at the consumer level. There are no ‘off-the-shelf’ latrines or production economies of scale to drive organization and efficiency into the market. 
Is the market working as well as it can? Is it working efficiently? Does it have the most suitable products? Are the products of satisfactory quality? Is demand optimally being created as health awareness increases? The answer to these questions is invariably ‘no’, and this is demonstrated through this research, and known from practical field experience.
Over the past twelve years in Vietnam, in both water and sanitation, it has been demonstrated that market weaknesses can be addressed through carefully planned and executed programs that result in significantly greater market activity. If the passive market activity that has been stimulated by Vietnam’s economic liberalization, could be increased or accelerated by 20% or 30%, that would be equivalent to a five or ten-fold increase in total international donor finances in the sector, or a doubling of the current total government investment. 
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The critical question is at what cost can this be achieved, and by what means. Unfortunately there is inadequate experience to provide definitive answers, but recent valuable experiences within certain market niches can provide an insight. Scale-up probably cannot be achieved through simple replication, but many of the techniques are relevant, and can be adopted by on-going programs in the sector. This report lays out recommendations for a scale-up strategy that integrates market development techniques and approaches as complimentary activities to on-going government and donor-supported programs in the sector. 

Through its process of analyzing the sanitation markets in two provinces and providing recommendations for market development strategies in those two provinces, this report attempts to take the reader through some of the analytical steps and thinking toward market development program design. 
Research Findings
Overview of the market – a summary and compilation of the main research findings

A summary of the combined output from the various research components is presented below. This summary provides a holistic picture of the market, and highlights key elements that are considered important for marketing purposes. More detail on the research findings can be found in the subsequent three sections – Technology and Latrine usage, Consumer research, and Analysis of the Sanitation Supply Businesses.

The research carried out was predominantly qualitative in nature, and should be read with this limitation in mind. It presents a picture of the situation as told by the various interviewees, through in-depth interviews and focus groups. In order to be used for decision making purposes, this qualitative research would need to be checked for representation through a subsequent round of quantitative research.  

East – West market characteristics in the research provinces
The sanitation market in Thai Binh and Thanh Hoa provinces is not homogenous. The main market segmentations are presented in the diagrams that follow, which depict a cross section of the provinces, from the coastal villages – a narrow strip of coastline villages where the population is principally involved in fishing – to the in-land mountainous (upland) areas. 

Technology Usage
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	Thanh Hoa and Thai Binh
	Thanh Hoa only

	
	Coastal Villages
	Fertile Plains
	Sloping Hills
	Upland Areas

	Latrine Coverage
	Thanh Hoa: ~ 47% of households have latrines. 
	Thanh Hoa: ~ 84% of households have latrines.
	Coverage high, ~ 70 – 90% of households using latrines, though the number varies seasonally. Almost all are dug / constructed as temporary structures that need to be moved / rebuilt after storms / when full.

	
	Thai Binh: ~ 17% of households have latrines.
	Thai Binh: ~ 78% of households have latrines.
	

	Latrine Types
	In Thanh Hoa: There are a variety of latrine designs – septic tank, semi-septic, and pour flush.
	Thanh Hoa: Full range of latrine designs in use – septic tank, semi-septic, pour flush, and double vault.
	Mainly Simple pit latrines. Wealthier consumers use single vault, or pour flush.
	Simple pit latrines. The very few wealthier consumers construct basically the same familiar designs in concrete = single vault, or pour flush.

	
	Thai Binh: A few septic tanks, otherwise simple pit, or built pit latrines. No knowledge of any other designs between these two affordability extremes.
	
	

	Hygiene level of latrines
	Thanh Hoa: 44% of visually inspected latrines were maintained to an adequate hygiene standard.
	Only 20% of visually inspected latrines were maintained to an adequate hygiene standard

	
	Thai Binh: 25% of visually inspected latrines were maintained to an adequate hygiene standard.
	


User habits and hygiene awareness
	
	Thanh Hoa and Thai Binh
	Thanh Hoa only

	
	Coastal Villages
	Fertile Plains
	Sloping Hills
	Upland Areas

	Non-user  habits
	Defecation on the beach or river / estuary banks.
	Share latrines with neighbours, or use of bucket.
	Open defecation, or use of neighbours latrines.

	Use of Night soil
	No use of night soil for agriculture.


	Use of both fresh and composted night soil for agriculture.
	Some composted night soil used in agriculture.
	No use of composted night soil, but interest to do so. Latrine technology does not allow.

	Hygiene KAP
	Relatively good awareness of faecal oral transmission, and linkage / relationship between illness / disease and sanitation.  Use of soap for hand-washing after defecation is either limited or non-existent throughout the research areas.
	Very low awareness of faecal oral transmission, and linkage / relationship between illness / disease and sanitation.  Use of soap for hand washing near non-existent (cost and awareness factors).


Sanitation Supply Network
	
	Thanh Hoa and Thai Binh
	Thanh Hoa only

	
	Coastal Villages
	Fertile Plains
	Sloping Hills
	Upland Areas

	Supply Network
	Thanh Hoa: Developed supply network, masons know a variety of designs, but difficulty in estimating costs, or construction times.
	Weak, though developing supply chain for construction materials. Masons knowledge of latrine designs is low. They can construct simple, pit latrines. 
	Very weak supply chains, mainly developed to serve infrastructure projects. Families self construct (dig) latrines. The few masons have no design knowledge of constructed latrines.

	
	Thai Binh: Developed supply network, however masons only know single vault and septic tanks. Design knowledge of septic tanks found to be very poor. Difficulty estimating construction costs, and times. 
	
	


How can we use this information for market development purposes?
The tables show how segmented the market is. The greatest segmentation is between the upland and lowland populations, though even between the ethnically similar lowland populations, there are differences between the coastal and inland populations, as well as between the two provinces. In order that program activities are as relevant as possible, it is imperative that they be tailored to each specific situation. Promotional materials for demand creation, as well as efforts to increase supply capacity need to reflect these differences to be optimally relevant. 

Where technology gaps are identified in the table above – for example, a lack of composting latrines in the coastal villages – it does not necessarily mean that they should be promoted there. Segmentation is not simply about informing program design about gaps in the market for the purpose of plugging those gaps. Composting latrines probably would not be suitable in the coastal villages because people aren’t farmers, so segmentation informs program design about what must not be done as much as what must be done, and where. 

The segmentation tables in this section are referred to later in the report during the discussion on market development strategies, along with further conceptual discussion on the importance of segmentation in program design.  

Summary of key consumer perceptions that constrain latrine ownership / upgrade / re-construction:

	
	Lowlands (Thanh Hoa and Thai Binh)
	Uplands (Thanh Hoa only)

	Cost
	· They have a misconception about the cost of latrines, believing that they are two to five times more expensive than they actually are

· They want to combine latrine construction with house upgrades, or the construction of animal pens for reasons of cost and convenience (bundling construction)
	· Permanent latrines are too expensive 

· They wait for external subsidy so they do not have to pay



	Technology
	· They do not like to demolish their old latrine to build a new one (upgrades)

· If they are going to upgrade from simple dug latrines, they want the most expensive type of septic tank, and do not consider / are not aware of lower-cost (intermediate) technologies (especially in Thai Binh)

· They want to use fresh manure for cultivation (especially tobacco and vegetables), and view their concrete latrine pits as collection tanks for fresh human and animal faeces

· They are afraid that even upgraded latrines will have a bad smell, especially in the summer months
	· The latrines need to be re-built annually, or when they are damaged in a storm, and they do not have the labour to reconstruct them – many of the men work far away from home.

· They have insufficient land, and don’t want to construct a latrine near their houses – especially worried that neighbours will complain about smells

	Priority
	· They do not rank latrines high in their priority of purchases (see below for research identified rankings). Note that in lowland Thai Binh, 95% of interviewees that did not have a latrine had a fenced concreted forecourt

· Whilst health is important to them, and especially of concern to women, they do not correlate latrines and hygiene with improved health


	· They do not prioritize expenditure on latrine construction

· They can easily use other peoples’ latrines 

· They have a habit of open defecation, and believe that this doesn’t smell as much, doesn’t present any health hazard, and there are no flies.


How can we use this information for market development purposes?

These are the principle constraints that need to be overcome through the various program activities to encourage latrine ownership. The cost constraints are misconceptions and can be relatively easily addressed. The scale of misconception is significant - on the IDE-Danida program, less than 10 percent of respondents without proper sanitation in a baseline survey thought that a latrine could cost US$ 65 (VND$ 1 million) or less. Estimates were similar to those quoted during this research, in the range of US$150 or even US$200 for a septic tank. However after 16 months of project implementation, 37 percent of all latrines constructed on the IDE-Danida program were less than US$65 and 91 percent of them were less than US$71.
The technology constraints that were noted require technological innovation, or demonstration of unfamiliar existing technologies that solve perceived problems for the consumer. Basically if the consumers have these concerns, then they need to be bridged if consumers are going to be encouraged to make investments in latrine technologies.
Purchase Priority 

The priority of a latrine purchase was found to be low, in part a symptom of the misconception of the cost of latrines described above, though not entirely. Differences of higher priority investments were found between both upland and lowland populations as follows:

	Lowlands (Thanh Hoa and Thai Binh)
	Uplands (Thanh Hoa only)

	1. Investment in productive assets – animals and agriculture 

2. Building a stable house.

3. Building a well

4. Children’s education

5. Household goods - bed, closet, TV, Karaoke etc. 

6. Moped

7. Build a septic latrine


	1. Build a house 

2. Buy plant seeds

3. Build animal sheds. 

4. Buy animals 

5. Make a well 

6. Build a latrine.


How can we use this information for market development purposes?

Purchase priority is a key factor that constrains interest in constructing latrines. The above table provides the specific ranking of purchase priorities. It is important that through communications efforts the perceived importance of purchasing a latrine or investing in upgrade is pushed higher up the list of priority. This can be achieved through promotional materials that speak directly to the ranking of latrines with respect to other priorities and reposition the latrine acquisition in the consumer’s minds. A quantitative survey conducted during the IDE-DANIDA project found that whilst 91 percent of households cited lack of finances as a reason for not having a latrine, 58 percent of them had a television, or a karaoke set. Promotional materials were developed to specifically reposition the value of a latrine over these competing household durables.

Consumer Identified Benefits of Latrine Ownership
	Tangible Benefits
	Summarized Consumer Perceptions

	
	Lowlands
	Uplands

	Convenience
	· Sheltering from the rain

· Takes time to go for open defecation 

· Latrines offer privacy (as compared to open defecation)

· Un-pleasant / inconvenient to have to use a neighbours latrine 
	· Sheltering from the rain

· Takes time to go for open defecation 

· Latrines offer privacy (as compared to open defecation)

· Constructed (permanent latrines) do not have to be re-build every year

	Prestige
	· When relatives come from the city 

· When friends visit the house

· When they are criticized at village meetings for not having a latrine

· Embarrassing to have to use a neighbours latrine (lowlands only)
	· When they are criticized at village meetings for not having a latrine



	Cleanliness 
	· Reduced smells 

· Fewer flies 
	· They can avoid splashes of dirt and faeces during rain


How can we use this information for market development purposes?

In the same way as the consumer constraints to purchase need to be overcome, these perceived benefits need to be highlighted through promotional materials. They are the product satisfactions that consumers themselves have identified, and they will be the top motivators for new customers. 
Consumer emotional drivers

The responses from consumers in focus groups to the question: “what makes you feel happy, sad, worried, or angry?” revealed the following key issues that affect the daily lives of men and women, and children:

	Men and Women
	Children

	· Success of their crop

· Having sufficient money

· Their children’s health

· Their children’s progress at school

· Quarrelling with their spouse

· Personal health


	· Getting good grades at school

· Being popular among their class mates & teachers

· Having enough money to go to school

· Quarrelling within the family

· Having new clothes at Tet

· Playing football & not having their bicycle break down




(Taken from research conducted among Kinh Populations on IDE’s hand pump promotion program – relevant here to the lowlands of Thanh Hoa, and Thai Binh)

Many women also voiced concerns about their husbands’ not helping them around the house as well as husbands’ gambling, drinking, and tendency to have girlfriends. Men on the other hand expressed annoyance when their wives questioned them about girlfriends.
How can we use this information for marketing purposes?

People’s main concerns revolve around their family’s happiness, and in particular four basic concerns: Health, crops, money, and children’s progress at school. Whilst they are not necessarily related directly to latrines, they can be used as persuasive emotional hooks in communications materials, either on their own, or combined with the benefits of latrine ownership identified above. In addition, amusing & interesting anecdotal evidence, such as the quarrelling between husbands and wives, or gambling, can be used to create stories for advertising materials. 
Purchase process (Lowlands only)
The purchase process for latrines is long and fragmented, and typically takes between three and six months, or longer if the construction of a latrine is to be bundled with other construction projects such as animal pen or house construction / repair. The main reason for the lengthy duration of the acquisition process is the length of time it takes to save money for the construction. The basic steps of the acquisition process are as follows: 

Awareness → Interest → Discussion → Decision →  …Saving … →  Construction
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How can we use this information for market development purposes?

This purchase process must be respected within communications efforts. It will affect the timing and sequencing of promotional activities that could be designed specifically to stimulate interest or discussion, or tie in with local savings / financing schemes. It will also affect program sales targets, as there will not be an immediate response to promotional efforts. It is importance that once interest is gained, that this be retained throughout the savings period. 
Seasonality of market (North Vietnam)
The sanitation market activity is not uniform throughout the year, it falls around a pattern that is determined by rainfall, availability of finances (that correlate with the timing of harvests), and cultural factors, most notably Tet, the Vietnamese New Year.
[image: image9.emf]An approximate seasonality of the market is depicted below:

How can we use this information for market development purposes?

Market seasonality, as with the purchase process described above, must be respected for the timing of communications activities. Consumers are less likely to construct latrines during the rainy season, but this may be a good time to catch their attention and develop their enthusiasm for sanitation related investment once the rainy season is over or prior to Tet when Vietnamese families often undertake household repairs and maintenance.
Technology and Latrine Usage
This section provides more detailed information on latrine technology and usage in the research provinces. Following province-wide statistics, it presents the findings categorized as follows: (1) for the villages along the coastline, (2) for the villages in the agricultural coastal plains (most of Thai Binh, and the greatest population group in Thanh Hoa), (3) the villages in the semi-mountainous areas (relevant only to Thanh Hoa), and (4) for the mountainous areas (also relevant only to Thanh Hoa). 
Province-wide statistics:

	As of June 2005 
	Thanh Hoa 
	Thai Binh

	Description
	% HH
	% HH

	Septic tank& semi- septic tank
	9.5
	19

	Pour flush
	3.8
	

	Double vault
	29.9
	7.6

	Single vault
	19.9
	18

	Other
	36.9
	 (or none)  55.4

	
	
	

	Hygienic latrine
	43.2
	44.6

	Unhygienic latrine
	36.9
	55.4

	No latrine
	19.9
	


 Source: PCERWASS Thanh Hoa and Thai Binh
Outline of the technology and latrine usage in Thanh Hoa and Thai Binh from the research survey:

Coastal fishing villages (Thanh Hoa and Thai Binh)
· The predominant employment in villages lying along a narrow coastal strip is fishing, salt making, seafood processing.

· The percentage of households using latrines in coastal areas is lowest among all groups. In Thanh Hoa, the percentage of households with latrines is estimated at 43%, though in some communes is much lower – only 20% of households in Lach Truong hamlet have latrines. In Thai Binh, the number of households in coastal villages without latrines is far less than in Thanh Hoa – estimated at 17%. 

· In Thanh Hoa, the households with latrines own a variety of designs - septic, semi-septic, or pour flush latrines. In Thai Binh, a large proportion of households own simple pit latrines or built pit latrines, which are considered as temporary – households say they are waiting for the finances to construct septic tank latrines. 

	Visual hygiene assessment of latrines in Thai Binh (Phuong Cong and Thuy Truong Communes)

	No cover on the latrine pit
	69 %

	The vaults containing faeces are not sealed
	59 %

	There is sign of faeces on the floor
	53 %

	There are flies in the latrine
	60 %

	Latrine is located less than 10m from water source
	21 %

	The vaults containing faeces flood in the rainy season
	17 %

	There are no walls or door
	49 %


· Households in both Thanh Hoa and Thai Binh that do not have latrines usually defecate on the beach or river banks. They do not use human faeces for agriculture. 

· Whilst the number of latrines is relatively high, the percentage of hygienically maintained latrines is lower than in the coastal villages – just 25% in Thai Binh, and 44% in Thanh Hoa. The main reasons that these latrines are classified as unhygienic are: (1) the vault containing faeces is open, (2) they are not kept clean, (3) they are full of flies, and (4) there are no walls or door.
Agricultural Plains (Thanh Hoa and Thai Binh): 

· The percentage of households using latrines in the wealthier coastal plains is highest – estimated at 84% in Thanh Hoá and 78% in Thái Bình.
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Common types of latrines used in Thanh Hoa are single vault latrines, (53%), septic tank (24%), double vault (33%). Common latrines used in Thai Binh are: temporary simple pit latrine (41%), single vault latrines and pit latrine (33.3%), and septic latrine (25.6%).  Households with septic latrines are usually wealthier as they are employed in service businesses, and not farmers. In Thai Binh, unlike Thanh Hoa, people do not accept double vault latrines as they believe this type of latrine is smelly and does not provide adequate faeces for fertilization. In Thai Binh, as well as selected communes in Thanh Hoa where the economy is growing, people tend to want septic tank latrines, and would not consider purchasing anything ‘less’. Therefore, when they do not have enough money for these designs, they tend to stick to temporary simple pit latrines, rather than considering more affordable hygienic designs such as: double vault or semi-septic latrine. 
· While households without latrines in coastal villages usually practice open defecation, those in the coastal agricultural plains tend to share latrines with their neighbours, or defecate in a bucket which is then emptied in a field, river, or mixed with water and used for fertilization. 

· The demand for faeces for use in agriculture is high, especially in Thai Binh. Rice farmers tend to compost faeces prior to use, whereas vegetable and tobacco farmers tend to mix fresh faeces with water and apply directly to plants. In Thanh Hoa it is common to compost human faeces for six months prior to use, whereas in Thai Binh, human and animal faeces are mixed in the latrines and composted for up to three months prior to use. In Thuy Truong commune, Thai Binh, the research uncovered a market for fresh human faeces that is used as fertilizer for the local tobacco and onion crops.
· Drainage: Households or groups of households near to public drainage along the side of roads use their own money, to connect their own drainage with the public one. In some cases, the commune makes a cost contribution. Families who do not live by a road with constructed drainage tend to dig a channel in their garden to take waste water away from their houses to a seepage pit.
Semi-mountainous areas (Thanh Hoa only): 

· In semi-mountainous areas, the percentage of households with latrines is similar to that of mountainous areas: 70 – 90%. Some 15 – 30% of households – those that are wealthier – tend to use single vault latrines. Very few households have septic latrines, and these households are mainly in the district towns. 

· As households gain income, they tend to stick to these same simple pit designs that they know, but construct them from concrete, resulting in single vault or open flush latrines. 

· Farmers in these areas tend to use composted faeces as they do in the coastal plains. 

Mountainous (upland) areas (Thanh Hoa only):

· The percentage of households with latrines in the mountainous area of Thanh Hoa is relatively high as compared to other mountainous areas in Vietnam: in Ba Thuoc 76%, Thuong Xuan 79%, and in Nhu Xuan 96%.

· In Luan Khe commune, which was a focus of the research, the percentage of households with latrines is roughly 80%. In the centre of the commune, it is almost 100%.
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The further from the centre of the commune, the greater the number of households without latrines. In these areas, people usually defecate in the forest or near streams. 

· The majority of farmers use dry underground latrines (improved pit latrines) which they build themselves. This type of latrine is recognized as hygienic by MoH. Typically these latrines have a 1.2 – 1.8 meter deep pit, are covered with wood and then soil to raise the level above the ground, have a covered hole for defecation, and have a separate channel to carry liquid waste to the outside. 

·  Whilst such designs are considered hygienic, they must be maintained correctly in order to be so. A rapid visual assessment of these latrines during the survey revealed that only 20% could be considered hygienic: typical problems were that they are not kept clean, have no cover for the pit, have broken roofs resulting in rain washing out the pits, and have broken floors over the pit. 

· The number of households with these common pit latrines fluctuates by season as they have to be reconstructed at least once a year, either because they are full, or if they are destroyed during the rain and storm season. Due to the topography of the area, wells are usually constructed at the lowest elevations, then the houses, then animal sheds at higher elevations, and finally latrines are dug at the highest elevations. 

· Luan Khe commune has only three latrines that are not simple pit latrines. These are: one open flush latrine where the faeces are flushed directly into a stream, and two single vault latrines – essentially concrete versions of the common pit latrines. 

· The aspiration of the households in these areas is to construct more permanent latrines from concrete. However, there is no information on design, and as such the tendency will be to make concrete versions of the current designs, which would not be as hygienic as they have no soak-away. 

· Whilst they are interested in doing so, most farmers do not use human faeces for fertilization as the pit designs do not allow for keeping and harvesting of compost.
· Household drainage: Most interviewees do not have any drainage facilities. Some dig a simple channel to convey grey water away from the house, usually to a pit in the garden where it seeps away, though as the houses are often constructed on hillsides, they often do not feel a need for this, letting gravity take excess water away from the house.
A varied market for sanitation technology
The above findings concerning latrine technology show how varied the market is – from the coastal plains to the poorer upland areas, the available latrine designs as well as consumer preference varies. In the upland areas there is limited variation in technology, caused predominantly by affordability, but also a lack of local design knowledge of the more sophisticated permanent designs. In the wealthier coastal plains, there is a difference between Thanh Hoa and Thai Binh. In Thanh Hoa, there is a strong market for a wide range of technologies, whereas in Thai Binh, there tends to be fewer ‘intermediate’ designs – customers sticking to basic pit latrines, or investing in highest cost septic tank technologies. These varied market characteristics must be considered when designing programs to develop the market. They are summarized in the preceding section: “Overview of the Market – A summary and compilation of the main research findings”
Consumer research

Focus group and in-depth interviews, segregated by gender as well as by users / non-users of latrines were carried out in selected communes in the research provinces. This research was used to gain an insight into the consumer minds, essentially: “what people told us”. There was limited variation found between the user groups from Thanh Hoa or Thai Binh, except for those populations living in the upland (mountainous) areas of Thanh Hoa. As such the findings are presented in these two groupings – essentially down ethnic lines – one for the lowlands relevant to both provinces, and one for the uplands, relevant to Thanh Hoa. Where differences were found within the broad lowland grouping, they are noted. The information is purposefully presented and left in ‘raw’ bullet point format, and provides interesting insights and anecdotes about the consumer’s thinking. A summary of the findings in this section was already presented in the earlier section: “Overview of the market – a summary and compilation of the main research findings”, along with comments on the use of this information for marketing purposes. 
A note on the limitation of this research: Focus groups and in-depth interviews are invaluable in providing an insight into people’s minds however they should not be taken as necessarily representative. They would not be relied upon for the development of communications materials - for this purpose, a subsequent series of quantitative research would verify the representation of the key findings. 
Lowlands – ethnic Kinh, Thanh Hoa and Thai Binh:

Reasons for using hygienic latrine designs:

· Cleanliness: not smelly, no flies

· Convenience 

· No embarrassment when relatives from afar or guests visit the house.

· Ventilation reduces smells

· More civilized family life
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Reasons for using simple pit (unhygienic) latrines:

· Latrine can store human faeces, animal faeces, and other organic trash in the faeces pit.

· No need to find a place to dump their trash because everything can be dumped in the latrine. As the villages do not have places to store trash, such habits will make the villages cleaner. 

· Latrine is ventilated, not smelly 

· Perception that only septic latrines are hygienic and they are expensive (thought to be over 5 million VND), thus the use of pit latrines is accepted until they earn enough money for septic latrines. 

· Building latrine is not a priority.

· People need to save money to first build houses, and think about other construction projects later

Reasons for not having a latrine:

· Inadequate land - if they build a simple pit latrine, it will affect other households; they don’t have enough money for septic ones. 

· Poverty: Households without latrines are usually poor, with little land and labour.

Problems with not having a latrine:

· The households with no latrine - especially the females - think that using their neighbour’s latrine is very inconvenient, especially at night or during stormy weather. 

· Many of the elderly and children prefer to defecate next to the road because they find it uncomfortable to use their neighbours’ latrines.  

Understanding about sanitation and diseases related to human faeces: 

· People with hygienic latrines have a fairly good understanding of faeces related diseases, and are able to name at least three diseases as well as explain how diseases can be transmitted through flies. 

· People with no latrines, or un-hygienic designs can name one to two faeces-related diseases, and understand how faeces-related diseases can spread through flies and water. 

· Nobody was able to link disease transmission, or name diseases transmitted through dirty hands. 

Health information:

· Wealthier households receive information from the radio, newspaper, TV, and sometimes from the commune loud speaker when there is an epidemic. 

· Poorer households receive almost no information, besides what they learnt at school. The majority of households mentioned that they do not listen to the commune’s loudspeaker as they are too busy working. 

· It is rare to hear information on health and environment sanitation at their village meetings. They haven’t attended a meeting that focuses solely on sanitation. 

· Females attend fewer meetings than the males (they only attend meetings for women). 

Understanding about hygienic latrines:
· None of the interviewees were able to describe what makes a latrine hygienic.

· Their perception is that a hygienic latrine is one without flies and without a bad smell.  

· Men think that tank latrines are more hygienic than double vault latrines because they don’t smell as much. 

· All interviewees think that only septic latrines are hygienic 

Understanding about types of latrines: 

· The female interviewees can describe the shapes of various designs - septic, pit, double vault etc. There is no knowledge of price - some interviewees estimated a septic tank to cost as much as 10 million VND. 

· Male interviewees had a better understanding about the technology: septic latrines have 3 pits, a seat, and a water tank on top etc. Male interviewees estimate the price to be less than female interviewees, but still more than double the real price. Estimations ranged from 3.5 – 5 million VND.  

· None of the interviewees have information on the types and sizes of hygienic latrines. Those with latrines explained that either masons provided them with details, or they imitated their neighbours. 

Latrine purchase process:

· Latrine construction is usually bundled with other construction projects, such as house construction, house repair, pigsty construction, etc. 

· The decision maker is usually the husband; however, they usually discuss the matter with their wife. 

· After discussing with the wife and deciding to build a latrine, the husband will choose masons, discuss with masons about the size and type of latrine, the amount of construction materials needed, and proceed to build the latrine. 

· Single mother households usually ask masons to buy materials. 

· The time lapse between when the decision is made and when the construction starts depends on the type of construction.
· If the pigsty is built together with the latrine, the time lapse is 3 – 6 months because the household needs to save enough money to buy the materials.  

· If they combine latrine construction with house construction, it could take as much as 10 to 15 years to save adequate money.  

Priority level of latrine construction:

Typical purchase priorities are as follows:

1. Investment in productive assets – animals and agriculture 

2. Building a stable house.

3. Building a well

4. Investment on children’s education

5. Buy facilities for the house:  bed, closet, TV, etc. 

6. Buy a moped

7. Build a septic latrine

Satisfaction level with the latrine

· Interviewees with hygienic latrines report total satisfaction because of: Cleanliness, convenience, disease prevention, they are not embarrassed by having to use their neighbour’s latrines.  

· Households with temporary latrines (simple pit latrines) are not satisfied with their latrines because: They have a foul smell, lots of flies, cause pollution. 

· Male interviewees who were not poor, but had simple pit latrines aspire to having a septic tank latrine, and would not consider building other designs if they were to upgrade. 

Uplands – ethnic Thai, Thanh Hoa

Reasons for having latrines: 

· Cleanliness, no flies 

· Reduction in disease, though few were able to name any sanitation-related diseases. Those mentioned were diarrhoea and skin disease.

· Privacy: (the female group particularly cares about this issue). The hills where they used to defecate are now used to plant cassava. 

· Avoiding the rain when defecating. 
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Using latrine has become a habit: The health sector / government encourage latrine usage: Each time there is a health epidemic, health and government officials usually open campaigns to encourage latrine usage, focusing on dry underground latrines (improved pit latrines). 

· Sometimes the health officials use pressure, such as: households without latrines will not be provided with the medication bag (each medication bag costs 48,000 VND and is provided to each household in mountainous area).  

· Some villages fine households that have no latrine. Fines are typically 25 – 50 kg of rice or 50,000 VND, and the village then uses this money to build latrines for those families. Sometimes, households that do not have a latrine are not visited by nurses when family members are sick.   

Reasons having un-hygienic latrines:

· Most households are not aware that a cover for the latrine hole is necessary – none of the latrines examined during the survey have covers on the holes.  

· The constructed pit cover is often destroyed by pigs and chickens, and the households have not got around to fixing these problems. 

Reasons for not having a latrine: 

· They don’t have enough labour to rebuild latrines, and the men usually work far away from home. 

· The interviewees with latrines think that those who do not have latrines are lazy – the pit latrines cannot be used for a long time, and need to be rebuilt when full, or after they are damaged in a storm. 

· They have a habit of open defecation and think that this doesn’t smell as much as using a latrine, it is cooler outside, and there are no flies.  

· There is not enough land – some families had land taken away when roads were constructed. If they construct a latrine by their house, they will face trouble from their neighbours. 

· They can easily use other people’s latrines. 

Problems of not having a latrine:

· Some interviewees that have latrines think that not having one is inconvenient because you can get caught in the rain, in the dark, get bitten by snakes, have to go a long distance.  

· Those without latrines thought that it was not a problem, other than the fact that they had to go a long way to defecate. 

Understanding about sanitation-related diseases:

· Female interviewees that have latrines can name several faeces related diseases, such as diarrhoea, worm diseases. However, they don’t know the effect of these diseases or how harmful they are. 

· Non-female interviewees cannot name sanitation related diseases. They vaguely recall that human faeces can cause diseases from information provided by health officials, the head of the village, and members of the women’s union. 

· People who do not have a latrine and who defecate in the open see no problem with this. They think human faeces will lose their smell after 24 hours, and will be eaten by insects, such as ants, worms, and beetles.

· Most people don’t know how diseases are transmitted from faeces to human. Some understand that diseases are transmitted through flies. No one mentioned dirty hands as a transmission route. 

· The majority of interviewees say they wash their hands before meals and when their hands are dirty. However, the majority say that they only wash their hands with water after defecation, and do not use soap. 

· Some families use leaves or sticks instead of toilet paper.

Understanding about other kinds of latrines:

· The majority of people only know about 1 kind of latrine - dry pit latrine – since the commune health sector is familiar with this type of latrine. 

· Some know about single vault latrines and flush latrines when they see them in downtown areas. However, they don’t have a thorough understanding of these latrines (prices, how to use, maintain). 
· They think latrines constructed from bricks / concrete must be more hygienic than their pit latrines.
Latrine construction:
· When the latrine is full or damaged, usually it is the wife that suggests rebuilding it. The husband takes the decision to rebuild it. 

· Both husband and wife look for and harvest the local construction materials, and this will typically take about two weeks. . 

· The husband builds the latrine when he has free time or can get help from neighbours. 

Priority level of latrine construction: 

The majority state that even if they had enough money to build a latrine, they would not prioritize building one. The following summarizes the purchase priorities:

1. Build a house 

2. Buy plant seeds

3. Build animal sheds. 

4. Buy animals 

5. Make a well 

6. Build a latrine.

Satisfaction level with the latrine

The female group is satisfied with the latrine because: 

· It is clean (with no flies) 

· It helps avoid certain diseases

· It is private

· They can avoid the rain during defecation.  

· They can avoid splashes of dirt and faeces during rain. 

· They don’t need to spend money on construction materials. 

They are not satisfied with their current latrines because: 

· They are not permanent (need to be rebuilt after a short period of time or after a storm) 

· Poultry can enter the defecation hole (when the soil is marshy around the hole) 

· Snakes can enter it

· They cannot use faeces for fertilization because they are eaten by ants, mites, etc. 

The male group is not satisfied with their latrines because:

· They need to be rebuilt many times

· They can easily catch fire (because the roof is made from bamboo and plants – when people defecate at night, they use a lantern which can easily cause fire – there have been several cases where this has happened.  

· They think they are using this kind because they haven’t had enough money. When they do, they will construct single vault latrines.

The importance of consumer research
The above findings provide a wealth of information about the target groups, and show how varied the consumer’s perceptions toward latrine ownership are. In some cases, the perception is exactly opposite – for example, in the wealthier coastal plains, one of the cleanliness advantages of latrine ownership is reduced flies, but in the sparsely populated uplands, this is noted as a disadvantage. 
The consumer perceptions described within this section should be used as the basis of communications material and program design, and for this purpose, a summary of the findings is presented in tabular form in the earlier section: “Overview of the market – a summary and compilation of the main research findings”. They are also referenced later in the section on demand creation. 
Analysis of the Sanitation Supply Businesses
In order to develop market strategies it is important to have an understanding of the product supply businesses. These businesses provide the raw materials, construction, and design services, and at times, informal financial services by providing credit on their services. This section offers an insight into the supply side of the sanitation business. It looks at the principle interface between supply and demand – the masons, as well as considering the supply chains for bricks and cement as these are the most common and expensive materials used in latrine constructions. 
Overview of the sanitation supply business in Thai Binh and Thanh Hoa
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This diagram presents the basic situation of the sanitation business in the research provinces. The following key points from the diagram, as well as additional qualitative information provided below should be noted:

· There are essentially no supply networks serving the upland areas. Simple pit latrines - are self-constructed using indigenous materials. 
· In the lowland areas (all of Thai Binh and the majority of Thanh Hoa) there are developed supply chains providing the range of required construction materials, and construction services.
· The construction inputs are generic products / commodities which are not sold under one roof.

· Approximately 70% of households in the coastal plains hire masons to assist with their design and construction, the remainder self-construct. 
· Households that self-manage the design and construction (~30%) tend to be building simpler and less hygienic single-vault latrines. Consumers prefer to do their own construction due to cost-saving.

· Latrine construction forms only a small part of mason’s total work – the bulk of work is in building houses or animal pens. 
· The latrines that are being constructed by hired masons are generally of higher quality, both in terms of construction and design, and are usually the more complex designs - double-vault or septic tanks. 
· In almost all cases, households procure their own materials from suppliers within their own commune – latrines require a range of construction inputs such as bricks, cement, plastics, wood, and ceramics.
· Most masons interviewed found it difficult or were unable to estimate the cost of the various latrine designs, or how long it would take to construct them. 

· In Thai Binh, Thuy Truong commune, the masons attitude towards the design of latrines mirrored that found among the households in the commune – that only septic tank latrines, or single-vault latrines were hygienic, and none of the more affordable ‘intermediary’ designs – Double vault, or semi-septic – were appropriate. 

· The number of masons is large – Thuy Truong commune and Phuong Cong communes, both in Thai Binh, have 40 and 10 groups of masons respectively (one group = one manager + two or three workers). 
How can we use this information for market development purposes?
This analysis demonstrates the importance of Masons as the most critical node in the sanitation supply business. It shows that the potential market for the design / construction / consultation that is provided by masons is under-developed - 30% of the total consumer market is at present un-served by masons. This potential can be realized by increased promotion of masonry services, and enable the provision of the family of hygienic designs that cannot be constructed by end-users themselves - Double Vault Composting Latrines, Semi-Septic, and Septic Tank Latrines. However, there is a need to train masons in latrine construction and design as their current knowledge of the various designs is poor. 
Masons can be a key information channel for promotional purposes, accessing some 70% of the population that is constructing latrines. Masons can therefore be critical sales-closure agents, through their personal interaction with their consumer base. There may also be scope for masons to provide design consultation services rather actual construction (unbundling services), which may extend their service provision to families that want to self-construct, or poorer families but need design expertise. 

Building the capacity of masons is also critical to provide the market with the ability to respond to evolutions in consumer purchase preference towards more sophisticated designs that will come about through a continued trend of increasing wealth in rural Vietnam.  In the interim, training masons on ‘intermediary’ designs that are cheaper, and emphasize gradual upgrade will enable them to serve poorer customers. 
The brick and cement industries
Bricks and cement are the two greatest material expenditures required for the construction of most common latrine designs. A schematic of the brick and cement industries surveyed in Thai Binh province are presented below:
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Analysis of the cement and brick supply industries

Bricks and cement are common construction commodities, and as such the industries and distribution networks are very well developed. Given the highly competitive nature of these businesses, profit margins are extremely thin – for example, profits on wholesale or retail cement are as low as 1.0 – 1.3%, which is far below the cost of capital in rural areas and lower than rural retail margins. This is achieved because cement manufacturers finance inventory into the distribution and retail networks, and take payment when a subsequent order is placed.  

Latrines make up only a very small part of the total consumption of cement and bricks or other construction materials. It is estimated from the research in Thai Binh that this may be as low as 1.4% of the total cement consumed in the province. 

How can we use this information for market development purposes?
It is good news for the Vietnamese consumer that the profit margins in the construction materials industry are so low. However, this means there is limited opportunity to finance any promotional activities related to latrines directly or even partially from the profits in the supply chain. Were profits higher, or latrines a greater portion of the total businesses, then consideration would have been given to burying promotional equity in the supply business, both through commissions and visual branding as was achieved during IDE’s efforts to develop the hand pump market in Central Vietnam. 
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Methodologies for developing the sanitation market in the research provinces

Overview
Findings from the field research undertaken within this study, combined with practical experience in water and sanitation market development in Vietnam through past and on-going programs provide the basis for recommendations within this section. 
The recommendations to develop the sanitation market presented within this and subsequent sections are based on research, but as already mentioned, it must be appreciated that the scope of research undertaken within this study is far from adequate to finalize a strategy and campaign. Given the qualitative bias of the research, and its limited geographical scope, a round of quantitative research would be needed to verify the representation of the findings.  
Another dimension, that of cost also needs to be considered. The ideas and recommendations that follow are not developed for a specific scale of program activity. Rather, they form a broad menu of ideas, which may be useful as stand-alone activities that can feed into on-going sanitation promotion efforts (low cost), or used in conjunction in a more intense and holistic market development activity (higher cost). 
Overall considerations for market development
The research has highlighted weaknesses in both supply and demand for sanitation – for latrines, for the maintenance & use of latrines, and for domestic sanitation. The situation is varied, even within and between the two research provinces, and this requires a strategy that tailors and responds to specific market situations. 

Optimally energizing this market requires a strategy that considers improved supply as well as increased demand, and to further leverage the power and effect of the intervention, increases interaction between the suppliers and consumers. In simple terms, it is ensuring that the right product is available, and that people are encouraged to pay for it. 
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1. Strengthening supply capacity to ensure that: 

· Affordable, hygienic, and upgradeable latrines are available through the market in order that all consumers, no matter how poor become potential beneficiaries of the services. 
· The private sector optimally plays a role in information exchange, demand creation, and sales closure.
2. Demand creation to:

· Increase consumer expenditure on new latrines, or upgrading unsanitary latrines. 
· Encouraging the use of associated technologies such as household drainage that have a complementary effect on household sanitation.
· Improve domestic sanitation, hand washing, and therefore derive optimal health benefits from the market development effort.
3. Increase interaction between the consumers and suppliers to:

· Increase information exchange
· Enable sales transactions to develop and take place.
Segmentation and Targeting
As was seen in the tables presented in the research summary, there are both market variations as well as similarities throughout Thanh Hoa and Thai Binh. The largest and most obvious market segmentation is between the upland and lowland areas of Thanh Hoa. 
As mentioned earlier, even what consumers mean by each of the identified tangible benefits of latrine ownership and use – Convenience, Prestige, and Cleanliness – are different between these populations. In the lowlands, consumers find it ‘embarrassing’ to use a neighbour’s latrine, but in the uplands they do not. Likewise in the lowlands, one of the cleanliness advantages of latrine ownership is reduced flies, but in the sparsely populated uplands, this is noted as one of the disadvantages of having a latrine vs. open defecation away from the home. Likewise the habit of open defecation and the use of night soil as fertilizer are relevant to certain areas and not others. The supply businesses and the level of engagement with masons for latrine construction vary from one place to another. 
In a simplistic sense, this market segmentation determines what needs to be done where – informing such things as communications message development, technology gaps, or supply capacity needs. However, further segmentation – that of the localized populations - needs to be undertaken in order to target efforts and messages exactly where they are needed, and indeed to determine who needs exposure to them. 

In practical terms, within a marketing effort in a specific community, this means considering (1) Access based factors (who does not have a latrine, and of those that do, who has an un-hygienic latrine) (2) Socio-economic factors (who falls within the socio-economic bracket that a particular initiative is targeting), and (3) behavioural factors ( for example, who are primary care givers, which households have young children?)
This segmentation of population will determine a ‘core’ target group, and marketing efforts can be designed and directed specifically toward them. For example, a marketer may want to specifically target a high impact niche that includes: Female headed low-income households, from 24 – 36 years of age, who do not own a hygienic latrine or have an unhygienic latrine, and who have children at primary school. 

This population-segmentation and definition of a core target group is obviously beyond the scope of this research, but would need to be undertaken during the planning of a specific program. The following table presents the major areas of intervention that are required across the research provinces, based on the identified market segmentations in the research summary:
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	Latrine Coverage
	Lower use of latrines, and prevalence unhygienic designs. Increase demand for latrines and upgrades

	Relatively high coverage of latrine usage. Reinforce the importance of latrine use and reconstruction.  

	Latrine Types
	Thai Binh: Promotion of latrine options that focus on upgrade and affordability to reach poorer consumers.

	Wealthier consumers are upgrading to unhygienic designs – often less hygienic than the simple dug pit designs that are more common. Promote cheap hygienic designs so that these become the standard for the future market instead of the unhygienic designs currently emerging as upgrades. Undertake R&D to develop very cheap, hygienic options that address the stated problems – consumer as well as technological – with the existing dug pits.

	
	Thanh Hoa: Less of a need to introduce new designs, but need improve masons skills for the existing designs.
	

	Hygiene level of latrines
	Low hygienic status of latrines: Promote hygienic latrine maintenance and use for the full range of familiar designs as well as (especially for Thai Binh), less familiar designs that are introduced (as a above). 
	Very low hygienic status of latrines: Promote hygienic latrine maintenance and use, for the current as well as future designs. 

	Non-user  habits
	Target the exceptionally high prevalence of  open defecation in the coastal areas through specific promotional efforts
	
	Target the prevalence of open defecation through specific promotional efforts relevant to upland areas. 

	Use of Night soil
	
	High prevalence of fresh night soil use: Encourage the hygienic use of night soil – composting vs. fresh faeces through specific promotional efforts. 
	Promote the financial benefits of using composted night soil as a nitrogen source for agriculture (where appropriate) in order to reduce the prevalence of open defecation, and promote more hygienic ‘future’ designs.

	Supply Network
	Thanh Hoa and Thai Binh: Masons have difficulty in estimating costs, or construction times for consumers: Improve masons ability to respond to key consumer questions, and to convey real prices.
	Set the standard for the ‘future’ market, and deter the emerging trend of un-hygienic single vault technologies: Provide sample latrine constructions, and build the design awareness of the few masons operating in upland areas, as well as through the local political system.  

	
	Thai Binh especially: Increase masons awareness of alternate ‘intermediate’ designs, and upgrade skills.  
	

	Hygiene KAP
	Reinforce and extend existing knowledge and practice of domestic sanitation.  Promote use of soap for hand washing. 
	Raise knowledge of Faecal oral transmission, as well as relationship between hygiene behaviour and health. Promote hand washing at critical times as first step towards hand washing with soap.


Demand Creation

Of all the tasks, demand creation is perhaps the most complex, expensive, and time consuming. This is especially true for the actual development of marketing and advertising materials. This process typically takes between six and eight months, and requires intensive research, consumer exposure of concepts, pre-testing, adjustment, production, etc. This is unfortunately not a one-off process. Campaigns have a shelf life, and to maintain interest as well as follow the consumer’s changing attitudes and perceptions requires re-visiting this process (perhaps to a lesser degree of intensity than the first time) year-on-year. 
As previously mentioned, the consumer research of this study is definitely not adequate to finalize promotion materials or strategies. Rather, this research has been an invaluable first stage - coming up with broad market characteristics, and projecting from those, likely areas of activity for market development. 
There is also invaluable experience to be drawn from the on-going IDE-DANIDA sanitation market development program in Thanh Hoa. Many of the recommendations of this study are based on the experiences of that program. Furthermore, in terms of an immediate scale up recommendation, the materials developed and in-use through that program are of relevance to large geographical areas within the research provinces, though they have only thus far been used in a few select districts. 
What are we trying to promote?

It is apparent from the research that there is a need to promote latrine purchase as well as upgrade. In addition it is evident that there is a need to promote the maintenance and up-keep of latrines – recall that many of the latrines surveyed fell far short of what is considered hygienic. Included with this could be the use of household drainage as this affects hygiene, even if that drainage is simply to take waste away from the house to a seepage pit. Finally, the underlying purpose of a latrine / sanitation promotion effort is improved health, and it is evident that domestic hygiene habits have much to do with family health. Thus it is opportunistic, or perhaps a responsibility, that a hardware promotion campaign should extend to incorporate improved domestic hygiene. In particular, it is been shown that the greatest health benefit can be derived from a single habit: Hand washing with soap
.
Thus the promotion campaign must therefore deliver on three fronts: 
1. Hardware: New or upgraded latrines. 

2. Software: The hygienic maintenance and use of latrines

3. Software: Domestic hygiene behaviour – most specifically hand washing with soap. 

Promotional message development
1. Hardware: The promotion of new and upgraded latrines:

First we need to identify what are the key messages that we need to convey through the promotional materials in order that they be as relevant and motivating as possible. Recall the following from the research summary that considers attitudes towards latrine ownership or upgrade:
The main tangible benefits of latrine ownership perceived by the consumers can be broadly categorized as: Convenience, Prestige, and Cleanliness. This was found to be true for both the lowland as well as the upland areas, even though the specifics of what is meant by convenience, prestige, or cleanliness are different between them. 
The main constraints to latrine ownership and upgrade can be broadly categorized as: Cost, Technology, and Priority. Once again, the specifics of each of these broad categorizations vary between the upland and lowland areas. 
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Promotional materials to encourage investment in latrine ownership or upgrade (be they print, audio, visual, or delivered through personal interaction) need to build around these concepts to be as motivating as possible. They must convey the tangible benefits, and they must address / counter the main constraints. Such messages will form the core of the promotional material content. 
In addition, and to compliment those messages, secondary messages that appeal to more general (non-latrine specific) emotional drivers should be used. Recall from the research summary that in the case of the Kinh populations living in the lowland areas, these have been identified as: Health, Success with crops, Money, and Children’s Progress at School. Such messages would either make explicit linkages or imply linkage between these motivators and latrine ownership and upgrade.
Latrine designs depicted in communications materials must be relevant to the target populations. Specifically, the difference between latrine designs used in the lowland and poorer upland areas will be very different.  

2. Software: Hygienic maintenance and use of latrines and hand washing with soap:

The level of maintenance of latrines and their hygienic use is very poor. This needs to be overcome, and in parallel to developing communication material that persuades new constructions or upgrade, it is important to promote the hygienic use of all latrines – existing or new. 
Health is important to people, but the relationship between health and hygiene is not strong, nor is there much of a notion of health prevention – that ones health is (at least to a certain extent) in ones own hands. 

The research highlighted a relatively good awareness of the faecal-oral transmission route among the lowland populations, but a low prevalence of hand washing, either at critical times, or with soap. 

In the upland areas, there was a very low awareness of the relationship between illness or disease and sanitation. The use of soap for hand washing in these areas is near non-existent, due to both cost and awareness factors. Consumers identified that hands need to be washed when they are dirty – which means visibly dirty, and does not extend to awareness that hands which appear to be clean can harbour disease-causing bacteria. 

As with hardware promotion, in order the be as motivating as possible, the promotion materials need to link the benefits of improved hygiene need to the key emotional drivers found for the target consumers - Health, Success with crops, Money, and Children’s Progress at School.
To whom should the promotions be targeted?

In a similar fashion to the geographical variations that were noted through segmentation, each of the household members – men, women, and children, have differing attitudes towards the technologies and hygiene practices that need to be promoted. 
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Men take a great deal more interest in the hardware aspects – technology – whereas women care more about the software component – improved hygiene and family health. Thus, promotional activities that focus on hardware need to place more emphasis on reaching and being relevant to men. Men are also the primary decision makers for a latrine acquisition, although they would not take a decision without consultation with their wives. Promotional activities that focus on software need to be designed with a bias to reach and appeal to women. They are also very relevant to the poorest segments of the populations as their adoption requires no capital outlay. 
Children play an important role in domestic hygiene; young girls often play a role in taking care of younger siblings. For these reasons, it is as important that they become aware and adopt good hygiene practice as adults. They are also the ‘future’ adult population, and investments in elevating the awareness in children will have a long term impact on the future levels of hygiene in Vietnam. 
Developing Simple and Clear Messages

Within either the hardware or software communications objectives, there are a plethora of potential and important messages that need to be conveyed. Such things as: maintenance of latrines, hand-washing, hardware design, pricing, open defecation, use of untreated faeces for fertilization, etc. 

However, it is important that for any specific promotional material that only one or two main messages are conveyed. Consumers will not absorb a whole slew of information at once, and providing too much will dilute away from the most important aspects. Simple, clear, focused messages will work the best. The only exception to this rule would be whilst providing reference or training materials, that would be engaged with for a longer period than advertising promotions. 
Uniform cross-campaign branding 

It is important that the various promotion materials carry strong uniform branding in the form of a campaign logo, which will become synonymous with the key emotions of the target population - prestige, happiness, health, and wealth. Successful health promotion programs in Vietnam have not only employed visual branding through a logo, but also audio branding through campaign songs, that lyrics of which have carried key messaging. In one example, IDE has used the donated services of one of Vietnam’s most loved and widely known musical composers – Pham Tuyen - for the development of a campaign song. Due to his fame, and the catchy quality of the song that he composed, it was possible to get free air time on television and radio. 

[image: image22.wmf]Mekong Delta

-

20.00

40.00

60.00

80.00

1998

2002

Septic Tank Pour

Flush

Double Vault

Composting latrine

Simple toilet (including

Unygienic DVCL)

Toilet drains into

river, pond, or animal

pen


Campaign branding is used to link the various elements of the promotional effort; links that might not ordinarily be made by the consumers. For example, branded T-shirts can be worn by trained masons, on leaflets provided through health stations, at material supply shops, etc. They act as powerful reminders of the messages that each of the materials and communications efforts convey.
Pre-testing materials

It is imperative that consumer exposure is given to the various materials to ensure that they clearly convey the intended messages, and that they are found to be interesting and relevant. It is almost certain that following consumer exposure, materials will need adjustment. 

Media selection and channels
A variety of media opportunities are available that can be used for market development purposes. This study did not extend to cover media habits of the population, something that would be established through complimentary quantitative research. However, experience gained over the years, using a variety of media for rural promotion provides a good knowledge base, as well as insights to the suitability of each. 
This has much to do with opportunity and level of targeting. Some messages are relevant to broader audiences, whilst others are relevant to smaller geographical coverage. Ultimately a mix of media will be used, and assessments of the effectiveness (measured in terms of cost per contact) will enable a refinement of media selection as experience is gained on any specific program. The following provides experienced based comments on the use of a variety of media, all of which have been utilized in rural Vietnam in the past:
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Television – television ownership is high in rural Vietnam, especially in the lowlands. A variety of formats can be used; simple advertising of specific issues, infomercial formats that provide advertising through interesting informational programs, and indirect methods that bury social messages in formats such as dramas or soap operas. Television does not have to be expensive – television stations, both at the national and provincial level can be eager to get hold of programming material. Television obviously has broad coverage, so it is important to try to make the promotional content as broadly relevant as possible.

Newspapers – limited readership, but free promotional opportunities exist through the use of informational articles rather than direct advertising, they are less relevant to poorer populations. 
Radio –  Coverage of radio is not that widespread, but materials developed for use on commune loudspeakers such as radio soaps or comedies that are interesting to listen to are obviously also relevant to radio. 
Commune Loudspeaker – Similar to radio, but offers greater localization of messages. A high degree of localization can be derived by making various cuts of audio materials that mention the specific communes, or specifically relevant aspects of the communes in which they are used. 

Village level political structures – It has been found that village politics plays an important endorsing role for campaign credibility. In the case of sanitation especially, it can be used to derive a great deal of persuasive peer pressure. 

Village meetings – This is a very common format in Vietnam, and is highly targeted. Typically a selection of target customers in a particular hamlet can be gathered for highly targeted promotional activities. Such meetings that are dedicated to sanitation promotion are useful forums to encourage interaction between masons and potential customers. They are also the primary forum for developing peer pressure. 
In addition to meetings specifically arranged for sanitation promotion, it has been found effective to piggyback sanitation messaging onto other meetings that are going on at the hamlet level. Videos have been successfully used in piggyback meetings (every hamlet has at least one video / disk player), and this enables scientifically developed and tested messages to be played to a highly selected audience, as well as adding interest to the meetings.  
Health Stations – These are obvious locations for the movement of information, both verbally through health workers, and also through leaflets that can be distributed to people who visit with sanitation related health issues. It is a very opportune moment to get people to reflect on sanitation habits, and make them aware that this may have something to do with why they or their children are ill. In some instances it has been found that people go straight to pharmacies for health advice, and as such, pharmacies can act as a secondary source of the same types of information, though the credibility of pharmacists is lower than health stations. 
Health Promoters / Women’s union representatives – Provide an avenue for one-to-one personal interaction with selected consumers. They also act to gather customer information, home visits to targeted customers, and aiding and encouraging them along through the purchase process.  
Schools – Whilst schools would seemingly offer opportunity to talk just to children, this would be to overlook much of their opportunity. In a Confucian society such as Vietnam, teachers are held in very high regard. Information from teachers can be channelled through homework activities that can be used to initiate pre-prescribed discussion in the home with both parents, either separately or together. Such activities also offer opportunity for monitoring and data collection. Schools initiatives that have been found to be successful have been designed to integrate with existing curricula over the period of a school term, or through one-off activities that can be complimented by the presence of a health promoter. 

Competitions – Have been shown to be effective complementation to other activities such as schools programs, or commune and hamlet women’s groups. They are very useful for increasing the level of interest and accountability, as well as inspiring creativity among villagers regarding sanitation related stories, or role-plays. Provincial-level ‘competition finals’ are often reported on provincial television which provides additional promotional equity at no extra cost. 

Masons – There are inadequate profit margins in the supply networks for masons to self finance promotional activities, however, the personal interaction between masons and potential consumers will result in a greater likelihood of a purchase decision. A mason’s primary business comes from satisfied customer referrals, and thus it is in the interest of masons to ensure that their customers are satisfied with their services and feel they can seek their advice. Furthermore, masons can be critical sales closure agents if properly trained to optimally interact with potential consumers. Especially related to the research findings, would be the opportunity presented through masons to discourage the bundling of animal shed or house improvements with latrine construction and upgrade, as well as conveying clear estimates of pricing. 

Construction materials shops – Even consumers that employ masons generally purchase their own materials from commune or district suppliers. Thus they are good avenues for design information, and they should be willing to display campaign branding to associate themselves with the promotional efforts underway in their locality. Such a strategy was used whilst promoting hand pumps in central Vietnam, whereby the various retail and service providers would prominently display the campaign logo. 

Developing a media and promotional plan
A media and promotional plan determines which media and promotional efforts will be used, and at what timings and frequency. Cost and impact are the critical assessment criteria for a media plan. 
The following page illustrates the media plan currently in use on the IDE-Danida sanitation promotion program. Perhaps most important to note from this table is the heavy weighting given to promotional meetings of potential customers. These meetings are arranged specifically for the target customers, and act as a forum to bring together suppliers and consumers.
	 
	 
	2003
	2004

	Media Plan
	 
	Sep
	Oct
	Nov
	Dec
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Radio news /propaganda (provincial)
	1 time a week / 6 weeks: 6 / every 3 months
	 
	
	
	 
	
	
	
	 
	
	 
	
	
	 
	
	
	 

	Radio copy broadcast (provincial)
	9 times a month/6 months:34/ every 3 months
	
	 
	
	
	 
	
	
	 
	
	
	 
	
	 
	 
	
	 

	Loudspeakers copy (comune)
	5 times per m/6 months (30 communes): 900
	 
	 
	
	 
	 
	
	 
	 
	
	 
	 
	
	 
	
	 
	 

	Loudspeakers news (comune)
	1 time a week / 6 weeks: 6 / every 3 months
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 

	TV news (provincial)
	2 times a year/ 6 times per province/ every 6 months
	
	
	 
	 
	
	
	
	
	
	 
	 
	
	
	
	
	 

	Newspaper (provincial)
	1 per province / every 6 months
	 
	
	
	
	 
	
	
	
	
	
	 
	
	
	
	
	 

	Outdoors advertisement
	2 slogans per comune / 30 comunes (total 60 slogans)
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 

	Promotion Plan
	Prints: 106,000 leaflets (2 types)/ 6,000 posters / 4,800 brochures
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 

	Latrine demonstrations (comune)
	3 per commune (90 in total)
	 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 

	Customer/promotion meetings (village)
	app 7 meetings per village (Total 1790) / every 2 month
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Household visits
	A total of 94,399 visits (approx 3 per target household)
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Village competitions
	242 village level competition/6 district competitions
	
	
	
	 
	 
	 
	
	
	
	
	
	
	
	
	
	 

	School pilot program (district)
	12 schools under the program, approx: 2,500 students
	
	
	
	
	 
	 
	 
	 
	 
	
	
	
	
	
	
	 

	 
	 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	 


Media and promotion plan used on the IDE-Danida sanitation market development project in Thanh Hoa and Quang Nam provinces.

Sanitation Technology
Making technology cheaper
There are only a few designs of latrine available in Vietnam. Whilst it is important to ensure that relevant designs are available, it is also important to ensure that they are available in an affordable way. Emphasis therefore needs to be placed on upgrade, to reduce the entry-level cost of latrine ownership, and open the market for latrines to the poorest segments of the population.
A latrine is made up of two components – an underground piece, and an above-ground piece. By focusing initially on just the underground piece, and using local materials for the above ground piece (walls, doors etc) the cost of a latrine can be significantly reduced – almost halved. A consumer can upgrade the above-ground piece when finances become available if indeed it is a priority for them to do so. 

Cutting the entry level cost of existing latrine technologies has a dramatic effect on the market. Masons need to be able to provide lower-cost design options to consumers, communicate the prices, and be able and willing to construct the technologies. Lower cost technologies will expand their markets within wealthier segments of the population, as well as extending them to poorer segments. 
As mentioned earlier in the report, consumers believe technology prices to be higher than they actually are – as high as 25% of their annual income, whereas technologies are available in the market at around 15% of annual household spending. Technology cost reduction efforts should be aimed at reaching targets that are defined in this way – for example, less than 7% of annual household income. 

Technology efforts need to be financed by an external market facilitator, as these cannot be afforded, nor the development costs recovered by the small scale producers that characterize the market.
Product development

There is also opportunity to achieve lower cost technology, or technologies that respond to specific consumer-identified problems through design. This will be especially important in upland areas, where there are no affordable options beyond the current dug pit-latrines, yet consumers are frustrated by the annual need to reconstruct them when they are full or after damage by storms and rain. 
Some efforts have been made in Quang Tri, Central Vietnam to solve these problems through the introduction of concrete latrine slabs. In the case of Quang Tri, they failed due to the difficulty of transporting the heavy slabs to remote areas. Experience from these efforts, pioneered by Oxfam Hong Kong will be valuable to guide technology innovation. It is possible that some of the designs developed for on-site low-cost construction for use in refugee camps in Africa might have relevance to these upland areas. These technologies and construction methodologies, developed by ApproTech – a Kenyan NGO – allow for on-site construction of latrine slabs which would overcome the transportation problems found in Quang Tri. A critical shortfall of the existing design is that the pit cover, made of wood and earth, breaks up. Stronger latrine slabs, made from cement mixes with soil may provide a solution, or are at least worth considering in R&D efforts to solve the problems found in the upland areas. Such slab designs may be strong enough to support walls and a roof, yet, be able to be moved over new dug pits as is required on an annual basis. 

Strengthening Supply Capacity
Strengthening supply capacity is essentially to ensure that the right products at the affordable prices are available for the consumers. Research on the supply chain for latrines showed that consumers interact with the supply businesses as follows:

1. Through masons (though not all consumers hire masons)

2. Through construction / hardware shops which sell cement, latrine pans, roofing tiles, etc. (note that even when consumers do use a mason, they invariably buy their own materials from these shops)

3. Through brick suppliers (whether bricks are supplied from factories or from small household producers at the village level, they are generally sold and delivered by a small truck / trailer owner in the village, though this consumer / supplier interaction is not usually in a fixed ‘retail’ location)


Of these three, the first two – the masons, and the construction shops – are the most important for marketing purposes as consumers engage with them in an advisory fashion regarding their latrine construction. By channelling information through both of these, it is possible to encompass all consumers – i.e. those that hire masons, and those that do not. 

Construction shops can carry information on design and construction options, provided both verbally, and also through posters / leaflets. Leaflets and posters used at these outlets should carry universal campaign branding that reinforces and reminds consumers of the other messages delivered through alternate channels.

Masons are the most critical element of the supply networks that need to be strengthened. They need to provide clear advice to their consumers, and they need to provide quality construction of sanitary latrine designs. As masons are often consulted prior to a final purchase decision, it is also opportunistic to use masons to help sales closure, by learning how to interact with their consumers, and advance their purchase decision process.

Thus, strengthening the supply network should encompass:

1. Training of masons and construction shop owners to equip them to provide the right advice to consumers – note this must encompass both upgrade and new latrine constructions. 

2. Training of masons to hone their design knowledge, construction skills, after sales services (repair / maintenance). 

3. The provision of printed technical advice (on latrine design and construction options) for use by masons in verbal communication, as well as for display / distribution to consumers through construction shops. 
In the upland areas of Thanh Hoa it was found that there are very few masons, and in any case, most people tend to construct their own latrines. However, it is also noted that the few brick and cement latrines that have been constructed in those areas are of particularly un-hygienic design – essentially concrete versions of the simple dug-pits that are common in those areas. These latrines are perceived as being more hygienic when they are almost certainly not. But they set the trend for the ‘future’ market, and it is important that new latrine constructions, even if they are few in number, be of a hygienic design to set an example. It would be important then, that the political structures, and health networks in these areas (in the absence of masons) be made aware of these issues, and demonstration latrines be constructed and maintained in a way that is hygienic.

Implementation of sanitation market-development
The discussion in the preceding sections has looked at various ingredients of a market-based program tailored to the sanitation market, and discussed these in light of the insights gained through the research. These are the up-front activities – Research, developing a marketing campaign, technology development and adaptation, etc – and constitute a great deal of the total effort. With these things in place, implementation basically means putting the output of this up-front work to use through field level activities.

Organizational structure and staffing
A multi-tiered organizational structure needs to be developed from district to commune level. At both district and commune levels steering committees of the most relevant government authorities need to be formed. Given the number of existing committees at each of these levels, it would be important that within each, one person is motivated to be responsible and would then be held accountable for planning and implementation, reporting to their respective higher levels of authority. 
At the field level, a hamlet village motivator is the main ‘employee’ within the system. They are usually from the Vietnam Women Union given their role in counselling and steering discussion for family matters, and increasingly their role in micro-finance activities in the community including the mobilization of savings and credit groups. 
The Hamlet motivator is backed by Commune health workers that provide health information in meetings and endorse the masons to elevate their credibility among potential consumers. They also provide capacity for monitoring the impact market development efforts given their mandate to monitor the progress of the community for compliance toward environmental standards. 

Technical, financial and motivational support is provided throughout the system by a district level staff member of the facilitating organization. 

The structure and staffing described above can be viewed as a temporary measure that is required to facilitate capacity building among the suppliers, and energizing the market through consumer demand creation. As the market strengthens through an initial take-off stage, the private sector can increasingly play this role, though continued promotional efforts and marketing budgets will naturally result in higher sales. 
Implementation activities
The basic activities of implementation can be categorized into two groupings – those that are carried out as one-off activities, and those that are run on a continual (though updated basis). Upfront activities include:

1. Training course development (for the following trainings)

2. Training of district level field staff for implementation

3. Formation of district level steering committees

4. Training of district village motivators

5. Training of commune village motivators

6. Training of masons

7. Development of provincial, district, and hamlet media plans
8. Construction of demonstration latrines.

The construction of demonstration latrines enables consumers to assess new technology options, and realize what can be achieved at what cost. However, there is risk that if subsidized demonstrations are provided, that they may distort the market – other consumers may wait for a similar subsidized technology. To overcome this, it is recommended that demonstration technologies be provided to institutional consumers such as schools, health stations or hospitals, where in any case, they may have a greater influence in terms of the number of people that can see and use the facilities. Also these institutional consumers are less likely to be a part of the target market, but would optimally benefit from the facilities. 

Promotional activities – on-going and roll-out activities – include: 
1. Provincial level media roll-out (TV, radio, newspaper etc.)
2. Commune level media roll-out (loudspeaker, competitions, posters, health station leaflets etc.)
3. Assessment of the hamlet level market by village motivators
4. Introductory promotion meetings for target households
5. Household visits to follow up introductory meetings

6. Hamlet refresher meetings to follow-up introductory meetings on selected households.
The greatest degree of promotional intensity is given to the on-the-ground activities of the village motivators both door-to-door as well as the promotional meetings they arrange. Whilst these activities are relatively expensive, they have proven to be the major catalyst for sales in the past. The meetings are also the main forum to bring together and stimulate interaction between masons and potential consumers, as well as for distribution of print promotional materials. 
Marketing and the latrine acquisition process
A series of one-off and on-going promotional activities nurture the latrine acquisition process as depicted in the following diagram:

The Changing Market

Over the course of implementing a program, the market will change. In the initial stages, the program will achieve success with the ‘earlier adopters’, households that are wealthier, motivated more directly by the prestige and convenience of the initial campaign, and who are more concerned with family health.  

Subsequent efforts need to focus more on the ‘laggards’ – those households that have resisted latrine construction and upgrade. By such a time, the general awareness among the population will be a great deal higher through the initial efforts, and as such, the campaign would likely shift to a much more personal level, and probably place a greater emphasis on peer and political pressure. 

Additionally the marketing messages will need to be updated to reflect the changing consumer mind as well as to retain interest. Campaigns have a shelf life, and the same materials will become less and less effective as time passes. 
Tracking the market progress will enable the identification of new niches that can be pursued in parallel or through subsequent efforts. For example a significant technology cost-reduction may open up market segments that were thus far excluded, or only partially reached. Thus it is important to track and stay on top of the market as it evolves, as new offerings become available, as wealth increases etc., and remain adaptable to realize the opportunities provided through the evolutions. 

Scale-up in the research provinces – specific activities, cost, and projected impact

Specific recommended activities

The following are the key recommended tasks for scale up within the research provinces:

In the lowland areas (Thanh Hoa and Thai Binh)

1. Undertake quantitative research assessments to verify the representation of the qualitative research undertaken through this study. Most importantly would be to consider the location specific habits such as the use of fresh faeces for fertilization, the prevalence of open defecation in the coastal villages etc.

2. Develop advertising campaigns that specifically address these location specific habits, and carried on media that can be geographically targeted.
3. Scale up the experiences gained through the IDE sanitation program on a staggered district by district basis throughout the lowland districts, starting with the districts of lowest existing coverage. 
4. Compliment this initiative with specific promotional campaigns that address the location specific habits discussed in (2) above. 

5. Increase the ratio of use of provincial media opportunities as the program scales province-wide.

6. Make the promotional materials widely available - for use through other on-going initiatives, and promote the use of the materials within these programs. 

In the Upland Areas (Thanh Hoa only)

1. Undertake quantitative research assessments to verify the representation of the qualitative research undertaken through this study. 

2. Develop promotion materials that bias toward the software aspects that are of overwhelming importance in these upland areas: Correct latrine maintenance and usage, hand washing at critical times, the faecal oral transmission route. 
3. Undertake an R&D effort to develop cheap latrine designs that overcome the consumer identified technological problems. 

4. Assuming success with (3) above, develop a campaign around these marketable technologies. 
The market size for sanitation improvements in the research provinces
	
	Thanh Hoa 
	Thai Binh
	Totals

	
	Lowlands
	Uplands
	Lowlands
	

	No. Rural Households:
	533,114
	172,243
	418,059
	1,123,416

	No. Districts:
	16
	11
	8
	35

	HH with unhygienic latrine
	244,507
	37,934
	198,159
	480,600

	HH without latrine
	70,176
	35,426
	33,444

	139,046

	Total Target Market
	314,683
	73,360
	231,603
	619,646

	Source: Extrapolated from PCERWASS 2004 provincial data


Cost projections and projected impact
The best insights that can be gleaned as to how much it might cost to develop a program to address this target market, as well as the output of such a program is to consider the on-going IDE-Danida program in four districts – two in Quang Nam, and two in Thanh Hoa – and extrapolate from this experience. Thus, the following cost estimations and targets are based on a scale-up with similar program intensity as that of the IDE-Danida effort. However, unlike construction focused initiatives where there is a clearly defined output and cost to achieve it, market programs are scalable to suit available financing – less effort will result in lower impact and sales.

Economies of scale are found whilst making these estimations in terms of management cost, and campaign development costs. In addition, a first phase campaign that is relevant to a large portion of the total market – the lowland ethnic Kinh areas – has already been developed which would enable immediate scale-up throughout the lowlands districts. A scale-up would most likely be designed in a staggered fashion, initially targeting the districts with the largest markets and greatest need.  

Estimated costs for a three year market development program in Thai Binh and Thanh Hoa (assuming no staggering of activities):
	
	
	
	
	
	Year 1
	Year 2
	Year 3
	Year 4

	Campaign development costs
	
	
	
	
	

	
	For lowland market niches
	
	20,000
	0
	0
	0

	
	For upland areas
	
	30,000
	0
	0
	0

	
	For second phase campaign
	
	0
	20,000
	0
	0

	Product Development costs (upland Thanh Hoa)
	15,000
	0
	0
	0

	Estimated cost of field level - training and promotion - activities
	
	
	

	
	Thanh Hoa (lowlands)
	
	700,000
	630,000
	567,000
	510,300

	
	Thanh Hoa (uplands)
	
	164,000
	147,600
	132,840
	119,556

	
	Thai Binh
	
	516,000
	464,400
	417,960
	376,164

	Management costs for two provinces:
	277,000
	277,000
	277,000
	277,000

	
	
	
	
	
	
	
	

	Totals:
	
	
	
	1,722,000
	1,539,000
	1,394,800
	1,283,020


Estimated Impact

It is estimated that such a program running for a four-year period would reach more than one-third of the total market for hardware sales and upgrades (> 210,000 latrines). In addition it would influence almost all the population in terms of hygiene awareness, improved domestic sanitation, and hygienic use / maintenance of latrines.

Assessing the issues and projections for scaling-up existing experiences

Overview of the national sanitation market 

The map and charts on the following page show the sanitation coverage by province, the types of latrine in use and the change in usage by region between 1998 and 2002
.

Notable points from these charts are:

· The provinces of Thanh Hoa and Thai Binh where the research in this report has focused have relatively high rates of sanitation coverage as compared to the national average. 
· The sanitation market in Vietnam correlates with poverty and population density, with upland inland areas having the lowest coverage. 
· The Mekong Delta also has low hygienic latrine coverage, mainly due to the prevalence of defecation directly over fish ponds.
· Composting latrines are common in the north and central coastal areas, but not common in the south and Mekong Delta.
· In Northern areas, between 1998 and 2002 there is a reduction in the use of simple toilets and unhygienic designs, whereas in the Southern regions there was an increase.
· There is an increase in the use of septic tank latrines in all areas of the country, confirming a positive trend, and which highlights the importance and opportunity of cost-reduction efforts for septic technologies that could leverage this trend toward poorer populations.

National Sanitation Market Overview – latrine coverage, types and change of use by region between 1998 and 2002

Opportunities and challenges to scaling experiences

Opportunities for scaling market based approaches
The opportunities for scaling market based approaches to sanitation in Vietnam can be summarized as follows:

· Whilst there is a large degree of market variation – from wealthier coastal plains to upland minority areas, there are also large areas of market homogeneity. 

· There is limited variation in the number of technologies required to fit the various market circumstances. 

· There is limited variation in the ‘software’ components – predominantly hand washing with soap, or latrine-specific hygiene behaviours.
· The organization and structure of the various government institutions – through which market based approaches have been demonstrated to be implemented, exist throughout the country from national to hamlet level.
· On-going government initiatives – predominantly coordinated by MOH – use the same partners (health, women’s union, provincial and district level committees, education etc.) that have been found effective for market based approaches. 
· Specific projects make capital available to consumers, and market based approaches encourage the use of this capital by consumers. 
· There are large economies of scale to be gained through scale-up. 

· Market based strategies can be designed to integrate with on-going initiatives such as the RWSS NTP II, Cultural and Healthy Villages, and donor-supported programs. 
· The NRWSSS emphasises demand creation and full cost recovery through user investment.

Challenges for scaling

Critical challenges for scaling market based approaches can be summarized as follows:

· There is a high degree of market segmentation in the upland areas, and each of these areas (and cultures) will likely require tailored strategies and communications materials. 
· There is no intelligence-based consumer research in the country regarding sanitation. This essentially means that market development initiatives are starting from scratch. 
· There is only limited appreciation among the social sector about market development, what it is, how it works, and what it can achieve. There is only limited factual research to demonstrate the approach from a cost / impact perspective, to make informed comparisons that demonstrate impact, and therefore justify the attention of donors. 

· The ground level implementers on whom market development activities rely are overwhelmed with a variety of simultaneous programs and jobs. This is especially true at the hamlet level.  

· There is no guiding national government organization with experience in market based approaches that can facilitate the introduction of market based approaches through existing programs – i.e. play the role of market facilitator / catalyst

· Provincial level financial departments that oversee the disbursement of funds at the provincial level can be hesitant to allocate resources towards ‘software’ programs because of perceived accountability issues – they are more comfortable endorsing hardware initiatives where there is clear expense vs. construction criteria. 

· For a large segment of the market – basically in all of the Central Vietnamese coastal provinces that span from the coastline to the mountainous areas – the natural market segmentation does not align itself with provincial administrative boundaries. Greater market homogeneity is found within clusters of districts that cross provincial borders. 
· Innovation in latrine technology, especially in cost reduction, will be a critical aspect of the success of market-strategies, and especially their ability to reach the poorest. However, there is a long a bureaucratic process for the endorsement of new technologies. 
Key considerations for scaling experiences

Recognizing that roll-out isn’t feasible, but there are vehicles for scale up

Market based approaches have been shown to be effective through pilots in both water and sanitation programs. However scaling such approaches through simple replication and roll-out from district to district and province to province is not realistic from a financial point of view. A rough estimate is that a program of similar promotional intensity to that of the current programs on a country-wide basis would be in the order of 60-80 million USD per year. 

In addition, such a strategy would conflict and overlap with on-going IEC efforts, and result in financial inefficiency and unnecessary replication. Rather scale-up must be achieved through existing and future initiatives. These initiatives – on-going and future national programs (NTP-PR, RWSS-NTP-II, P135, Cultural and Healthy Village initiative etc.), donor-supported programs, and NGO projects – need to be viewed as the principle vehicles for scaling the approaches.
Whilst these are viable vehicles for scale up, it is not a matter of simply passing the role over. It needs to be integrated into planning, there is a need for technical support, and there needs to be financing specifically for market-development initiatives – either by re-directing existing finances, or by sourcing additional finances. 
Breaking down holistic market-based programming into its components

The market based experiences to date, have been intense and holistic efforts that encompass: 
1. Marketing strategies to encourage investment in hardware
2. Marketing strategies to encourage behavioural change
3. The strengthening of hardware supply and construction service provision, and standardization / cost reduction of the technology options they provide.
4. The facilitation of a high degree of personal interaction between suppliers consumers, and motivators, both on a personal level (health promoters visiting homes), as well as through forums such as marketing meetings

5. Energizing and monitoring the marketing / sales / promotion initiative through district level field staff
Whilst these intense efforts encompass a range of skills and activities, the principle drivers of these programs that need to form the basis of a scale-up strategy are two-fold. Firstly along the communications dimension, and secondly along the technology dimension: 

1. Multi-dimensional communications strategies used to motivate (a) behaviour change and (b) latrine acquisition or upgrade. 
It should be noted that the communications methods employed – familiar to the private sector – are inherently different from, though complimentary to the IEC models currently being used in the water and sanitation sector. IEC in comparison to market development communications, places a heavy emphasis on health education, attempts to cover many behaviour improvements at the same time, and it is not based on scientific assessment of the problems or their potential solutions. 
The communications tools required to stimulate market demand need to go beyond the scope of these models through a scientific process to develop effective communication messages that bridge identified behaviour gaps. Experience indicates that communication must strategically focus on motivation factors that do not necessarily contain hygiene education messages. They require the use of creative professionals to formulate innovative and engaging messages that are grounded in research, and which will appeal to the target groups and deliver the intended change.

2. Technology: Building supply capacity – R&D, training packages, and communications materials for strengthening supply capacity
Existing technologies endorsed through MOH for use in Vietnam are relatively few in number. Each is suited to differing geologies, geographies, cultures, and available income. Developing training and communications materials for masons and construction hardware stores would, along with upgrading masons skills, enable this technical information to be passed onto the consumer. Such materials and information made widely available through hardware stores would also result in the improvement of home-built latrines for which there is currently limited guidance available. 

Along with improving the information flow for existing designs, there is great scope for cost reduction in latrine technology. The current designs have emerged out of a history of subsidized technology approaches and as such never been engineered for lowest cost. This is an urgent need for market based programs – lower cost technologies will dramatically influence the market. Ambitious, yet attainable targets need to guide R&D efforts toward significant reductions – for example, targeting latrine solutions that cost no more than 5-7% of annual household income would represent an approximate halving of latrine cost. Along with cost savings, there is also scope for increasing income through the use of sustainable sanitation – Ecosan – technologies. To some extent, the composting latrines provide additional income through increases in agricultural productivity. However, it is likely that Vietnam can benefit from the Ecosan experiences elsewhere in the region, and maximize the potential return on investment through agricultural use of urine and composted faeces. 

IDE has been able to undertake some technological cost reduction by breaking down the technology into its component parts, and promoting gradual investments in improvement, rather than nothing-to-all technology solutions. However, given the current over-designed, almost bunker-type technologies that are promoted throughout Vietnam, there is almost certainly great scope for significant, if not dramatic cost reduction. A step toward this has been demonstrated through the use of cement rings that were formerly fabricated for the purpose of lining open wells, but which have proven themselves as a cost-reducing technology when used for septic tank construction. 
Septic tanks used in the developed world are pre-fabricated from thin-walled glass reinforced plastic, and sold as off-the-shelf units. If the cost of the underground portion of a septic tank latrine could be halved, this would have an enormous effect on the market. The above-ground portion can be constructed from locally available materials until such time as consumers want and can afford to build more permanent structures. 

Centralizing the key components

Each of the components – powerful communications packages to encourage behaviour change and stimulate hardware investment, and strengthening the capacity of the suppliers – must be made available for use within each of the potential scale-up vehicles. 
In order to achieve this, realize economies of scale and financial efficiency, as well as bringing to bear state of the art communications methodologies and creative talent, the development of these components needs to be centralized. Their use, either together in a comprehensive fashion, or as stand-alone components, will enable market based approaches to be delivered through national programs, donor supported projects, and NGO projects. 
Whilst centralization is desirable in terms of elevating the professionalism of the communications materials, as well as in reducing market research and development costs, it must be recognized that there is no one-size-fits-all approach, and as has been seen through this research, in each and every case, the materials will have to be tailored to the specific circumstances of the location, and target population of intended use. This process of communications material selection, adaptation, and localized media planning needs to be lead by provincial and district level implementers, and will additionally serve the purpose of giving them ownership of the market initiative.  

Disseminating a new paradigm
It would be presumptuous to assume that if such communications materials, training packages, and associated implementation guidelines were made available that they would automatically be adopted. Encouraging the adoption of such materials and techniques will require a marketing and design strategy of its own that would most likely include:
1. Engaging government as the principle driver and owner of a scale-up initiative. 

2. Demonstrating the effectiveness of the approach through carefully designed pilots that (a) encompass a range of consumer demographics and localized sanitation challenges (b) align with donor supported projects, and (c) have control groups and detailed monitoring to yield cost of program vs. impact indicators. 

3. Promoting the initiative among donors and NGOs as an available resource such that they can design and budget for its incorporation within their future activities.

Proposed components of a nationally oriented market-development initiative 
The aforementioned considerations guide the design of this proposed vision for a nationally oriented market development initiative. It is designed to integrate alongside existing programs as a sector-wide resource, provide necessary skills and technical support, enable national coordination yet provincial and district ownership of specific initiatives, and be streamlined for cost-efficiency and optimal realization of potential economies of scale. Key organizational and institutional elements are as follows:
A national level steering committee for market-driven sanitation improvement
A national steering committee for market development would provide overall coordination, and would position the government as the principle driver of the initiative. This committee would bring together permanent representation from key agencies that have responsibilities for communication of sanitation and improved hygiene, with particular capacity to reach women and children at the community level. Such agencies would include the Vietnam Women’s Union (VWU), the Ministry of Education and Training (MOET), the Ministry of Agriculture and Rural Development (MARD), the Ministry of Construction (MOC), Ministry of Health (MOH), and Ministry of Natural Resources and Environment (MONRE). 
It would be a key task of the National Steering committee to advocate for the use of market-based methods and techniques - for example, to promote for inclusion and provide experiences for the planned MARD / MOC lead project to develop a ‘Unified Sanitation Strategy and Action Plan’, the MOH / VWU lead ‘National Hand Washing Initiative’, and MoH’s 5-year Action Plan prepared in support of the RWSS NTP II, and the WHO supported MoH / MoNRE initiative to prepare a National Environmental Health Action Plan (NEHAP).
Given the breadth and fragmentation of responsibility for sanitation, as evidenced through the above planned initiatives, it is imperative that a national steering committee have broad membership to advocate for market based approaches throughout the sector’s on-going and future wide-ranging initiatives and provide coordination. 

An advisory group of technical agencies
An advisory group would work alongside the steering committee to provide experienced based technical assistance in the field of market development and sanitation. Technical agencies such as IDE, the London School of Hygiene, WSP, SEI, and private sector soap manufacturers would provide valuable experiences to such a technical support group.
There is also an obvious and opportunistic link to the National Hand Washing Initiative, given the similar experience of the proposed technical partners on that project. 

Outsourced market research and campaign development
Together, the steering committee and the advisory group manage engagement with providers of professional services such as market and consumer research agencies and creative professionals for the development of advertising strategies. Outsourcing of these services is imperative as the experience and skills do not exist within the implementing institutions in the sanitation sector.
These services could either be sourced through existing research firms, or through the establishment of a dedicated Vietnamese company that views the social sector as its principle client base. The limitation of existing research firms is that they are not based in Hanoi, and that their principle experience is not with poor rural consumers. 
In the past, IDE has managed these processes in-house, but these in-house skills are limited given the scale of the task required for scale-up. It is also less likely that government would contract these services from an international NGO, whereas contracting from a Vietnamese company is more realistic. Such a company could emerge from the nascent skills and process already developed within IDE in Vietnam, be based in Hanoi, and ultimately grow to serve the broader (non-water and sanitation) social sector.
Efficiencies could be derived by alignment with the National Hand Washing Initiative given the very similar market research required for that project. Alignment with that project, and jointly commissioning research would result in greater efficiency in market research expenditure, as well as a more holistic understanding of the consumers through alignment of hardware and software consumer research components. 

Engagement with Technical Universities for R&D and technology development
In a similar fashion to outsourcing the communications materials development, a concerted effort to reduce technology cost could be achieved by presenting the parameters of design requirements to technical universities. In order for the technologies to be successful through the market, they need to be designed for both affordability, and cultural appropriateness. The beauty of a market based approach is that it is truly participative. Consumers simply will not buy technologies that are not right for them. Thus, a continual process of market exposure is critical within such technology development efforts. 
The potential return on investment in technology cost reduction is dramatic. Over the past twelve years in Vietnam and elsewhere, IDE has seen, and indeed been a driving force in major cost reduction in water supply technologies. These cost reductions have not only increased the market, but also offered off-the-shelf solutions that are easier to deliver through the suppliers, increase end-user acceptance, and are relevant to poorer consumers. 

In tune with cost reduction, it makes sense to explore maximizing income from the agricultural use of urine and composted faeces. Whilst these practices exist, the research has identified that fresh faeces are being used for agricultural purposes, and it is scientifically verified that greater fertilizer value can be gained through composting. R&D in Vietnam could be extended to explore these issues through the engagement of agricultural universities that could build on the Ecosan experiences in neighboring countries, especially China.  

Implementation through National programs, Donor supported projects, and NGO projects
The four components described above – a national steering committee, a technical support group, outsourced communications materials development, and outsourced technology efforts would form a core set of centralized sector-wide resources for market-development initiatives. But this alone does not result in any field activities. They would only act as a resource to the national programs, donor supported projects, and NGO projects, described earlier as the scale-up vehicles, which would make use of the resources and implement field activities. 

Thus the implementation of field activities would be undertaken and financed by on-going and future projects in the sector as a demand for the methodologies grew, and they became aware of and wanted to utilize the centralized resources. For individual projects, this would result in their ability to tap into state-of-the-art skills, at a minimum cost, and ensure that their promotional efforts were aligned with the branding and messages being promoted by other overlapping or parallel initiatives. This is important as a particular project may employ promotional materials on a district or province-wide basis, yet the consumer base of that project may additionally be exposed to promotional messages that are being financed through alternate programs, but which cover the same consumer base - for example, through national or provincial television, radio, or print media campaigns. 

Provincial and District level planning and ownership of initiatives

Within any project, whether it is a donor supported initiative, a government program, or a NGO project, it is invariably at the provincial or district level that the actual project planning and implementation takes place. Similarly, it is at this level that market development initiatives need to be owned and planned – with the local understanding of both consumers and suppliers, and knowledge of how to optimally motivate consumers via promotional strategies. 
Thus local implementing structures at the provincial and district level would be viewed as the principle clients for centrally produced communications and technology resource materials, but these products would be developed in a way that they could be locally adapted and re-produced, and indeed guidelines and support would be provided to help that process. 

A process oriented market development framework
The diagram on the following page shows the institutional recommendations described within this section – a group of nationally oriented support components, providing for and responding to Provincial and District level implmenting institutions that are at the heart of any specific initiative. The diagram extends to describe the processes, relationships, and market-development products that would be required for implementation.  

Most important to note is the development of off-the-shelf, adaptable materials, for use within key market segmentations, which would form a menu of tools and materials from which provincial and district level programs can select and adapt for their own purposes. These would include communications products and process guidelines for their local testing and adaptation, marketing strategy development, planning, and training, as well as technology training and associated communications materials.


Recommended next steps

It would not be possible to go to scale in one step from the nascent skills and experience with market-based strategies that exists within the sanitation sector today to the nationally oriented vision described in the preceding section. A scale-up strategy needs to start somewhere, be phased, and adapted as experience is gained. This section draws from the portfolio of components described earlier, and considers intermediary steps that are necessary to bridge towards broader integration of market-based strategies throughout the sector.

1. Solicit interest among relevant government agencies
As mentioned in the preceding section, a future cross-agency national steering committee for market-based approaches is recommended. However, given the relatively limited experience with these approaches at this time, it would seem premature, and indeed ‘top-down’, to propose the formation of a steering committee at this time. In addition, there is uncertainty as to where future responsibility for sanitation programming will fall.
However, it is important as an interim measure, and to pave the way for a future home for market based approaches, that interest in the approaches be solicited among government agencies involved in sanitation programming. Such interest would likely seed the formation of a formal steering committee to provide overall coordination in the future. Thus it is recommended to aggressively solicit interest in market-based approaches by the most relevant government agencies, specifically MoH and MARD. This will be achieved most effectively via their participation in the planning, execution, and monitoring of the expanded market-based pilot programs described later in this section.
2. Solicit the inclusion of market based strategies in implementation guidelines of alternate programs and initiatives
The methodologies for increasing sanitation access described within this report are additionally relevant to the NTP-PR as well as P135 programs. At the time of writing this report, documents for both of these are awaiting presentation at the next sitting of the National Assembly. During the first six months of 2006, Government will develop implementation plans for these programs, which presents a great opportunity to cooperate with the relevant bodies – CEM because it carries out P135, and MOLISA because it implements NTP-PR – in order that space for these methodologies be made within the guidelines. It is therefore recommended that efforts extend to soliciting the interest of key representatives from CEM and MOLISA prior and during the forthcoming planning phase of the NTP-PR and P135 programs. 
Additionally there are other interesting initiatives coming on-line that have string relevance to market based approaches - the planned MARD / MOC lead project to develop a ‘Unified Sanitation Strategy and Action Plan’, and the MOH / VWU lead ‘National Hand Washing Initiative’. As these gain momentum, as well as other initiatives that could use market based approaches, an effort needs to extend to help them capitalize on the sanitation marketing field experiences to date. 
3. Pilot programs to act as demonstrations and verify cost-impact.  

The current market development experiences in Vietnam focus intense program activity in tight geographical zones. In addition, they are demonstrated in isolation of any significant financial assistance for the consumers via loans that would most likely characterize scale-up alongside national or donor supported projects. It is recommended that carefully designed pilots be initiated to build on the existing experiences, to demonstrate them, and to provide clear and scientific assessments. In particular, pilots need to be designed with the following considerations - they should:
1. Cover at least two major geographic and demographic areas – at present, the experiences are in relatively well developed markets that are not representative of the national situation. Coastal provinces that have lower rates of access to sanitation and should be included, as well remoter upland areas. 

2. Be integrated within government / donor supported projects to yield models for government-lead expansion beyond the pilots. 

3. Be scientifically assessed with clear control groups alongside alternate program methodologies in order to fully understand their merit in terms of cost vs. impact, in terms of both hardware investments by end-users, as well as domestic sanitation.
4. Be designed in consultation with key donor and government decision makers in order that they yield the data that they want and need in order to justify inclusion of these methodologies in future programs.

4. Alignment with donor supported projects
It is recommended above that pilots be designed within government / donor supported projects. This is imperative for future expansion. The approaches have already been demonstrated, but in isolation of the challenges of integration with larger scale projects, and in isolation of the opportunity of systematic capital availability for end-uses that characterizes government / donor supported projects. This gap needs to be bridged, the challenges confronted, and the opportunities realized. 

The research in this report was purposefully conducted in provinces in which ADB and World Bank has projects that are candidates for such pilots. The ADB Rural Infrastructure for Livelihoods Improvement Project that includes Thanh Hoa is delayed and in early planning stages, but downstream could provide an interesting platform to pilot methodologies, and in a province in which strategies have already been developed and proven effective.
The World Bank funded Red River Delta Rural Water Supply and Sanitation Project includes Thai Binh province, and is an ideal vehicle to pilot these approaches. Indeed, the project describes these approaches in its pre-feasibility study – building the private sector, market research, consumer segmentation, and demand creation through social marketing. However, whilst these approaches have been written into project documentation, there seems to be no on-the-ground knowledge of how to actually go about employing them. Perhaps one of the most important things to emphasize is that it is not simply a matter of switching to an alternate approach – using this methodology vs. that methodology. The skills and experience required for market research and the design of marketing strategies cannot be gained overnight, and they are radically different from those available in the project’s implementing institutions – MARD and CERWASS. It is imperative that for these approaches to be demonstrated to their full merit and properly assessed for cost vs. impact, that professional services and organizations with proven market-development experience in Vietnam be recruited to provide on-going technical assistance. These facts are recognized in the Project Information Documentation that notes that some of the health promotion and social marketing activities may be undertaken by private firms or NGOs through service contracts. 
The Red River Delta Rural Water Supply and Sanitation Project is an ideal candidate for the housing of a scale-up pilot, given its apparent interest in these approaches, and the fact that it covers Thai Binh in which preliminary market research has already been conducted. Thus it is recommended that a pilot market-development initiative be undertaken in Thai Binh province under the umbrella of the World Bank funded Red River Delta project. 
The pilot should have a control group to enable assessment of its impact. Data could be yielded within three years, i.e. within the first phase of the project, and if successful, these approaches could then be scaled more broadly throughout the project provinces in its second phase. The pilot would act as the training ground for expansion of the approaches within the project provinces in the second phase. 
5. SAWAP as a catalyst for projecting market-based methodologies into mainstream programming in the sector
Aside from the technical expertise needed specifically for market development, there needs to be a focused effort to propel these methodologies onto an action research agenda and into consideration by the key players in the sanitation business in Vietnam - essentially, those activities that are described within this section. This will not happen automatically, and needs to be handled in a way that is similar to a market launch - to provide the initial awareness, interest, and momentum among sanitation implementers until market forces take over. 
The SAWAP partnership is perfectly placed as the external catalyst that can achieve this, and indeed to the extent that this research is bringing these methodologies to light is already doing so. The partnership comprises of organizations that collectively provide the experience and credibility to achieve the recommendations within this section. In addition, the vision of the nationally oriented initiative described earlier includes a technical support group, and this could naturally emerge out of the pool of expertise offered through the SAWAP partnership. 
The SAWAP partnership plans to concentrate its efforts within two clusters of activities (see box) both of which have strong relevance to the needs presented in this section. SAWAP’s regional nature – through its inter-country partnerships – will also bring useful market based experiences from the other participating countries to Vietnam (for example the Ecosan experiences in China and elsewhere) and enable the Vietnam experience to be more widely known within the region and beyond. For these reasons, it is recommended that the SAWAP partnership position itself as the essential catalyst towards mainstreaming the approaches described within this report.
Concluding Comments
The report has highlighted that, whilst the market is functioning – masons are constructing latrines, and end-users are paying for them – there are great opportunities for further development and obvious weaknesses which can be bridged by a facilitator.
A great opportunity exists at this point in time. Among both government and donors there is recognition that the private sector has an important role to play in sanitation provision, and there is acceptance that consumers need to pay for services in order that a sustainable market can function and grow. There are valuable experiences that show that this is possible in poor rural areas of Vietnam, and which provide tools and techniques that have been employed for this purpose. The research has used some of these tools and drawn from those experiences – from market assessments, to providing recommended strategies for implementation – it has outlined the most critical considerations for future market development efforts. 

Whilst there are great intentions described in sector-wide plans and in individual project documents, there is unfortunately limited understanding and confidence of how to go about facilitating market growth. It would be futile to attempt to build the capacity of the sector’s implementing organizations as creative marketers or advertisers; rather they should develop as managers of an outsourcing process. The implementing institutions already have their work cut-out for them in actually delivering the marketing campaigns, training the private sector, and monitoring the effects and impacts of their efforts, activities that they have demonstrated themselves as highly capable of achieving. But it is important that the sector recognize that the creative marketing development components need to be outsourced, and there is need for technical assistance in this field.
In addition to the major task of demand creation there is an on-going need to re-think the parameters of technology design. Designing for market dissemination necessitates a top-level focus on affordability, something that is not inherent in a system that has formerly designed technologies for subsidized distribution. There is great scope for reducing the cost of the existing technologies, and this will substantially increase the market, ease the entry-level burden for the poorest families, which in essence will save them a lot of money. The cost of developing lowest cost solutions will pay off handsomely with great financial returns in terms of saved resources among poor consumers.
There are only a couple of experiences thus far that take a truly market approach to sanitation delivery, and which can be used to demonstrate the impact of the techniques. Whilst these initiatives have been invaluable, and indeed lead to much of the interest in these approaches by the organizations involved in this research, they fall short of what would be required to encourage change in the way in which government or large donor-supported projects do business. Thus, scaling the methodologies necessitates an interim set of activities that includes pilot programs to demonstrate with a louder voice, and from within government managed initiatives, that these approaches can yield the financial efficiency, privatized supply, and consumer investment that is recognized as required to accelerate progress towards the ambitious goals within the sanitation sector. 

Finally, scale-up will not happen on its own. A catalyst is required to give the push that will propel these methodologies into the mainstream via a locally managed interim action research agenda that can satisfactorily verify and demonstrate the merit of these approaches from a cost impact point of view. The SAWAP partnership is well placed to continue to work towards that goal, and be that catalyst. 

Appendices
Appendix 1: Types of latrines and indicative costs

	Septic tank latrine

Construction of underground component: 

900,000 VND - $57

Total cost (depending on type of construction and materials used)

1,050,000 – 1,500,000 VND
$67 - $95
	[image: image1.jpg]




	
	

	Pour flush latrine / Suilabh pour flush
Construction of underground component: 

850,000 VND - $54

Total cost (depending on type of construction and materials used)

1,000,000 – 1,400,000 VND
$64 - $89
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	Double vault composting latrine

Construction of underground component: 

420,000 VND - $27

Total cost (depending on type of construction and materials used)

620,000 – 1,050,000 VND
$39 - $67
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	Improved Pit latrine / Simple latrine
Constructed using locally harvested materials, and family labor. 

Bamboo pipe provides ventilation
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Appendix 2: Research Schedules 

	Date
	Place
	Activity

	June 1st- June 30th
	 
	Preparation for research: Initiating collaboration with CERWASS Thai Binh and CERWASS Thanh Hoa to carry out the research, gathering secondary information, preparation of questionnaires and discussion guides. 

	June 6th
	Ha Noi
	Orientation meeting with research staff

	June 25th
	Thanh Hoa
	Orientation meeting with Thanh Hoa CERWASS and Thai Binh CERWASS

	July 3rd
	Thanh Hoa
	Travel to Thuong Xuan District - Orientation meeting with District Agricultural Department

	July 4th - July 5th
	Luan Khe commune, Thuong Xuan,Thanh Hoa
	Observation around commune

	
	
	Focus group interviews with 4 groups of latrine users and 4 groups of non-users.

	
	
	Focus group interview with masons

	
	
	Indepth interview with HHs (users and non users)

	
	
	Indepth interview with masons

	
	
	Indepth interview with material transporters (Buffalo truck owners)

	July 6th 
	Luan Khe commune, Thuong Xuan, Thanh Hoa 
	Indepth interview with Chairman of Commune Peole's committee, Head of Commune Health Station, Chairman of Women Union)

	
	
	Consolidation meeting with Commune government and mass organizations (Members of People's committee, Women Union, Youth Union, Solder Union, Fatherland front)

	
	Khe Ha town, Thuong Xuan, Thanh Hoa 
	Indepth interview with masons

	
	
	Indepth interview with materials shops (Secondary Distributors)

	
	
	Indepth interview with transporters (Vehicle owners)

	July 7th - July 8th  
	Thanh Hoa city
	Review meeting with staffs of research team
Data analysis

	July 9th - July 10th
	Tan Thanh, Thuong Xuan, Thanh Hoa 
	Indepth interview with Chairman of Commune People's committee, Head of Commune Health Station, Chairman of Women Union)

	
	
	Indepth interview with HHs (users and non users)

	
	
	Indepth interview with masons

	
	
	Indepth interview with retailer stores

	
	
	Indepth interview with transporters (Buffalo cart owners)

	July 13th -July 14th 
	Thai Binh
	Meeting with Thai Binh CERWASS, review of gathered information and plan for the research field activities 

	
	
	Meeting with Health staff in two research communes to prepare for field activites 

	July 18th- July 19th
	Thai Binh
	Indepth interview  interview with Director of  Province Centre for Preventative Medicine,  2 Vice-directors of Thai Thuy and Tien Hai  District Health Centers, Director of Thai Binh CERWASS

	
	
	Indepth interview with Chairman of Commune Poeple's Committe, Head of Commune Health Station, Chairman of Commune Women Union of 2 research communes (Phuong Cong and Thuy Truong)

	
	
	Focus group interview with the hamlet leaders (Head of the hamlet, member of hamlet Women Union, Hamlet Health worker)

	
	
	Rapid assessment on the status of latrines in two research communes (200 HHs) 

	July 20th 
	Thai Binh
	Data entry & interpretation

	July 21st-July23rd
	Thuy Truong commune, Thai Thuy, Thai Binh 
	Focus group interview with 2 groups of having hygienic latrine, 4 groups of having unhygienic latrine and 4 groups of having no latrine

	
	
	Focus groups with masons

	
	
	Indepth interview with HHs (users and non-users)

	
	
	Indepth interview with material shops (retailer)

	
	
	Indepth interview with transporters (Vehicle owners)

	
	
	Indepth interview with brick maker

	
	
	Consolidation meeting with Commune leaders and mass organizations (Members of People's committee, Women Union, Youth Union, Soldiers Union, Fatherland front)

	July 24th 
	Thai Binh
	Review meeting with staffs of research team
Data analysis

	July 25th - July 27th
	Phuong Cong commune, Tien Hai, Thai Binh
	Focus group interview with 2 groups having hygienic latrine, 4 groups having unhygienic latrine and 4 groups having no latrine 

	
	
	Focus group with masons

	
	
	Indepth interview with HHs (users and non-users)

	
	
	Indepth interview with material shops (retailers)

	
	
	Indepth interview with transporters (Vehicle owners)

	
	
	Indepth interview with brick maker

	
	
	Consolidation meeting with Commune government and mass organizations (Members of People's committee, Women Union, Youth Union, Solder Union, Fatherland front)

	July 28th - July 29th 
	Tien Hai Town.
Diem Dien Town
Thai Binh city
Hai Phong city
	Indepth interview with materials shops ( Primary and Secondary Distributors) in the centre of 2 districts

	
	
	Indepth interview with representatives of the factories ( cement factory, brick factoy, ceramic titles factory, 

	July 30th - July 31st
	Thai Binh city
	Review meeting with staffs of research team
Data analysis

	August 1st
	Thai Binh city
	Consolidation workshop on the findings of the research with Representatives of province, District and commune government and mass organizations (Department of Health, Center for Preventative Medicine, Department of Agricultural, Department of Planning and Investment, department of Science and Technology, Women Union....)


Appendix 3: List of people met / Key informants to the research

	No
	Full Name
	Position
	Address

	1
	Nguyễn Văn Cương
	Director of Thanh Hoa CERWASS
	CERWASS Thanh Hoa

	2
	Hoàng Lam
	Head of Plan Department of Thanh Hoa CERWASS
	CERWASS Thanh Hoa

	3
	Bùi Thị Hương
	IEC Staff of Thanh Hoa CERWASS
	CERWASS Thanh Hoa

	4
	Hà Ngư
	Vice Director of Center for Preventative Medicine
	Centre for Preventative Medicine of Thanh Hoa Province

	5
	Đỗ Thị Thịnh
	 Credit staff
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	6
	Cầm Xuân Hòa
	Chairman of Commune Farmer Union
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	7
	Đỗ Quang Nguyên
	Manager of Branch of the Agricultural and Development Bank in Khe Hạ
	Khe Ha town, Thuong Xuan,Thanh Hoa

	8
	Lang Văn Lê
	Chairman of Commune People’s Committee
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	9
	Vi Thị Lâu
	Chairman of Commune Woman Union
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	10
	Lương Xuân Miễn
	Chairman of Commune Fatherland front
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	11
	Cầm Bá Minh
	Staff of the Commune People’s Committee(Responsible for Cultural&economic)
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	12
	Lương Xuân Hòa
	 Secretary of Commune Youth Union 
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	13
	Vi Nguyên Hà
	Head of Commune Health Station.
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	14
	Lang Văn Minh
	 Health staff of Commune Health Station
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	15
	Nguyễn Văn Thử
	Mason & Transporter
	Yên Thành hamlet, Tân Thành commune, Thanh Hoa

	16
	Nguyễn Thị Nga& 
Trịnh Minh Tuấn 
	Material shop( Secondary distributor), transporter
	Thống Nhất hamlet, Khe Ha town, Thuong Xuan,Thanh Hoa

	17
	Lang Đức Hiệp
	Mason
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	18
	Lương Văn Chiến
	Mason
	Luan Khe commune,Thuong Xuan,Thanh Hoa

	19
	Cầm Bá Hồng
	Latrine Non-user
	Buồng hamlet, Luan Khe commune, Thuong Xuan,Thanh Hoa

	20
	Cầm Bạt Cổ
	Latrine Non-user
	Kha hamlet,Luan Khe commune,  Thuong Xuan,Thanh Hoa

	21
	Lương Văn Hòa
	Latrine Non-user
	Kha hamlet, Luan Khe commune, Thuong Xuan, Thanh Hoa

	22
	Vi Văn Ốt
	Latrine Non-user
	Chiềng hamlet, Luan Khe commune, Thuong Xuan, Thanh Hoa

	23
	Lương Văn Hà
	Latrine Non-user
	An nhân Hamlet,Luan Khe commune, Thuong Xuan, Thanh Hoa

	24
	Cầm Thanh Bình
	Latrine Non-user
	An nhan Ham let,Luan Khe commune, Thuong Xuan, Thanh Hoa

	25
	Dương Xuân Đỗ
	Latrine Non-user
	Chiềng hamlet, Luan Khe commune,  Thuong Xuan,Thanh Hoa

	26
	Lang Anh Tuấn
	Latrine User
	Chiềng hamlet, Luan Khe commune, Thuong Xuan, Thanh Hoa

	27
	Cầm Thanh Khổm
	Head of the hamlet & Latrine User
	Buồng hamlet, Luan Khe commune, Thuong Xuan,Thanh Hoa

	28
	Lang Chiến Dịch
	Latrine User
	An Nhân hamlet, Luan Khe commune,  Thuong Xuan,Thanh Hoa

	29
	Cầm Bá Chanh
	Latrine User
	Buồng hamlet, Luan Khe commune,  Thuong Xuan,Thanh Hoa

	30
	Cầm Thanh Xứng
	Latrine User
	An Nhân hamlet, Luan Khe commune,  Thuong Xuan,Thanh Hoa

	31
	Lương Xuân Tính
	Latrine User
	An Nhân Hamlet, Luan Khe commune,  Thuong Xuan,Thanh Hoa

	32
	Hà Văn Huỳnh
	Chairman of Commune People’s commitee
	Tan Thanh commune,  Thuong Xuan,Thanh Hoa

	33
	Cầm Bá Xuân
	Head of Commune Health Station
	Tan Thanh commune, Thuong Xuan,Thanh Hoa

	34
	Lương Văn Minh
	Health staff of Commune Health Station
	Tan Thanh commune,  Thuong Xuan,Thanh Hoa

	35
	Lò Thị Minh
	Chairman of Commune Women Union
	Tan Thanh commune,  Thuong Xuan,Thanh Hoa

	36
	Hà Văn Minh
	Latrine User & Material shop owner
	Thanh Lam hamlet, Tan Thanh Commune,Thuong Xuan, Thanh Hoa

	37
	Lương Cao Thượng
	Latrine User
	Thanh Nang hamlet, Tan Thanh commune, Thuong Xuan,Thanh Hoa

	38
	Nguyễn Ngọc Hải
	Non-user
	Thanh Lam hamlet, Tan Thanh commune,Thuong Xuan, Thanh Hoa

	39
	Hà Thị Hoà
	Non-user
	Thanh Nang hamlet, Tan Thanh commune,Thuong Xuan, Thanh Hoa

	40
	Vi Văn Tính
	Health worker &
Latrine User
	Thanh Nang hamlet, Tan Thanh commune, Thuong Xuan,Thanh Hoa

	41
	Phùng Duy Mạnh
	Mason
	Thanh Lam hamlet,Tan Thanh commune, Thuong Xuan,Thanh Hoa

	42
	Nguyễn Hữu Huệ
	Mason
	Thanh Loi hamlet, Tan Thanh commune, Thuong Xuan,Thanh Hoa

	43
	Nguyễn Thành Thân
	Mason
	Thanh Thuong hamlet, Tan Thanh commune,Thuong Xuan, Thanh Hoa

	44
	Nguyễn Hữu Quế
	Material shop(retail store)
	Tan Thanh commune, Thuong Xuan,Thanh Hoa

	45
	Nguyễn Văn Tâm
	Material shop (retail store)
	Thanh Thuong hamlet, Tan Thanh commune,Thuong Xuan,Thanh Hoa

	46
	Lương Cao Thuợng
	Transporter
	Thanh Nang hamlet, Tan Thanh commune, Thuong Xuan,Thanh Hoa

	47
	Nguyễn Văn Thuận
	Transporter
	Thanh Thuong hamlet, Tan Thanh commune, Thuong Xuan,Thanh Hoa

	48
	Nguyễn Ngọc Hải
	Latrine User
	Thanh Lam hamlet, Tan Thanh commune, Thuong Xuan,Thanh Hoa

	49
	Đào Trọng Tài
	Sales Representative of Bim Son cement factory in Thai Binh
	 Bim Son cement factory, Thanh Hoa

	50
	Nguyễn Văn Thái
	Director of Thai Binh CERWASS
	Thai Binh CERWASS

	51
	Hoàng Hoa Thám
	Head of Plan Department of Thai Binh CERWASS
	Thai Binh CERWASS

	52
	Phạm Văn Dịu
	Director of Center for Preventative Medicine
	Centre for Preventative Medicine of Thai Binh Province

	53
	Hoàng Văn Lợi
	Head of Planning Department of Center for Medicine
	Centre for Preventative Medicine of Thai Binh Province

	54
	Nguyễn Văn Phỏng
	Vice-Director of District Health Center
	Health Center of Tien Hai  DistrictThai Binh

	55
	Phạm Đồng Chí
	Head of Planning Section of District Health Center
	Health Center of Tien Hai  District, Thai Binh

	56
	Đào Văn Khính
	Team leader of Health Prevention team
	Health  Centre of Tien Hai District, Thai Binh

	57
	Đào Trọng Bích
	Vice-Director of District Health Center
	Health  Centre of Thai Thuy District, Thai Binh

	58
	Phạm Công Chăng
	Head of Planning Section of District Health Center
	Health Center of Thai Thuy District, Thai Binh

	59
	Nguyễn Sỹ Sắng
	 Team leader of Health Prevention team
	Health Centre of Thai Thuy District, Thai Binh

	60
	Lê Văn Dương
	Officer
	Planning Section of Agricultural Department of Thai Binh province

	61
	Phạm Thị Hường
	Officer
	Department of Science, Technology and Evironment of Thai Binh province

	62
	Bùi Thị An
	Vice-Chairman of Province Women Union
	Women Union of Thai Binh province 

	63
	Phạm Gia Lai
	Vice-Chairman of Province Health Department 
	Health Department of Thai Binh province 

	64
	Bùi Tùng Lâm 
	Chairman of Commune Peope's Committee
	Thuy Truong commune, Thai Thuy,Thai Binh

	65
	Nguyễn Thị Cậy
	Chairman of Commune Women Union
	Thuy Truong commune, Thai Thuy,Thai Binh

	66
	Phạm Văn Dương
	Head of Commune Health Station
	Thuy Truong commune, Thai Thuy,Thai Binh

	67
	Vũ Văn An 
	Staff of Commune Health Station
	Thuy Truong commune, Thai Thuy,Thai Binh

	68
	Nguyễn Sỹ Ánh
	Chairman of Commune Farmer Union
	Thuy Truong commune, Thai Thuy,Thai Binh

	69
	 Đỗ Đức Nam
	Secretary of CommuneYouth Union
	Thuy Truong commune, Thai Thuy,Thai Binh

	70
	Nguyễn Trọng Tín 
	Chairman of Solder Union
	Thuy Truong commune, Thai Thuy,Thai Binh

	71
	Hồ Trọng Kiển
	Head of the hamlet
	Thuy Truong commune, Thai Thuy,Thai Binh

	72
	Trần Thị Lánh
	Member of hamlet Women Union 
	Thuy Truong commune, Thai Thuy,Thai Binh

	73
	Hồ Thị Luyến
	Hamlet Health Worker
	Thuy Truong commune, Thai Thuy,Thai Binh

	74
	Lê Đức Thiện
	Vice-chairman of Commune People’s Committee
	Thuy Truong commune, Thai Thuy,Thai Binh

	75
	Vũ Đình Sơn
	Latrine User
	Tri Chỉ Nam Hamlet, Thuy Truong commune,Thai Thuy,Thai Binh

	76
	Lê Thị Hương
	Latrine Non-user
	Lo Truong  Hamlet, Thuy Truong commune, Thai Thuy,Thai Binh

	77
	Hồ Trọng Nghĩa
	Latrine Non-user
	Dong Xuan hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	78
	Phạm Thế Rích
	Latrine User
	Tri Chi Nam hamlet, Thuy Truong communeThai Thuy, Thai Binh

	79
	Nguyễn Hữu Tuyên
	Latrine User
	Tri Chi Nam hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	80
	Bùi Đức Am
	Latrine Non-user
	Thuong Phuc hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	81
	Vũ Quang Viên
	Latrine Non-user
	Tam Tri hamlet, Thuy Truong commune,Thai Thuy,Thai Binh

	82
	Bùi Thị Len
	Latrine User
	Truong Phuc hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	83
	Nguyễn Thị Mầm
	Latrine Non-user
	Thuong Phuc hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	84
	Đỗ Thị Lý
	Latrine User
	Truong Xuan hamlet, Thuy Truong commune,Thai Thuy,Thai Binh

	85
	Lưư Thị Hà
	Latrine Non-user
	Truong Xuan hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	86
	Nguyễn Thị Luyền
	Latrine Non-user
	Truong Xuan hamlet, Thuy Truong commune,Thai Thuy,Thai Binh

	87
	Vũ Trọng Rắng
	Mason
	Tri Chi Nam hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	88
	Hồ Trọng Toản
	Head of the hamlet 
	Tam Chi hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	89
	Nguyễn Duy Minh
	Transporter
	Chi Bo hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	90
	Vũ Thị Liên
	Material shop(retail store)
	Tri Chi Nam hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	91
	Phạm Duy Thái
	Material seller, transporter
	Chi Bo hamlet, Thuy Truong commune, Thai Thuy,Thai Binh

	92
	Phạm Bá Bôn
	Material seller, transporter
	Chi Bo hamlet, Thuy Truong commune,Thai Thuy,Thai Binh

	93
	Hồ Trọng Hớn
	Mason
	Tam Chi hamlet, Thuy Truong commune, Thai Thuy,Thai Binh

	94
	Phạm Bá Tải
	Brick Maker
	Chi Bo hamlet, Thuy Truong commune, Thai Thuy,Thai Binh

	95
	Vũ Trọng Minh
	Brick Maker
	Tam Chi hamlet, Thuy Truong commune, Thai Thuy,Thai Binh

	96
	Vũ Ngọc Xuân
	Mason
	Chi Bo hamlet, Thuy Truong commune,Thai Thuy,Thai Binh

	97
	Nguyễn Văn Nhu
	Material shop
	Thuy Tan Commune, Thai Thuy,Thai Binh

	98
	Hồ Thị Minh
	Material shop
	Thuy Tan Commune,Thai Thuy, Thai Binh

	99
	Hồ Trọng Dính
	Latrine Non-user
	Tam Chi hamlet, Thuy Truong commune,Thai Thuy, Thai Binh

	100
	Lê Thị Bích
	Latrine User
	Chi Bo hamlet, Thuy Truong commune, Thai Thuy,Thai Binh

	101
	Đặng Văn Du
	Director of Tuynel Brick factory 
	Diem Dien, Thai Thuy, Thai Binh

	102
	Nguyễn Thị Thoa
	Shop Owner
	Section 5 - Diem Dien town, Thai Thuy, Thai Binh

	103
	Trần Thị Thung
	Shop Owner
	Section 5 - Diem Dien town, Thai Thuy, Thai Binh

	104
	Phạm Minh Hương
	Shop Owner
	Section12, Thuy Xuan, Thai Thuy, Thai Binh

	105
	Nguyễn Sinh Tú
	Chairman of Commune People’s Committee
	Phuong Cong commune,Tien Hai, Thai Binh

	106
	Bùi An Phương
	Vice- Chairman of Commune People’s Committee
	Phuong Cong commune,Tien Hai, Thai Binh

	107
	Nguyễn Thị Phai
	Chairman of Commune Women Union
	Phuong Cong commune,Tien Hai, Thai Binh

	108
	Lê Thị Toan
	Head of  Commune Health Station
	Phuong Cong commune,Tien Hai, Thai Binh

	109
	Nguyễn Văn Bích
	Health staff of Commune Health Station
	Phuong Cong commune,Tien Hai, Thai Binh

	110
	Phạm Văn Toan
	Head of the Hamlet 
	 Phuong Trach Tay hamlet, Phuong Cong commune, Thai Binh

	111
	Nguyễn Thị Hoa 
	Hamlet Health Worker
	Phuong Cong commune,Tien Hai, Thai Binh


	112
	Trần Thị Nhật 
	Hamlet Woman Union Member
	Phuong Cong commune,Tien Hai, Thai Binh

	113
	Phạm Hồng Vang
	Latrine User
	Co Rong Hamlet, Phuong Cong commune,Tien Hai, Thai Binh

	114
	Nguyễn Thị Thanh
	Latrine User
	Cong Binh Tay hamlet, Phuong Cong commune,Tien Hai, Thai Binh

	115
	Nguyễn Quang Huyến
	Latrine User
	Co Rong hamlet, Phuong Cong commune, Tien Hai,Thai Binh

	116
	Trần Văn Tân
	Latrine Non- user
	Phuong Trach Dong hamlet,Phuong Cong commune,Tien Hai, Thai Binh

	117
	Nguyễn Văn Lâm
	Latrine Non- user
	Co Rong hamlet, Phuong Cong commune, Tien Hai,Thai Binh

	118
	Phạm Văn Phương
	Latrine User
	Co Rong hamlet, Phuong Cong commune,Tien Hai, Thai Binh

	119
	Nguyễn Thị Lái
	Latrine User
	Phuong Trach Dong hamlet,Phuong Cong commune, Tien Hai,Thai Binh

	120
	Nguyễn Thị Loan
	Hamlet health worker
	Phuong Trach Dong hamlet,Phuong Cong commune,Tien Hai,Thai Binh

	121
	Vũ Thị Cúc
	Material shop
	Phuong Trach Tay hamlet, Phuong Cong commune,Tien Hai, Thai Binh

	122
	Nguyễn Đức Hải
	Material shop
	Van Truong commune, Tien Hai,Thai Binh

	123
	Phạm Văn Thành
	Mason
	Cong Boi  hamlet Phuong Cong comune, Tien Hai,Thai Binh

	124
	Nguyễn Văn Thức
	Head of the hamlet 
	Cong Boi Dong hamlet, Phuong Cong commune, Tien Hai,Thai Binh

	125
	Nguyễn Văn Hoạch
	Mason
	Cong Boi Dong hamlet, Phuong Cong commune,Tien Hai,Thai Binh

	126
	Trần Văn Khải
	Material shop
	An Ninh Commune, Tien Hai,Thai Binh

	127
	Trần Đình Hải
	Transporter
	Bac Dinh Hamlet-Van Truong commune, Tien Hai,Thai Binh

	128
	Trần Văn Kiên
	Material shop
	Bac Dinh Hamlet-Van Truong Commune,Tien Hai,Thai Binh.

	129
	Đặng Văn Huấn
	Transporter
	Van Truong Commune, Tien Hai,Thai Binh

	130
	Ngô Văm Nghị
	Material shop
	Van Truong Commune,Tien Hai, Thai Binh

	131
	Bùi Minh Cảnh
	Vice Director of Trung Duc company
	263 Tran Nguyen Han, Hai Phong

	132
	Tô Xuân Cảnh
	Director of Hao Canh Ceramic factory
	Tien Hai Industry zone, Thai Binh

	133
	Trương Trọng Thuỷ
	Head of Sale Department of Thai Binh ceramic tiles company
	Tien Hai Industry zone, Thai Binh

	134
	Tống Mạnh Dương
	Sale Representative of Chinfon cement factory
	Chinfon cement factory, Hai Phong

	135
	Nguyễn Đăng Hùng
	Material shop (Secondary Distributor)
	Section 5, Tien Hai town, Thai Binh

	136
	Đức Vinh
	Material shop (Secondary Distributor)
	Section 5, Tien Hai town, Thai Binh

	137
	Ngô Thị Phúc 
	Ceramic tiles shop
	56, Ly Thuong Kiet, Thai Binh city


Appendix 4: Research Team Members

	No
	Name
	Role / Expertise

	1
	Dan Salter
	Team Leader, market analyst

	2
	Jaime Frias
	Rural marketing expert 

	3
	Nghiem Thi Duc 
	Water and Sanitation Engineer

	4
	Bui Ai Trang
	Rural market development expert

	5
	Tran Quoc Binh
	Market research expert

	6
	Nguyen Dong
	Rural market development

	7
	Truong Thanh Hoa
	Field Research Coordination

	8
	Tran Van Lanh
	Field Research Coordination

	9
	Bui Ngoc Long
	Field Research Coordination

	10
	Hoang Manh Trinh
	Field Research Coordination

	11
	Hoang Hoa Tham
	Head of Planing Department of Thai Binh CERWASS

	12
	Dao Van Hinh
	IEC staff of Thai Binh CERWASS

	13
	Le Thi Lanh
	Staff of Thuong Xuan district Agricultural Department

	14
	Hoang Lam 
	Staff of Thanh Hoa CERWASS
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Tank used for extracting fresh feces


for agricultural use





Hygiene assessment of the latrines in Upland Thanh Hoa (Luan Khe Commune)�
�
No cover on the latrine pit�
93 %�
�
The vaults containing faeces are not sealed�
74 %�
�
There is sign of faeces on the floor�
63 %�
�
There are flies in the latrine�
78 %�
�
Latrine is located less than 10m from water source�
0 %�
�
The vaults containing faeces flood in the rainy season�
37 %�
�
There are no walls or door�
52 %�
�






�


Un-covered simple pit latrine in Thai Binh Province





�


Hygienically maintained simple pit latrine





Upland Areas


(T.Hoa only)





Coastal Plains


(T.Hoa and T.Binh)





Mostly hygienic double-vault or septic-tank hygienic latrines, except where masons are un-trained





Mostly less-hygienic single-vault latrines





Simple pit latrines, hygienic in upland areas when correctly located





Material Retailers - shops





Masons (but only a small part of a their business)





Material Manufacturers and Wholesalers





(Cement, Bricks, Plastic Pipes, Ceramics, Wood etc.)





Households employing masons (70%)





Households not employing masons (30%)








Households self managing design and construction using purchased materials





Upland Households (almost all)








Households self managing design and construction using indigenous materials





100%





Cement supply network in Thai Binh province


(as of 2004)





For Latrine Building: 22,597 latrines built. 





Cement consumed:


(7,500 tons (1.4 of total%)


~ $425,000.





For other construction:


Cement consumed: (542,500 tons (98.6%)





Mobile Commune retailers ((1,100)





Commune retailers ((1,000)





District wholesalers ((25)





Authorities wholesalers (at provincial level)


((14)





Cement Factories


Tons sold in Thai Binh: (550,000, of which:


From Chinfon factory: 73%, from Bim Son factory: 9%, from Hai Phong factory: 9%, from others: 9%





91%





9%





Brick supply network in Thai Binh


(2004)





For Latrine Building: 22,597 latrines built


Brick consumed:


(33,690,000 bricks





For other construction:





Mobile Commune retailers





Commune retailers





District wholesalers ((25)





Brick Factories


Total production: 368,116,000 bricks





Family-owned Producers





�


Cement ring manufacturer for septic tank latrines





Strengthening supply capacity and ensuring appropriate and affordable technologies are available. 








Increasing demand for latrines and improved sanitation





Increasing Interaction between consumers and suppliers





East (Coastal areas)





West (Inland upland areas)
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�
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Campaign Branding Used on IDE hand pump program





Testimonials have been found to be a powerful format for advertising in rural Vietnam





Testimonial formats – advertising materials that contain real-life stories and experiences of users, and which are told by the users themselves - are a good vehicle for communications for a number of reasons:





It is a format which has been proven to be extremely successful in advertising & particularly in Vietnam, for both urban and rural consumers. 


They give ‘real stories’ about product benefits which provide reassurance to rural consumers who are extremely practical in their attitude to purchasing new goods. 


They can be tightly targeted to different audiences e.g. the elderly / men / women / children etc.


They can be used across multiple media types – print, video, audio. 








�





Certification of masons





In a water supply program in central Vietnam it was found to be useful for government to certify well drilling teams. Whilst drilling teams often worked outside their own hamlets, and found the certification useful to provide credibility of their work to consumers that do not know them, masons tend to work within their own communes where they are already known. However, it could be worthwhile piloting a mason certification program if they perceive that this would help them in any way. 





Commune Steering Committee


CP, PC, Women’s Union, Health worker





Hamlet Promoter (usually Women’s Union)





Technical support, financial support and motivation by the facilitating agency





District Steering committee


PC, Women’s Union, Health





Latrine Acquisition Process





Targeting: Potential Customers are identified in the community by the village motivator





Customer Meeting: Consumer awareness rises via information presented by a health worker. New sanitation options introduced (by masons)





1. Interest is generated. Village motivator notes interested households for follow-up





2. Household discussion. Decision regarding acquisition is weighed. Village motivator reminds households (2-3 days)





3. Decision to purchase is taken, and ideal construction date is agreed. Household starts saving in anticipation (30 – 90 days)





4. Household contacts the mason directly, or via the village motivator on the agreed date. 








5. Mason visits the house and inspects the construction site. Terms and conditions of service are agreed





6. Construction materials purchased for building the latrine – usually by the male householder





7. Latrine is constructed (3-4 days for a team of 2 masons)





Promotional Roles





Health Worker


Educates the community regarding health issues


Endorses local mason





Village motivator


Target potential customers


Performs persuasive selling


Serves as link between household and mason


Supervises construction work





Use of promotional media (on-going)








TV








Radio








Newspapers








Loudspeaker








Posters








Leaflets











HH Decision Making 





Male household member


Buys construction materials


Supervises construction work





Female Household member


Saves funds for latrine


Advocates for household health








Cost effectiveness of a marketing campaign over time








Latrine sales / upgrades





Cost effectiveness of marketing





Time
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Outsourced Communications Development





Market and consumer research, advertising, and media management





Outsourced Technology Development





Technical Universities - R&D and technology services





District Level





District Health Centers


PC, Women’s Union, Education





Commune Level





Commune Health Stations, PC, Party, Women’s Union





Community / Hamlet Level





Women’s Union, Commune Health Promoter





Provincial level





PC, Provincial Centers for Preventative Medicine WU, Dep. Education, Dep. Culture and Information








National Steering Committee for market driven sanitation improvement





Chaired by DPM


WU, MARD, MOET, MOCI





Technical Support Group





IDE, WSP, LSH, SEI, MIT





Core processes:





Segmentation of target groups


Behavior mapping among each group


Technology mapping among each group


Development and testing of generic communications concepts across a range of media


Test effectiveness of communication and optimal mix of channels under varying situations


Design of technology training and communications packages


Design generic process for field level testing and adaptation of materials


Assistance with field level adaptation and marketing planning





Core processes (District / Provincial leadership):





Selection and adaptation of communication campaign to the local situation


Selection of technology training and communications materials relevant to local situation


Identification of localized media mix


Production of localized versions of the promotions materials


Development of local marketing plan


Broadcasting and delivering messages


Monitoring performance of the communications effort


Performing adjustments to the communication plan





Communications products





Generic, adaptable, mixed media communications packages for key market segments





Process guidelines for materials adaptation





Generic, adaptable, mixed media communications packages for key market segments





Technology training and communications packages





Stand-alone training modules for a variety of technical options





Guidelines and training for local marketing plan development





Modular training for campaign delivery





National program, Donor Program, and NGO project implementation structures (illustrative)





Process backstopping, implementation feedback





For   Major   Market   Segmentations





SAWAP activity clusters and relevant activities:





Cluster A – Scaling up sustainable solutions:





Activity 1: Analysis and development of sustainable sanitation options


Activity 2: Developing informed choice in sanitation


Activity 3: Raising demand for sanitation and hygiene


Activity 4: Sustainable management models for sanitation (and water supply)





Cluster B – Mobilizing resources to achieve the MDGs:





Activity 1: Encouraging financing innovation


Activity 2: Drawing in the Private Sector


Activity 3: Improving operational efficiencies


Activity 4: Developing and applying strategies











� Calculated from the difference between numbers of latrines reported in the 1998 and 2002 Vietnam Living Standards Surveys, and divided to yield an average annual figure. The cost of DVCL and Septic tank latrines were conservatively estimated as 1 & 1.5 million VND respectively.


� Calculated from tabulation of estimated RWSS investments (1999 – 2003) presented by national CERWASS @ Water Week Workshop, Hanoi, March 2004.


� S..R.A . Hurley et al. 1997 “ Prevention of Diarrhea in Young Children in Developing Countries”  Bulletin of the World Health Organization 75:163-174.


� Estimated from Red River Delta data as no HH without latrines data available from PCERWASS figures


� Data source: 1998 and 2002 VLSS
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