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Only 19% of households in 
Uganda have access to 

basic sanitation with the majority 
still accessing unimproved 
toilets. With the SDG goal of 
achieving basic sanitation for 
all by 2030, and with sanitation 

being the responsibility of the 
households (i.e., no subsidies 
or toilets built for free by the 
Government), there is a greater 
need to develop a market-based 
approach to sanitation in Uganda. 
SDG 6.2 aims to achieve access 
to adequate and equitable 
sanitation and hygiene for all, and 
end open defecation by 2030. 
Similarly, NDP III (FY2020/21-
FY2024/25 seeks to increase 
basic sanitation from 19% to 40% 
over the next five years. However, 
access to basic sanitation still 
remains low. The country needs 
approx. USD 32.2m annually in 
investment in Sanitation and 
Hygiene if it is to reach the 
SDG target, but only USD 6.2 is 
available. Therefore, there is an 
urgent need for a sustainable and 
scalable market-based approach, 
in which households make their 

own monetary contribution to 
purchase or upgrade a toilet 
through the private sector.

Through partnership with 
USHA, UWASNET is promoting 
the market-based sanitation 
approach among its members 
and partners towards improving 
sanitation standards in Uganda. 
This newsletter documents the 
contribution and impact of the 
interventions of our members 
and partners. We hope you 
are inspired to learn from the 
interventions and contribute to 
improving access to affordable 
and sustainable WASH services 
for all. 

Yunia Yiga Musaazi 
Executive Director – UWASNET

Access to sanitation is a fundamental human right 
and every financial year, Government of Uganda, 
its development partners and non-governmental 
organisations invest billions of shillings towards the 
attainment of the national targets on sanitation. 

The 2020 Ministry of Water and Environment Sector 
Performance Report indicates that in FY2019/2020, 
78% of the rural population and 89.1% of the urban 
population in Uganda had access to some form 
of sanitation. This means that over eleven million 
people in Uganda practice open defecation which 
puts everyone at high risk of disease including 
cholera, bilharzia, intestinal worms etc.

A number of stakeholders within the Water and 
Sanitation sub-sector are employing different 
approaches to contribute towards improving access 
to sanitation. 

One such approach is market-based sanitation. 
Market-based sanitation is the development of 
a sanitation market in which the user makes a 
full or partial monetary contribution (with savings 
and/or cash equivalents) toward the purchase, 
construction, upgrade, and/or maintenance of a 
toilet from the private sector. 

With support from the USAID funded Uganda 
Sanitation for Health Activity (USHA), this newsletter 

documents 10 case studies from different 
organisations improving access to sanitation 
through market-based approaches. 

 

We are hopeful that the 
case studies highlighted 
increase your information 

on market-based 
sanitation, and inform 

your investment in 
sanitation either as an end 

user or as a retailer. 

Rehema Aanyu, Liaison and Networking Officer - 
UWASNET

Editorial note 

Note from UWASNET
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Household sanitation is a 
longstanding development 
priority for the Government of 
Uganda (GoU). Recent progress 
in reducing open defecation 
(OD) has not translated into 
an increase in basic sanitation 
services. Currently only 19% 
of Ugandan households 
have access to improved 
basic toilets [IBTs] and the 
country is off-track to meet 
Sustainable Development Goal 
(SDG) 6.2 related to universal 

access to adequate and 
equitable sanitation by 2030. 
The Ugandan government 
considers on-site sanitation a 
household responsibility for 
which direct government or 
donor investment is generally 
unavailable. Given this, meeting 
SDG 6.2 requires a national 
commitment to fostering 
market-based sanitation (MBS) 
approaches through which 
enabling conditions are put in 
place to empower households 
to take responsibility for 
meeting their sanitation needs. 

The Uganda Sanitation for Health 
Activity (USHA) is a five-year 
program financed by the United 
States Agency for International 
Development (USAID) to increase 
household access to water, 
hygiene, and sanitation services 
in Uganda. Developing, testing, 
refining, and scaling various 
MBS approaches in 20 districts 
in Central, Eastern and Northern 
Uganda is central to our work and 

contribution to the national WASH 
sector. Using research findings and 
the key implementation themes 
documented in the National 
Sanitation Market Guidelines for 
Basic Sanitation in Uganda (NSMG), 
we are currently working with 11 
local NGOs, BRAC Uganda, financial 
partners and Lixil to implement 
MBS solutions in over 50 sub-
counties across the 20 districts. 

USHA is a proud supporter of 
UWASNET. We welcome and 
appreciate a newsletter focused 
exclusively on market-based 
sanitation. Collectively, the sector 
has much to learn and share in 
this emerging area. We welcome 
collaboration with UWASNET 
members and are happy to share 
further experiences and learning, 
so please don’t hesitate to reach 
out to us.  

Enjoy the stories! 

Jonathan Annis, Chief of Party, 
Uganda Sanitation for Health 
Activity (USHA) 

Foreword 

 

Market based sanitation 
is an emerging hygiene 
and sanitation promotion 

approach that involves the 
application of the best social 
and commercial marketing 
practices to change people’s 
behaviour and to scale up the 
demand and supply for improved 
sanitation. Households demand 

sanitation and hygiene products 
and services, and the market 
provides them under a supportive 
government regulatory framework 
in such a way that a system that 
generates and maintains toilet 
coverage and usage at 100 percent 
is created. 

Market based sanitation provides 
opportunities for accelerating 
universal access to improved 
sanitation. It avails a variety of 
toilet options at a price that 
communities can afford and are 
willing to pay for. It provides a 
greater opportunity for private 
sector actors to participate in 
the Market based sanitation 
thus making it more vibrant 
and sustainable. It also takes 
into account individual needs 
and preferences in providing 
safe sanitation options and 
this increases the impetus of 

households to invest in safe 
sanitation. Sanitation marketing 
can contribute to a wide range 
of behaviours including stopping 
open defecation, promoting proper 
use and maintenance of toilet 
facilities as well as washing hands 
with soap after toilet use. Market 
based sanitation is therefore a 
cost-effective way to scale up 
access to improved sanitation 
even in poor communities. 

We are hopeful that through 
documentation and promotion 
of the case studies,  there will 
be increased access to quality 
WASH services in Uganda.  

Martha Naigaga 
Sanitation Coordinator, 
Rural Water Supply and 
Sanitation Department
Ministry of Water and 
Environment 
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From May 2018 to August 2019, the USAID Uganda Sanitation 
for Health Activity (USHA) in partnership with the Ministry of 
Health Environmental Health Environmental Health Department 

(MOH/EHD) and members of the National Sanitation Working Group 
through a collective impact process developed National Sanitation 
Market Guidelines for Basic Sanitation (NSMG). The guidelines align 
with the 2020 - 2030 Integrated Sanitation and Hygiene Financing 
Strategy.  The National Sanitation Market Guidelines (NSMG) outlines 
key intervention themes. The NSMG a) provides a strategic roadmap 
to the Government of Uganda, donors and implementers to apply 
market principles to increase access to basic sanitation, b) offers 
sanitation market insights including customer segmentation data 
and supply chain considerations, and c) describes key intervention 
themes.  

The NSMG a) provides a strategic roadmap to the Government 
of Uganda, donors and implementers to apply market principles 
to increase access to basic sanitation, b) offers sanitation market 
insights including customer segmentation data and supply chain 
considerations, and c) describes key intervention themes. Formative 
research suggests that the total market potential for improved basic 
toilets (IBTs) in Uganda is up to UGX 3.5 trillion (approximately one billion 
USD). The NSMG divides the estimated 5.6 million households without 
IBTs into 11 customer segments that are internally homogenous and 
externally heterogeneous with respect to their sanitation preferences 
and purchase behavior. The research suggests that around 1.9 million 
households may be able to afford full IBTs at current prices, and 
an additional 3 million households may be able to afford interface-
only upgrades or other potentially lower-priced variants. Using this 
information, the NSMG suggests four priority segments, constituting 
a target market of 2.7 million households, which are currently most 
amenable to MBS interventions.

The NSMG details four key intervention themes for implementers to 
focus MBS efforts in Uganda in the near- to medium term.

1. Developing best-fit products that consider a segment’s 
needs, preferences, and affordability;

2. Activating demand with tailored marketing messages for 
each customer segment;

3. Facilitating a network delivery model that allows customers 
to receive all the information they need related to the best-fit 
product, in a consolidated manner; and

4. Developing user-appropriate sanitation loan products to 
increase the households’ willingness to obtain financing, and 
reduce their liquidity barriers.

The NSMG has received approval and endorsement from the 
Ministry of Health’s Senior Management Committee. It is pending 
approval from the Top Management Committee before being 
officially launched as a GoU publication. The guidelines are meant to 
be updated periodically based on market reactions, learnings from 
implementation, and market evolution. Successful implementation, 
and therefore significant and sustained impact, will require continued 
close collaboration across the sector stakeholders, including 
government, funders, sector implementers, local lenders, and the 
private sector.

Developing National 
Sanitation Market Guidelines 
for Basic Sanitation in Uganda

Trained masons are supporting 
communities to construct basic 
sanitation facilities.

USHA is available to provide 
technical assistance to UWASNET 
members and other implementers 
interested in using these guidelines 
to increase update of basic 
sanitation in Uganda. Please contact 
Stephen Anecho Stephen.Anecho@
Uganda-Sanitation.org for further 
information.
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Background and context 
In late 2019, the USAID Uganda Sanitation for Health Activity (USHA) 
began piloting a market-based sanitation (MBS) model in 13 rural sub-
counties in 13 districts across Central and Eastern Uganda to improve 
household access to basic sanitation. This case study documents the 
early impact of the MBS model and its potential to help households 
obtain basic sanitation.   

USHA is a five-year program financed by USAID that started in February 
2018 with an aim to increase household access to water, hygiene, and 
sanitation services in Uganda. To help achieve this, USHA supported 
the Ministry of Health’s Environment Heath Department and other 
stakeholders to develop the National Sanitation Market Guidelines 
for Basic Sanitation in Uganda (NSMG).1  

Prior to implementing the model, USHA conducted a baseline census 
using digital platforms and geo-tagging to capture the sanitation and 
handwashing service levels of households within the target sub-counties. 
Between August 2019 and March 2020 USHA collected baseline data 
for approximately 87,000 households in about 500 villages of which 
approximately 83,000 households resided in villages where the model 
was ultimately implemented. About 23% of households in locations where 
1  USAID. (2019). Uganda National Sanitation Market Guidelines for Basic Sanitation. 

Washington, DC: USAID Uganda Sanitation for Health Activity.

Summary of findings
•	 Market-based approaches can help 

improve access to basic sanitation 
among Ugandan households: USHA’s 
MBS model enabled approximately 
9,000 households (14% of its target 
market) to gain access to basic 
sanitation in the first 18 months 
of implementation. This compares 
favourably to first-year sales figures 
achieved by successful MBS programs 
in other countries 

•	 Households exhibit a good 
willingness to invest in sanitation: 
Most households (around 67%) that 
constructed a new toilet chose the 
more expensive two-stance product. 
On average, household expenditure 
on sanitation was equivalent to over 
77% of the value of assets owned 
by them

Early impact and initial 
learnings from USHA’s market-
based sanitation model in 
Central and Eastern Regions of 
Uganda

A team being trained by USHA during a masons training in Lwankoni sub-county, Kyotera district
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•	 Households need not necessarily climb the 
sanitation ladder one rung at a time: 2,712 
households who previously did not have any toilet, 
invested in a toilet as a result of this model. Out of 
these, 45% constructed improved toilets, around 
half of which were double-stance toilets.

•	 MBS models that undertake sales and delivery by 
bringing together different entrepreneurs in the 
target geographies, in conditions similar to rural 
Uganda, can benefit from the following learnings: 
o Community kick-off events and door-to-door 

sales can be powerful means of communicating 
information about product options and avenues 

for purchase. Ensuring adequate incentives for 
all the actors, especially sales agents, can help 
improve quality of these touchpoints

o When the model allows households to 
choose their own toilet builder (e.g., mason), 
implementers should chose partner builders 
based on a deeper understanding of household 
preferences in builders, or must on-board a 
larger number of builders, to ensure uniform 
service quality

o Introducing improved products that prioritize 
spending towards attractive externally visible 
features (e.g., walls), with basic internal features, 
may help increase adoption

the model was implemented already had access to basic sanitation. 
8% had access to a handwashing facility with at least limited service2. 
Therefore, the model targeted the remaining 64,000 households that 
did not have access to basic sanitation. 

The MBS model 

USHA has partnered with seven community-based organizations (hereafter 
referred to as grantees), to manage the day-to-day implementation of 
the model. Typically, a household is meant to engage with the model 
across three touch-points, as described in Figure 2.3 

Figure 2: Overview of USHA’s MBS model, across key customer touch-
points

2  As per JMP, limited service is defined as availability of handwashing facility on 
premise without soap and water. Basic service is defined as availability of hand-
washing facility on premise with soap and water. 

3  Refer to the blog, Developing a Market-Based Approach to Sanitation in Uganda, 
at FSG.org for more details on the MBS model. 

Upgrade - a SanPlat interface upgrade 
product for households that already 
have unimproved toilets and do not 
want to dig a new pit and construct 
a new toilet

Base product (New) - a new single 
stance toilet with a pit and cement 
slab interface; household expected 
to construct the superstructure on 
their own

Single Stance (New) - a new single 
stance toilet with a cement slab 
interface and superstructure made 
of permanent materials such as bricks, 
cement, tin sheets

Double Stance (New) - a new double 
stance toilet with a cement slab 
interface and superstructure made 
of permanent materials such as bricks, 
cement, tin sheets

USHA product options

Notes: (a) The MBS model triggling sessions are different 
from the community Led Sanitation sessions in that 
the former does not focus on shame and disgust 
related to faecal waste and open defecation (b) The 
mason is expected to share a commission with the 
SP in exchange for every successful lead as a way 
to incentivize the SP for the their time and effort. In 
the stages of implementation while the models has 
not yet built sales traction, grantees are paying the 
SPs a nominal monthly stipend.
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The roll-out of the MBS model took place village-
by-village, with the triggering sessions beginning in 
October 2019. About fifty percent of the villages were 
triggered by the end of 2019, about 40% were triggered 
between January and March 2020, and the remaining 
were triggered after that. As of February 2021, target 
households had engaged with the model for an average 
of 15 months. However, program activities became 
limited during March to August 2020 because of the 
COVID-19 pandemic. 

Impact of the MBS model so far

As of February 2021, 13,148 households had changed 
their sanitation status across both regions.   Of these, a 
significant number of households –9,075 – chose to invest 
in basic sanitation after the MBS model was introduced.
This represents 14% of the target market, i.e., households 
that did not have access to basic sanitation at baseline.
 Other MBS programs that are considered successful 
(3Si Bihar, SanMark Cambodia, SMSU Cambodia), and 
went on to facilitate the sale of 150,000 – 200,000 
improved toilets over 5-7 years, facilitated an average 
of 5,300 toilet sales in the first year.

Out of the total 13,148 households that were visited, 39% 
had at least limited handwashing facilities. Of these, 
the majority (70%) had access to basic handwashing 
facilities. Further, out of a total of 4,896 households 
for whom baseline data on handwashing facilities 

4  Health and education expenditure data for the Central and Eastern region was obtained from the Uganda National Household 
Survey Report, 2016/17.

is available, 1,735 who previously did not have a 
handwashing facility now do have one. 

 
Through the process of enabling households to gain 
access to basic sanitation and basic handwashing 
facilities, the MBS model also led to households 
making significant investments in the local economy. 

The 13,148 endlined households are estimated to 
have made a cumulative investment of close to 6.42 
billion Ugandan Shillings (about USD 1.73M) in labor, 
materials, and transport, across all toilets built and 
upgraded. Seventy-nine percent of this investment 
was towards basic facilities. 

The total investment corresponds to an average 
household investment of 434,320UGX (112USD) in 
the Eastern region, and 551,800UGX (155USD) in 
the Central region, among households who shared 
investment information. This expenditure is equivalent 
to 77% and 80% of the value of the assets owned by 
households in Segment E and C respectively, thereby 
highlighting good willingness to pay for sanitation. For 
reference, households in the Eastern region annually 
spend 181,560UGX (51USD) and145,960UGX (41USD) 
on education and health, respectively, while those in 
the Central region spend402, 280UGX (113USD) and 
224,280UGX (63USD) respectively.4

Name of Partner 
Organisation 

Districts of 
operation 

Villa Maria Hospital 

Kyotera & 
Lwengo 

Bukomansimbi 
& Sembabule 

 Mpigi & 
Gomba 

Name of Partner 
Organisation 

Districts of 
operation 

Luuka & 
Buyende

The Busoga Trust 

Buyende & 
Buikwe 

Child Care and Youth 
Empowerment 

Foundation 

Kayunga

Kaliro & 
Namutumba 

USHA’s implementing partners in Central and Eastern Regions
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WASEU Community marketing corps reaching out to community 
members to buy the products 

Water and Sanitation Entrepreneurs Association Uganda (WASEU) 
is supporting WASH Entrepreneurs in the districts of Agago, 
Bundibugyo and Ntoroko to access markets through the community 

marketing corps. Community marketing corps are selected community 
members trained by WASEU in sales and marketing and are willing and 
able to market and sell WASH products within their communities. “Their 
major role is to move around the community marketing and selling WASH 
products. They are also equipped with the skills and information to advice 
prospect customers on the best WASH products in the market and link 
them to different WASH entrepreneurs and agents to get supplies,” says 
Norbert Oola, the Senior Business Advisor at WASEU. 

The Community marketing corps are supplied with WASH products by 
the WASH entrepreneurs and they market and sell the products door to 
door within their communities. They sell WASH products including liquid 

Supporting WASH 
Entrepreneurs access 
markets through community 
marketing corps
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soap, hand washing stations, masks, sanitary pads etc. 
They are given monthly revenue targets which they have 
to realise and are paid a commission on sales made.  

“The WASH Entrepreneurs are identified by the district 
leaders including Community Development Officers 
(CDOs), sub-county leaders, district focal persons and 
must be people of good standing order,” says Norbert.   

The Community marketing corps are a strategic approach 
to sanitation marketing implemented by WASEU under 
the WASH SDG Programme in Agago and under the 
WASH FIRST programme in Bundibugyo and Ntoroko 
district with support from SIMAVI. The programme aims 
at improving behavior change interventions, quality of 
service provision and strengthening WASH governance 
and institutional frameworks.

WASEU was founded in 2015 with the goal of advocating 
for an enabling environment for WASH entrepreneurs in 
Uganda. “All our projects are aimed at helping accelerating 
access to sustainable WASH for everyone, especially, 
disadvantaged groups by connecting WASH Small and 
Medium Enterprises (SMEs) with new buyers and generate 
demand for their products and services through WASH 
marketing,” says Norbert. 

Under this approach, WASEU has recruited over 100 
Community marketing corps to support local WASH 
businesses to increase product and service uptake at 
community level.

Relatedly, WASEU also works with the WASH businesses 
and local entrepreneurs to ensure that they provide 
localized solutions that support growth opportunities 
in WASH service delivery sector. 

“Our Sanitation marketing approach aims to help 
communities move up the sanitation ladder by creating 
localized access both on the supply and demand end. 
WASEU works with entrepreneurs to build sustainable 
WASH enterprises that produce products and services 
within areas where they are in need. Through our business 
linkage initiatives, we support the entrepreneurs to access 
markets by creating linkage opportunities at community, 
district and national level for these enterprises to thrive,” 
notes Norbert.

The Community marketing corps have been crucial 
in linking entrepreneurs in areas where services and 
products are in high demand and they have been able 
to encourage and promote various WASH products and 
services to scale demand most especially by the people 
at the bottom of the pyramid. 

Mr. John Walugembe, the Executive Director of WASEU 
noted that WASEU works in partnership with the WASHFIN 
microfinance and other financing institutions to improve 
on credit worthiness of entrepreneurs to access loans 
for WASH investments. 

WASEU community marketing corps interacting with buys 
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Water for People Uganda in partnership with Kampala Capital City Authority 
(KCCA) under the City-Wide Inclusive Sanitation (CWIS) Programme are 
implementing a project to upscale Fecal Sludge Management (FSM) services 
in the city through catalytic investments to increase access to improved on 
site sanitation services (OSS), primarily targeting underserved urban poor 
households, public institutions and the increasing transient population. One 
of the key project activities focuses on construction of toilets that meet 
the KCCA minimum OSS standards for different landlords in the informal 
settlement of Kampala through two incentive-based model approaches. 
The approaches includes; credit facilities from financial institution and a 
market maker model that promotes installment payments.

One of Water for People’s role is to develop and test an incentive-based 
model for Kampala landlords aimed at household toilet improvement 
meeting KCCA onsite sanitation minimum standards

ACTIVITIES

In order to get an understanding of the sanitation situation in the 5 divisions 
of Kampala, A comprehensive baseline study was conducted; Water for 
people conducted a market and technology assessment for landlords in 
informal settlements in the five divisions of Kampala (Central, Kawempe, 
Lubaga, Makindye and Nakawa). 

Toilet product development.

Toilet catalogue was developed on appropriate sanitation options for 
Kampala residents with prices as low as 2.5 million and as much as 6 million 
ugx. It’s this catalogue that masons, local leaders, VHTs and Community 
activation teams(CATs) use in the community to sensitize and generate 
demand for toilet construction.

Demand Creation and Communication

Demand creation activities included training of 109 Community Activation 
Teams (CATs) and 21 Masons across the 5 divisions of Kampala to act as 
marketers and provide information on the different incentive approaches. 
Communication materials and messages on the KCCA OSS minimum 
standard were developed for engagement and demand creation across 
the project divisions. Illustrations were also developed to relay the 
acceptable and unacceptable sanitation messages in Kampala. These 
were disseminated through the CATs, Masons and the different leaders 
targeting mostly landlords, households and institutions.

A communication strategy has been drafted to include persuasive marketing 
messages on toilet construction and incentive so that we capture customers 
within the 5 divisions of Kampala. Communication media such as radio 
adverts, flyers, posters, billboards, brochures disseminated in both English 
and Luganda for easier interpretation at all levels have been used. At the 
community level, CATs, Local Council leaders that were approached by 

Loan financing for improved 
toilet construction for 
landlords and households 
in informal settlement of 
Kampala

Story Nansubuga’s newsly 
constructed one stance pit latrine 
and bathroom
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Water For People have played a great role in demand 
creation because they interface directly with the target 
market and has been effective in demand identification.  

Developed and tested an INCENTIVE BASED MODEL 
for toilet construction.

Toilet Subsidy

Water For People Uganda together with KCCA launched 
a toilet Incentive and Subsidy model with the aim of 
improving Household Sanitation in Kampala. An incentive 
of about 540,000/- for the first landlords to construct 
their toilets under the Weyonje campaign was introduced. 
The aim was to attract more customers to take up the 
opportunity of sanitation improvement that meets KCCA 
standard.

Credit Facilities from Financial Institutions: Memoranda 
of understanding have been signed with Post Bank 
Uganda and Housing Finance bank to develop specific 
financing packages for household sanitation. under a 
loan arrangement with interest rates of 25% and 18% 
pa respectively.

Additionally, support has been provided to vulnerable 
people in the 5 divisions with a free one stance toilet. 
There is a clear process of vetting for the vulnerable 
people together with CATs, Community leaders, Water 
For People and KCCA. 

Currently, 20 landlords and 5 vulnerable people have 
constructed toilets that meet the KCCA OSS minimum 
standards under the Weyonje Toilet campaign.  

In addition, a memorandum of understanding was 
signed between Water For People and Lixil to handle 
promotion of Sato Pans and Sato stools (for the elderly) 
as an interface option to the toilet upgrades in the 
community to improve on aspects of hygiene and odor. 

Testimonials

Nansubuga Dorothy, Cash customer of a 1 stance 
pit latrine & bathroom in Wheeling Zone, Makindye 
Division.

Nansubuga Dorothy is a resident of Wheeling zone, 
Makindye Division in Kampala District living with her 
spouse and 5 children, for the past 10 years. They leave 
in a detached bungalow with close neighborhood of 
about 10 households.

She is a farmer who rears hens for sale as well as food 
vending (cooks chips and other snacks) who on a good 
day makes about UGX 20,000 (gross income) which 
she uses for home needs. Nansubuga also partially 
depends on her husband’s incomes when it comes 
to taking care of the family with issues like domestics, 
paying school fees.

With the introduction and launch of the toilet subsidy 
model, Nansubuga became one of the first cash customers 
for a 1 stance toilet and a bathroom because of the 

issues they were facing when it came to sanitation. 
They were sharing a 1 stance pit latrine with over 8 
households in the neighbor whereby each household 
had a minimum of 2 adults and 2 children. 

After seeing another persons’ toilet being constructed, 
Nansubuga asked for a contact person and was directed 
to a Community Activation Team member who brought 
her application form to Water For People for evaluation 
and later had the construction process started.

With the new toilet, only her family of 7 people uses 
it, which has improved on the family’s hygiene and 
sanitation. They no longer worry about health issues 
that would rise from the poor establishment. Nansubuga 
has also been able to connect water to her home so 
that they have clean and safe water in her home.

At UGX 4.2 million (USD 1141), Nansubuga got a 1 
stance toilet and bathroom (both toilet and bathroom 
are roofed), a brick lined pit for the sub structure to 
enable pit emptying as well as sato pan installed that 
helps reduce the smell and improve hygiene. It should 
be noted that because of the high water table in the 
location, there was need for high elevation of the pit 
latrine.

Nansubuga is at the point of planning for another one 
stance latrine for tenants, after concluding on the 
payment of the already constructed stances because 
she is highly impressed by the work done.

Success Factors:

o Existence of KCCA On Site and Offsite minimum 
standards

o  The flexibility and willing to financial institutions 
to offer sanitation loans

o  The designed incentive model targeting different 
customer segments i.e. the High income, Low 
income and vulnerable

Lessons learnt

•	 Landlords are struggling with sanitation facilities 
that don’t meet the minimum standards if 
favorable financing option is designed is 
embraced.

•	 Limitations of space, due to the nature of informal 
settlement, the only option is to upgrade the 
existing toilets than constructing new toilets. 

Challenges

•	 Credit unworthiness of many landlords in Kampala 
has delayed the implementation of the credit 
facilities by the financial institutions

•	 High costs of acquiring standard sanitation 
facility. However, the project has re-engineered 
sanitation options as low as 2million Ug shillings.

•	 Difficulty for the landlords to attach economic 
value to toilet hence difficult to take up sanitation 
loan.
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UWASNET members and partners in Lango 

and Acholi region visiting the WASH Business 
& Innovation Hub by WASEU

The Water and Sanitation Entrepreneurs Uganda 
(WASEU) set up a WASH Innovations and Business 
Hub in Agago district to support the marketing 
interventions of local WASH businesses. The Hub 
was founded in 2019 and is located in Patongo 
Town Council. It currently has about 60 WASH 
entrepreneurs receiving support from it. 

The Hub is a one stop center for learning and training 
of local entrepreneurs to acquire technical skillsets 
to produce quality and sustainable WASH products. 
It is also a place where community members, local 
entrepreneurs can purchase WASH raw materials 
and also sell WASH products.

Currently, the Business and Innovation Hub displays 
WASH related technologies including water 
purification systems, fabricated waste bins, hand 
washing facilities, bee hives, liquid soap produced 
by  local entrepreneurs, household bio-gas systems, 
climate-resilient-latrine models, water resource 
technologies etc. All these products are made by 
local entrepreneurs for the local markets. 

Mr. John Walugembe, the Executive Director 
of WASEU says that the organization builds 
the capacity and advocates for WASH focused 
businesses to provide solutions that address the 
WASH needs and challenges faced by the local 
communities. 

He noted that WASEU will replicate the same model 
in Lira district and in two other regions of Uganda 
namely the West Nile and Western region to ensure 
that there is improved WASH service provision 
through business and innovation. 

Mr. Norbert Oola, the Senior Business Advisor at 
WASEU noted that WASH business provision has 
improved in the districts were WASEU operates. He 
noted that there is need to strengthen the skillsets 
and create an enabling environment that grows 
WASH enterprises and business sustainably. “A 
number of the businesses are at incubation states 
with limited production and service reach. The 
social benefit of implementing our approach can 
greatly mitigate the disadvantage or challenges 
that many disempowered entrepreneurs endure 
due to lack of access to business support services 
that improve the WASH Market,” he said. 

He noted that to reinforce that work that WASEU 
does to build the capacities of WASH focussed 
businesses, WASEU has adopted the Diamond 
approach developed by WASTE Netherlands to 
facilitate interaction among core stakeholders to 
create a sustainable ecosystem for WASH. 

WASEU is an implementing partner under the WASH 
Alliance International-Uganda sub-programme, 
under the Netherlands WASH SDG Programme a 
consortium of WASH Alliance International partners 
namely SNV and Plan International. The WASH SDG 
programme aims at improving behavior change 
interventions, quality of service provision and 
strengthening WASH governance and institutional 
framework. 

UWASNET members and partners in the Lango and 
Acholi region had an opportunity to visit the WASH 
Innovation and Business Hub in March 2021 and it 
was greatly appreciated by a number of members 
and partners. 

The WASH Business 
and Innovations Hub in 
Agago district 
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AMREF Health Africa is using the Financial 
Inclusion Improve Sanitation and Health 
(FINISH) Mondial approach in Kabarole 

district to improve WASH service delivery by using 
female WASH ambassadors to promote improved 
sanitation technologies. Consequently, this 
approach is also challenging existing gender norms 
and expectations that limit women’s potential. 
The FINISH Mondial approach aims at improving 
sanitation service delivery through scaling up 
access and use of safe sanitation with the aim of 
building a local system to deliver sanitation services 
on a large scale.

“The FINISH Mondial ensures that people are aware 
of the need for a safe and durable toilet. Under the 
approach sanitation systems must be affordable so 
that people without improved sanitation services 
can then invest in improved sanitation options and 
own one,” says 

The female WASH ambassadors were selected, 
trained and supported to improve their own 
sanitation  

“In my community, it is rare to see a woman riding a 
motorcycle because it is viewed as a tool supposed 
to be used by men only. I ride the motorcycle to 
different communities to promote sanitation and I 
do not see any problems,” says Patience   

The women graduates ride motorcycles to promote 
the sanitation project in areas of  Kabalore. The 
sanitation technologies promoted by the women 
are the ecosan toilet which is 5feet deep with two 
alternating pits. The women also promote the Pour 
flash and flash toilets as well. 

The program aims at achieving; Universal Access to 
safe and well manage sanitation facilities, healthier 
and economically empowered communities.

The graduates have exhibited invaluable measures 
of commitment in promoting and monitoring 
sanitation technologies in the districts. 

Patience Tumusiime a graduate from Makerere 
University says ‘’we do marketing and follow up on 
people who have taken interest in the new sanitation 
technologies,’’

Mary Mabonga, a graduate from Pentecostal 
University, says she enjoys her job because it has 
helped to improve hygiene and sanitation among 
the disadvantaged.

Dorothy Bonabaana said the main challenge they 
face is switching people from traditional toilets to 
reusable toilets since the majority of the residents 
are used to traditional latrines.

Amref using FINISH mondial to 
improve access to sanitation in 
Kabarole district 
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A team being trained by USHA during a masons training in Lwankoni 

In 2008, Charles Kyamanywa was creating briquettes made out of 
clay, water and charcoal dust obtained from burning of firewood. He 
soon realized that his charcoal briquette business was contributing 

to the rainfall problem in Kiteezi.

At the same time, customers were starting to consider charcoal 
briquettes old fashioned. “Customers would look at my charcoal 
briquettes and ask, ‘Why do you want to take us back to the village? 
Those are our grandmothers’ ways. We have moved on!’”

The environmental hazards and dwindling charcoal market spurred 
Charles to start producing a different type of briquette.

In 2018, GIZ in partnership with Water For People began providing 
support to increase the business and technical capacity of Charles’ 
briquette business. Charles and his team were trained in the use of 
fecal sludge as an input in briquette production which meant that 
Charles would use less charcoal dust than he had been using. Similarly, 
other briquette producing businesses including LUCHACOS, KEGI 
and Best of Waste were trained and are equally producing briquettes 
that have Fecal sludge in them

Water for People with funding from GIZ trained SEACO in marketing 
and money management and finding new markets for his briquettes

Water For People is also supplying carbonized fecal sludge SEACO 

Charles Kyamanywa’s 
Entrepreneurship Story

Charles Kyamanya received the machinery to facilitate the production of the honey combs and briqqutes

The market for 
fecal sludge 
briquettes is 
growing, and 
we have not 

even scratched 
the surface 

yet.”
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and all other businesses willing to take up fecal 
sludge as an input. 

“GIZ and Water For People frequently arrange for 
us to showcase our fecal sludge briquettes at trade 
exhibitions around the capital city Kampala. Water 
For People sometimes sell my products for me, 
such as my brooding kits.”

Many of Charles’ customers are poultry-breeders 
who are moving away from using electricity to warm 
their chicks during the brooding stage.

Before the trainings, Charles was producing around 
300 fecal sludge briquettes a month, using his own 
hands, while desperately searching for a market.

Currently, Charles’ company manufactures 1000 
briquettes every fortnight using the machinery 
he was given. Due to the training he received in 
marketing, finding customers has become much 
easier.

He sells his fecal sludge ‘honeycomb’ briquettes at 
UGX1500 a piece and resells briquette stoves that 
he buys from another manufacturer, at the same 
price.

Charles believes that selling briquettes has boosted 
his economic status.

“The fecal sludge briquette business has given me a 

constant cash flow in my retirement years.”

He also believes that the opportunities are endless.

Charles attributes the rising demand for fecal sludge 
briquettes not only to increased environmental 
awareness among the general populace, but also 
the sheer practicality of the briquettes.

“Each briquette can burn for eight hours on average, 
compared to charcoal which burns for an hour. You 
can have a good night’s sleep while brooding your 
chicks with the briquettes and wake up when it the 
briquettes are still burning,” he says. 

As with all business ventures, Charles faces some 
challenges. There are some customers who are 
not yet convinced about the advantages of using 
fecal sludge briquettes over charcoal. Also, higher-
income households largely use electricity and gas.

“They love my briquettes. They say they burn for a 
long time compared to charcoal.”

Charles plans to move his business nearer to open 
farmland, where he can get a constant supply of 
biomass and other components for the briquettes. 
The move will also allow him to expand his business.

Charles Kyamanya showing off the honey combs he makes and sells to community members
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Having acquired skills in construction of the 
safely managed toilets, a female Manson in 
Bunyangabo district did not sit on the skill, 

she chose to pass it on to her female counterparts 
in this district.

Maureen Achiro was one of the beneficiaries of the 
Financial Inclusion Improve sanitation and Health 
(FINISH), a project aimed at achieving; Universal 
Access to safe and well manage Sanitation 
facilities, healthier and economically empowered 
communities.

She says she decided to support communities 
in construction of the promoted sanitation 
technologies since many of the residents were 
using the traditional latrines.

Living by example and with all the determination 
after getting the skills, Achiro secured a loan of 
sh1.3m and constructed an Ecosan toilet at her 
home. As time went by the residents started hiring 
her to construct the mighty toilets in their homes.

Although Achiro is a primary Five drop out, the 
enthusiasm she exhibited in the construction of 
safely managed toilets made other women in the 
district take on the task.

Achiro lost her parents at a very tender age and this 
resulted in her to drop out of school in Primary Five. 
The 35 year old mother of four was born in Northern 
Uganda but at the moment she resides in Fort Portal 
where she got married.   Achiro is admired by her 
husband and residents because of her hard work.

She says that the toilets are user friendly and can 
easily be cleaned by using detergents. In addition 
the type of toilets she maintains is cost free because 
they use Ash. She explains that “The Ash helps to 
dry the faecal matter which we shall later recycle 
into manure for our gardens,’’

Cost of construction

 FINISH Mondia project connects the households 
to financial institutions, where the households are 
then given loan facilities of up to a tune of 1.5m 
depending on the ability of the household to repay 
the loan.

The money is meant to buy materials and pay labour. 
In an event where a household has some materials 
like bricks, sand they apply for less money. Achiro 
however charges sh260, 000 for labour per each 
toilet for a household.

Since Achiro was trained under the project at no 
cost, she also does not charge the women she 
trains.  She however encourages women to join her 
on site because it is easy to get things right when 
they are on site.

Achiro is strong minded to scale up the technology 
to more women in order to improve the health 
status in the region.

Achiro the Ambassador of sanitation technology 
in the district says the money she earns from 
construction of toilets helps to boost the livelihood 
of her family.

About the project

The project being implemented by Amref 
work in partnership with Caritas HEWASA Fort 
Portal, Kabarole and Bunyangabu District Local 
governments has contributed to the realization of 
the Sustainable Development Goals (SDG) 3 on 
Good Health and Well Being, SDG 6 on clean water 
and sanitation and SDG17 on Partnerships for the 
Goals.

Giving back to ensure universal 
access to sanitation 
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Caritas Fort Portal HEWASA is engaging Christian 
religious leaders to promote improved standards of 
sanitation and hygiene in Apac district. 

The organisation has been airing radio adverts in 
which the religious leaders share information and the 
advantages of access to improved sanitation and hygiene 
with community members. The religious leaders also 
conduct outreaches and community meetings where they 
encourage families to take sanitation loans to improve 
their household sanitation. 

The religious leaders also incorporate the issues of 
sanitation improvement in their summons. For the past 
nine-month, Fr George Humble Opio, the Parish Priest 
of Apac Catholic parish together with catechists and 
Mugongo community leaders have been mobilizing 
Christians through radio adverts to promote good 
standards of sanitation. 

Father Opio says that this is aligned with the Pope’s 
sanitation message that calls upon every individual to 
protect the environment and desist from both carbon 
emissions and faecal matter pollution. 

Father Opio is using the bible to inspire many families to 
invest in improving their household sanitation through 
acquisition of sanitation loans. 

 “There is nothing to fear about a sanitation loan that is 
why I have recommended many households for sanitation 
loans to access improved sanitation facilities,” he says.

The Archdeacon of Ibuje Archdeaconry, Rev Olwo Vincent 
is also involved in the sanitation financing campaign that 
targets religious leaders to 

Religious leaders championing 
sanitation financing in Apac 
district 

Ebong Patrick a proud toilet owner

Fort Portal - HEWASA
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Ebong Patrick a proud toilet owner Father Opio Humble George

“People used not to mind about constructing 
permanent sanitation facilities, but now they have 
mastered the practice, and many structures have 
been put up through our encouragement,” said Rev. 
Olwo.  

The religious leaders also pass on sanitation related 
information during the church services they hold. 

Father Opio says he uses the biblical verse in 
Deuteronomy 23: 12-14. That says “Designate a place 
outside the camp where you can go to relieve yourself. 
As part of your equipment have something to dig with, 
and when you relieve yourself, dig a hole and cover up 
your excrement. For the Lord your God moves about in 
your camp to protect you and to deliver your enemies 
to you. Your camp must be holy, so that He will not 
see among you anything indecent and turn away from 
you.”

He says that his home is used as a demonstration 
centre for community members to come and learn 
how to improve their household sanitation. 

He said that having an improved sanitation facility 
gave him the confidence to host Bishop of Church 
of Uganda Apac Diocese.  

Patrick Ebong, a resident of Bardek A cell in Atiki 
division of Apac accesses the sanitation loan to 
construct a latrine for his family. Previously, the 
family had a dilapidated non-permanent latrine 
structure. 

“I used to worry about hosting visitors at home 
because my toilet was very poor but now, I can host 
anybody without fear”, Patrick said. 

Caritas Fort Portal HEWASA linked Partick to 
Centenary bank for a loan and a construction 
company that constructed his permanent latrine. 

“We are mapping and bringing on board more 
stakeholders to scale up and sustain the sanitation 
financing campaign and with support from GIZ, 
community members will be engaged to scale up 
the intervention,” says Moses Rujumba 
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