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MARKET-BASED SANITATION (MBS) TRAINING
IN-DEPTH TRAINING: INTRODUCTION TO MARKET-BASED SANITATION
Overview
Date: TBD
Room: TBD
Attendees: NGOs that implement MBS programs
Duration: ~2 hours, 10 minutes excluding “OPTIONAL” activities and breaks
Learning objectives: After the training, participants will be able to:
· Provide an operational definition of MBS
· Understand the different layers of an MBS system, and the components at each layer
· Provide examples of scaling barriers at different levels
· Identify at least some scaling barriers for MBS in <Country/ Local Context>
How to use this document
This document will guide facilitators on conducting a session to introduce market-based sanitation. 
Facilitators should use this document and the accompanying material (a presentation deck and a material deck) to prepare for the training.
The “Agenda” section provides the structure and duration of the session.
The “Facilitation guide” section provides the structure, suggested duration, scripts, and other requirements for specific sections of the agenda.
The “Notes for the facilitator” provides additional considerations for the facilitator to keep in mind to ensure the learning objectives are met.
Agenda 
· Introduction to the session (2 minutes)
· Overview of MBS (10 minutes)
· Barriers at the sanitation enterprise level (27 minutes)
· Barriers at the customer and entrepreneur level (14 minutes)
· Barriers at the business environment and broader context levels + summary (16 minutes)
· Breakout activity + plenary (60 minutes)
Facilitation guide
Italicized text denotes the suggested script
Introduction to the session (2 minutes)
· Share the objectives and agenda of the training
· This session is going to be focused on understanding market-based sanitation. 
· We will cover the following:
· Define market-based sanitation
· Introduce and explain WASHPaLS’ MBS framework to identify scaling barriers for MBS
· Use the framework to identify the scaling barriers for MBS in <Country/ Local Context> through a group activity
Overview of MBS (10 minutes)
Structure:
· Definition of MBS (2 minutes)
· Introduction to the MBS framework (4 minutes)
· Description of each layer of the MBS framework (4 minutes)
OPTIONAL: Discussion Activity 1 - Introduction
· Ask participants to explain in their own words “What is a sanitation market?”
· Note down keywords or phrases from participant’s responses, which are likely to involve a) actors such as customer, household, beneficiary, entrepreneurs, masons and b) concepts such as private sector, social marketing.
· Park these responses on a chart/whiteboard and state “Let’s build on these by understanding what is market-based sanitation and revisit this chart/whiteboard to see what might be different.” 
Detailed script:
· Definition of MBS (slide 1)
· Let us start by defining market-based sanitation in an operational sense
· As the slide illustrates, we use two key criteria
· First, the user has to make at least a partial contribution, and second, that the product and service has to be delivered through the private sector
· Monetary contribution by the customer is a necessity since it entails the customer exercising choice for a product they desire and for which they are willing to pay. Conceptually it distinguishes a customer from a beneficiary.
· The second aspect is the private sector because any other source of supply such as the government and NGOs funded by donors or philanthropy is rarely sustainable and often do not cater to the diverse needs and preferences of customers. The private sector, on the other hand, is governed by market forces and has to provide what customers want or else they will be out of business. Such is the norm for a wide range of goods and services; sanitation, therefore, is no different.
· Introduction to the MBS framework (slide 2)
· Conceptually, we can organize the system of market-based sanitation into three layers, distinguished by the level of influence from the perspective of a funder or program implementer. 
· Putting these 3 layers together can help us understand how market-based sanitation works in a given context.
· We will be using this framework to describe the different elements that are needed for MBS interventions to be effective and scale, and also the typical barriers we see for these different elements.
· Description of the first layer – sanitation market 
· At the core of the framework is the sanitation market, which consists of customers, entrepreneurs, and the interaction between them; we can term the interaction between them as the “sanitation enterprise”
· The enterprise is distinct from an entrepreneur because the enterprise benefits customers as well as entrepreneurs, and in the conventional commercial context, an entrepreneur can have several businesses of which the sanitation enterprise is one. 
Facilitator to provide a locally known or more appropriate example of a famous entrepreneur with several businesses – US silicon valley example of Elon Musk with Tesla, SpaceX, and The Boring Company. In each venture, the customers and their needs are different and so are the enterprises through which Elon interacts with them.
· This is the layer over which a program has the most control, and through which it can create the most significant impact
· At this level, the effectiveness of MBS depends on 3 supply-side factors:
· The availability of entrepreneurs to start and run sanitation enterprises
· The availability of capital to entrepreneurs to start and run these enterprises
· The viability of the sanitation enterprise itself without which entrepreneurs are unlikely to start or continue operating enterprises
· From a demand-side, there needs to be a critical mass of customers with some interest in purchasing a toilet, which is latent demand, and these customers need to have:
· Liquidity to buy toilets
· Ability to afford the toilets in the market 
· However, in addition to these factors, the sanitation enterprise itself needs to: 
· Identify a target market because not all customers are the same and moreover the target market has to provide a “critical mass” of customers that can be served profitably by the enterprise
· Develop a contextually appropriate product system that addresses the preferences and needs of the chosen target market or markets
· Provide customers with the information and impetus to purchase via sales and marketing
· Organize a delivery model to get the various components of the product system to the customer efficiently because the process to build a toilet might be complicated and a barrier to uptake by customers
· These 3 elements form the core of the sanitation market 
· Description of the second layer – business environment
· The second layer is the business environment which is not unique to sanitation but indirectly influences the functioning of the sanitation market. It can comprise of market rules such as policies or regulations, the state of associated supply chains for materials such as cement or pans that are used to construct toilets, financial services infrastructure, and public goods
· Programmers can influence the business environment depending on the complexity of the barriers and the resources available to them 
· Description of the third layer – broader context
· The third layer is the broader context, comprising of social norms, macroeconomic and geographic factors, infrastructure etc
· The broader context is something programmers can understand and appreciate but typically cannot influence 
· In the subsequent slides, we’ll go through each layer in greater detail, highlighting the typical scaling barriers faced by MBS interventions at each level, and some global examples of MBS interventions that have addressed these barriers
OPTIONAL: Discussion Activity 2 – Test revised understanding of sanitation markets
· Ask participants what has changed in their understanding of “What is a sanitation market?”
· Show the flipchart/whiteboard with responses collected at the start of the presentation
· Append these responses and state “Let’s build on these by understanding what is market-based sanitation and revisit this chart/whiteboard to see what might be different.”
· The facilitator can provide a few prompts such as an expanded view with the domains of business environment and broader context, or the distinction between enterprise and entrepreneur
· Note to facilitator: A complete understanding is not expected at this stage since the details of each element are forthcoming
Barriers at the sanitation enterprise level (27 minutes)
Structure:
· Overview of barriers at the sanitation enterprise level (2 minutes)
· Description of barriers for the different components of the sanitation enterprise:
· Target market (5 minutes)
· Product system (5 minutes)
· Delivery model (10 minutes)
· Sales and marketing (5 minutes)
Detailed script:
· Overview of barriers at the sanitation enterprise level (slide 3)
· As mentioned earlier, the sanitation market layer consists of customers and entrepreneurs, who are connected through the sanitation enterprise. The enterprise is described by 4 key elements 
· the target market or who among a given population should it sell
· the product system or what should it sell to the chosen market
· sales and marketing or how should it reach and persuade its target market
· the delivery model or how should it fulfill orders
· The typical scaling barriers for each element are:
· Lack of “critical mass” of customers to serve profitably
· Lack of product systems that are acceptable to customers and suppliers
· Lack of cost-effective mechanisms to activate demand
· Lack of efficient mechanisms to fulfill orders
· Barriers for target market (slide 4)
· Let's start with the barrier for the target market. This can be addressed by carefully selecting the part of the market that the enterprise can profitably serve. We define this as the “target market”
· The selection of the target market can be different from the broader objectives of a program, which may include serving everyone. However, it is important to select (at least initially) those segments of customers that enterprises can profitably serve
· We recommend a phased approach, especially in the early days of an MBS intervention. It ensures that enterprises are generating profits, and it also creates a demonstration effect for both customers and entrepreneurs. Customers see toilets in use by early adopters, leading to increased sales. Similarly, entrepreneurs get attracted to the sector looking at the success of the pioneer sanitation enterprises. 
· Several programs have taken this approach of selecting a market rather than targeting everyone – the IDE program in Cambodia, the 3Si program in India, and WSP’s program in Peru
· The slide describes the Mi Bano program in Peru. When the program started, the top 60% was already being served by commercial players. It was the bottom 40% of the population that needed new solutions. 
· The program segmented the bottom 40% into three layers that could be served either through innovations in product systems and delivery models or those that also needed credit or subsidy. 
· The program made an explicit decision to start with market segments just below the currently served segment, which amounted to half a million households. It enabled sanitation enterprises to generate profits serving this particular segment, as the others required financing solutions that could not be provided through enterprises at the time. Other segments were addressed in subsequent phases. Then there is the segment of population which simply may not be able to afford market prices – they will need subsidies but these can be market-compatible as we will explain later. 
· Barriers for product system (slide 5)
· The second component of the enterprise is the product system. An appropriate product system is both affordable and desirable for customers and can be profitably delivered by enterprises.
· We recommend an iterative, human-centered design approach to arrive at the appropriate product system. 
· By human-centered, we mean that the product meets all 3 criteria:
· Meets customer’s preferred functions and aesthetics
· Uses contextually appropriate technologies
· Can be developed using local entrepreneurs’ assets and capabilities
· By iterative, we mean that feedback on prototypes is taken from customers at multiple stages of the product development
· A great example is the EasyLatrine product sold by iDE in Cambodia. The team interviewed customers for user insights and preferences, tested and iterated on prototypes with customers, and sought input from local suppliers. Four months and multiple prototypes later, the team arrived at a ready-to-install, pour-flush pit latrine design package kit, which became popular with both rural customers and sanitation enterprises.
· Barriers for delivery model (slide 6)
· The next part of the enterprise design is the delivery model – the mechanism of delivering various components of the product system to the customer. . As the slide shows, several types of delivery models exist. The choice of the delivery model depends on the context.
· A key concept related to the delivery model is the focal point enterprise. We define a focal point enterprise as the customer-facing business that aggregates products, services and/ or information. It is the go-to enterprise for a customer looking for a sanitation solution. 
· We can organize delivery models based on the degree of “aggregation” done by the focal point enterprise – aggregation of products, services, and information.
· The DIY model
· The DIY model or the “mason” model has the lowest level of aggregation as there is no focal enterprise. Masons provide an onsite, build-to-order service to customers, and may provide customers with some information on the materials to procure. But there is no single customer-facing business and customers engage with several businesses to procure the materials for constructing the toilet.
· This model is suitable for markets where pre-casting businesses do not exist, or else, for remote areas with low population density and poor transport connectivity. Entrepreneurs are typically not available or interested in serving such markets, so the DIY model may be the only available option. 
· The DIY model is often the default in many sanitation markets. For example in Benin - masons advised the customer, constructed the slab, and laid the foundation, but households were responsible for arranging pit digging, procuring cement and rebar, collecting sand and gravel, and curing the cement slab.
· The network model
· The network model is similar to the DIY model, but there is some level of aggregation, typically information. There may be a loose affiliation of players, and one of them takes the lead as the focal enterprise by providing some products or services, and also connecting customers with other players. 
· This model can work where suppliers are not keen on stocking other toilet components and related services, but they are easily accessible and customers are willing to make multiple transactions to procure those materials/services. Preferably for a price that would be lower than if all materials were sold in one place but the simplification of the process – knowing where to go – is in itself of value. 
· Such conditions enabled the network model to succeed initially in the 3Si Bihar program. Cement ring manufacturers served as focal points, providing rings to customers, and connected customers to other suppliers for such as hardware stores, pit diggers, masons etc. Many also helped customers to avail credit or subsidies.
· One-stop shop
· The next model is a one-stop shop model, where there is a pre-defined focal point enterprise. This enterprise not only provides material and information but also provides ready-to-install packages. 
· One-stop shop models are best suited for situations where customers are forced to make multiple transactions to procure components and install the toilet and incur higher transaction costs (in terms of money and/or time) to do so. Additionally, transaction costs can be compounded due to poor transport infrastructure and lack of key input materials. It requires the availability of entrepreneurs with skills to fabricate components and assemble a package. 
· This type of model was used by many enterprises supported by the WaterSHED and iDE interventions in Cambodia. The enterprise provided ready-to-install packages that included everything required for the interface, the substructure, and sometimes even the superstructure. Enterprises also provided delivery services, but not installation. 
· Turnkey solution provider
· The highest level of aggregation is provided by the turnkey solution provider model. The focal point enterprise aggregates the full range of products (including substructure, interface, and superstructure) and services (including delivery and installation) to provide customers with a turnkey solution at a premium. 
· Theoretically, the TSP model may succeed in situations where customers are willing to pay a premium for the convenience of interacting with one focal point enterprise which is responsible for the delivery of the entire solution end-to-end, or where the transaction costs for aggregating inputs are very high due to the remote location of households. The model also requires the focal point enterprise to be skilled in managing the service aspect of providing the solution and also a sizeable number of customers for the economics to work. 
· However, such models are rare and our research found a few enterprises supported by the 3Si intervention in Bihar, India but it was difficult to scale the model and similarly a few enterprises supported by iDE in Cambodia.
· Barriers for sales and marketing (slide 7)
· Customers go through many stages in their buying journey, and implementers need to support them appropriately in different stages. 
· On the left, we have a customer for whom OD is acceptable, and there is no need for a toilet. As programmers, our goal is to get this customer to buy a toilet. As a sector, we've been good at generating demand through CLTS/CATS and other such mechanisms. We move them from the first stage to the second, i.e., moving them from open defecation to seeing some value in getting a toilet. 
· Programmers also work with entrepreneurs, think about products, and how they get to the customer. This is what we call demand fulfillment.
· A key criterion for success is the missing gap between the two - demand activation. This is necessary to move a customer from seeing some value in the toilet to making a purchase decision. 
· Demand activation has been successfully done by WaterSHED and iDE in Cambodia, and PSI in Bihar. Demand activation is usually done through field sales agents who do sales in one-on-one or small group settings. These kinds of settings allow sales agents to address questions or concerns that prevent customers from making the purchase. The sales agents are paid commissions either directly by the entrepreneur or by the program. 
While we started with the target market, from a program’s perspective, design of these elements can start with any one of the four and is an iterative process. Also, programs sometimes must work with existing sanitation enterprises that may have already made choices about these elements.
OPTIONAL: Discussion Activity 3: Suggested questions for facilitators to pose to the group
· Can you describe local enterprises you may have observed or designed in a program using this construct?
· What elements of the sanitation enterprise might be missing or not in this construct?
Barriers at the customer and entrepreneur level (14 minutes)
Structure:
· Overview of barriers at the customer level (2 minutes)
· Description of barriers at the customer level:
· Liquidity (2 minutes)
· Affordability (2 minutes)
· Overview of barriers at the entrepreneur level (2 minutes)
· Description of barriers at the entrepreneur level:
· Availability (2 minutes)
· Capital (2 minutes)
· Viability (2 minutes)
Detailed script:
· Overview of barriers at the customer level (slide 8)
· Now, let’s look at the other two elements in the sanitation market layer, starting with customers. No market can survive without customers who are willing and able to pay for the products being offered.
· Customers need to have a latent demand for toilets – they have to see value in having one. As discussed in the previous section, this can be achieved through demand generation efforts that helps customers form a preference for a toilet, at the least, if not an intent to purchase one. This latent demand can then be converted to a purchase through demand activation that helps customers make an appropriate choice, and then demand fulfillment.
· If customers have latent demand, customers can still be constrained due to low liquidity. They might have limited savings or seasonal incomes, preventing a purchase. Or they might simply not be able to afford a toilet.
· Barriers for liquidity (slide 9)
· Liquidity as a challenge can be addressed by providing credit. A good example is the 3Si program in Bihar, where PSI partnered with Friends of Women's World Banking to provide credit to consumers. This led to significant demand for sanitation loans, highlighting the fact that there was a reasonable segment of the population for whom liquidity was a challenge, but not necessarily affordability. Alternatively, the enterprises with adequate capital can also offer credit such as making an upfront downpayment and paying the balance in installments. Experiences in some geographies show the full payment is typically completed in 1-3 months thus not financially stressing the entrepreneur. However, adoption of such practices can be difficult in markets where extending credit is not a commercial norm and entrepreneurs have little capital.
· Barriers for affordability (slide 10)
· Our research indicates that affordability can be addressed through well-targeted subsidies. By well-targeted, we mean that that the subsidy should only be provided to those who need it and also not distort the pricing in the market. The CHOBA subsidy provided in Cambodia is a good example. CHOBA was provided only to the poorest households, which were identified using Cambodia’s ID system. Studies showed that providing only subsidy or only MBS had an impact on uptake from the poorest households, but combining the two led to the highest uptake.
· Overview of barriers at entrepreneur level (slide 11)
· The final element of the sanitation market layer is the entrepreneur. 
· The barriers for scaling MBS at the entrepreneur level start with the availability of entrepreneurs to run sanitation enterprises, which is especially a challenge in rural contexts. This challenge is exasperated by the low-profit potential of the sanitation enterprise and the high opportunity cost of engaging in sanitation versus other potential businesses. Finally, where the entrepreneurs do exist, they might still face significant barriers in accessing capital to expand meaningfully to the sanitation market.
· Barriers for availability (slide 12)
· Let's start by looking at the availability barrier. A lack of qualified entrepreneurs to supply toilets is a common challenge in many rural sanitation markets. These entrepreneurs need to possess many skills related to production, management, demand activation, and customer service to run a sanitation enterprise.
· Our research indicates the capabilities and attributes required to run a sanitation enterprise are not unique to the sanitation business. Therefore, programmers can enroll existing entrepreneurs to start sanitation enterprises.
· As the slide indicates, there are several potential options in any market. The obvious choice followed by many programs are masons due to their role in constructing toilets. However, they often face challenges to develop the necessary capabilities to successfully run a sanitation enterprise, as they are predominantly a service provider. But programmers can look at other options in the market, such as raw material suppliers, or component manufacturers. Such actors possess production and management skills, and may also have access to the supply chains and customer networks required to run a sanitation enterprise. Several interventions such as those in Bihar and Nigeria enrolled existing concrete product suppliers to run sanitation enterprises. One thing to note, however, is while engaging entrepreneurs from other business lines is useful, they might face a challenge of lack of customer trust for their new offering especially if they are in a completely unrelated business (such as a grocery store). 
· Barriers for capital (slide 13)
· The second challenge at the entrepreneur level is access to capital. Capital is required to purchase the materials and equipment required to supply toilets.
· Our research shows that in most markets with poor penetration of supply chains, inadequate capital is highlighted as a key obstacle, as seen on the left chart.
· Access to capital can typically be addressed by providing loans to entrepreneurs, as done in both Bihar and Cambodia. In the iDE Cambodia intervention, entrepreneurs who took loans performed better (in terms of sales) than those who did not, as shown on the right side chart.
· Barriers for viability (slide 14)
· Finally, in contexts where entrepreneurs exist and may have access to capital, the viability of the sanitation enterprise remains a challenge. This is primarily due to low turnover and unit profitability (both in margin and absolute dollar terms). 
· The viability of the sanitation enterprise can be improved in several ways, depending on the context. Some of the common practices we have seen are expanding geographies into adjacent villages or flocks if transport infrastructure is available, selling additional sanitation-related products to increase the customer’s share of the wallet being captured, or by changing prices – either increasing them by positioning the products as a premium offering to increase margins, or lowering them to increase volumes.
Barriers at the business environment and broader context levels + summary (16 minutes)
Structure:
· Overview of barriers at the business environment level (2 minutes)
· Description of barriers at the business environment level (5 minutes)
· Overview of barriers at the broader context (2 minutes)
· Description of barriers at the broader context (5 minutes)
· Summary of the framework (2 minutes)
Detailed script:
· Overview of barriers at the business environment level (slide 15)
· Now, let’s look at the second layer, which is the business environment. As mentioned earlier, programmers can influence it depending on the complexity of the issue.
· The common barriers to scaling MBS in the business environment we have seen are:
· Poorly penetrated supply chains of key raw materials such as cement and sand
· Lack of credit, for either customers to purchase toilets, or for entrepreneurs to start sanitation enterprises
· Inhibitory market rules (such as tax policies)
· A lack of public goods, such as market intelligence
· The factors that can hinder or support the market fall on the 4 vectors we just mentioned. Let’s talk about each in further detail.
· Description of barriers at the business environment level (slide 16)
· Let’s start by looking at associated supply chains. The delivery of a toilet requires that the various raw materials are available locally or can be easily made available locally. If the supply chain for these raw materials is not well penetrated, it can impact the growth of sanitation markets because entrepreneurs have to not only source materials from further away but also incur higher costs. This is challenging for programmers to solve, but we have seen some success stories. For example, in Bihar, PSI offered a minimum volume guarantee to door suppliers so they could start selling doors in the target market without the risk of incurring significant losses.
· Financial services infrastructure for the provision of credit can be a key lever to address the liquidity barrier of customers, and the access to capital barrier for entrepreneurs. Provision of credit requires that financial service providers such as MFIs, mobile money players, or other traditional players like banks are present in the target markets. Programmers can encourage these financial services players to get into the space through either grants or credit default guarantees. 
· Market rules are regulatory tools that various levels of government (right from the federal to the district or county/sub-county level) can set which can either support or hinder the market. They can be regulations or policy. For example, if taxes on plastic sanitation products are high (as is the case in Ethiopia), they may become unaffordable. Interestingly, sometimes a market rule initiative in one area can remove a barrier in another part of the business environment or even the sanitation market. For example, in Mozambique, the government intervened to ensure the availability of cement to sanitation providers. This also solved the associated supply chain barrier that entrepreneurs were facing. Similarly, if taxes are removed from plastic sanitation products in Ethiopia, it can address the affordability barrier for the customer.
· Finally, we have public goods. We define them as resources that can benefit the whole market but might be too difficult for one single entrepreneur to invest in. These include elements such as market intelligence – appropriate sanitation technology in the rural context, or best practices of running a sanitation enterprise. For example, if there is a particular kind of product that can function effectively in challenging geographic terrain, that is a public good, and knowledge of that will benefit the entrepreneur community at large. However, a single entrepreneur would find it very difficult to invest in solving such a problem. Programmers are well placed to identify such challenges and then provide support on the creation and dissemination of public goods to catalyze sanitation markets.
· Overview of barriers at the broader context level (slide 17)
· Now, let’s talk about the final layer – the broader context. The effectiveness of MBS is dependent on the broader context within which the market is operating. As mentioned earlier, programmers have little control over the broader context, but the choice of intervention strategy - going with MBS alone or as part of a portfolio of approaches - depends on the context.
· Some of the common barriers we’ve seen in the broader context are:
· Unsupportive social norms where OD is not considered an issue
· A long history of subsidies, with customers unwilling to pay for toilets
· Poor transport infrastructure, which can make it challenging for transporting raw materials or the final products
· Geographic factors, such as poor terrain or low population density, making it harder to build or sell toilets
· Description of barriers at the broader context level (slide 18)
· Similar to the business environment, these barriers can be mapped along 4 vectors; as we move from left to right, the conditions become more favorable for implementing MBS
· If social norms dictate that households do not consider OD acceptable, they are comfortable paying for toilets themselves, the terrain is favorable for transporting and installing toilets, population density is high, and there is good transport infrastructure, MBS can be considered appropriate for this context.
· However, on the left-hand side of the spectrum, if we have social norms that accept OD and expect subsidy, low density, poor infrastructure and geography, then MBS perhaps alone will not be enough and other approaches will be needed to complement MBS to achieve the objectives. 
· Implementers need to carefully consider and evaluate a range of contextual factors in a target geography to decide if and where MBS approaches are suitable, need complementary approaches such as behavior change or CLTS, or subsidies. Such evaluations provide inputs for decision-making on selecting among a portfolio of approaches for area-wide sanitation.
· UNICEF has published resources to help practitioners undertake such assessments and develop their criteria for decision-making in their contexts.
· Summary of the framework (slide 19)
· This brings us to the close of this presentation, and we wanted to highlight a few key takeaways.
· First and foremost, sanitation markets consist of many elements (some of them interrelated), and scaling barriers can exist at different levels. Programmers need to consider all these barriers and address them to scale MBS. 
· Programmers can influence the sanitation market and to a lesser extent, the business environment, but have limited control over the broader context. However, the broader context should inform the intervention design.
· Finally, MBS is not a panacea and may not be appropriate for all contexts. For example, the poorest households or those in hard-to-reach geographies are unlikely to be reached through markets. MBS will need to be just in conjunction with other approaches in such situations.
OPTIONAL: Discussion Activity 4: Suggested questions for facilitators to pose to the group
· In <Country/ Local Context> what aspects of the business environment—associated supply chains, public goods, market rules, or public good—support or hinder sanitation markets?
· Within <Country/ Local Context> are there regions where you feel market-based approaches alone will not work and why? 
· Facilitators should encourage participants to describe the factors and how they impede specific aspects of market-based approaches (e.g., population density vs. critical mass of customers, poverty or vulnerable households, social norms warranting behavior change instead of demand activation).
Breakout activity + plenary (60 minutes)
Structure: 
The activity will consist of 3 parts:
· Group reflection (20 minutes): Participants will be split into 4 groups, and each of them will be allocated part(s) of the framework. They will list scaling barriers in the <Country/ Local Context> for their part, prioritize the top 5, write them on the post-its, and stick the post-its on the framework. They will also consider root causes for the priortized barriers.
· Gallery walk (10 minutes): Participants will walk around the room and read the barriers identified by all the groups.
· Plenary (30 minutes): Participants will reflect on the barriers identified during the activity and discuss it with the broader group.  
Requirements:
· Material: 
· A2 printouts (4 copies) of the MBS framework (see material deck)
· Post-its
· Markers
· Blu-tac or tape (to stick the MBS framework on walls)
· Room setup: The 4 copies of the MBS framework should be stuck on the walls for the gallery walk. Ideally, this should be done before the training. If there is not sufficient wall space, you can ask groups to place their frameworks on the table or floor.
· Group requirements: Ideally, each group should consist of at least 3-4 people to facilitate discussion. If there are not enough people for this, then the facilitator can create fewer groups and allocate them multiple parts of the framework. 
Detailed steps and script:
· Allocate all participants to groups, ideally 4 groups
· Allocate different parts of the framework to each group – customer, entrepreneur, sanitation enterprise, and business environment/ broader context. If there are more than 4 groups, then consider double allocation, i.e., two or more groups to each part of the framework.
· Ideally, distribute participants with strong knowledge of sanitation markets (e.g., staff from sanitation programs, local NGOs, CSOs) to the various groups
· Provide an overview of activity (slide 20):
· All of you have been allocated a group, and each group has been allocated a part of the framework.
· Each group has to discuss and identify relevant barriers for their part. Once you’ve identified an initial list, priortize the top 5 barriers in terms of importance. Stick them on the framework on the walls. Also, think about potential root causes for the priortized barriers. For example, if liquidity is a barrier for the customer, is it due to seasonal incomes? If viability is a barrier for the entrepreneur, is it due to low sales or high costs?
· Write the priortized barriers on the post-its and stick them on the wall
· Reflect on everything we have discussed in the last couple of hours, and the summary slide of barriers. Which of the barriers discussed also apply to <Country/ Local Context>? Are there barriers that are unique to <Country/ Local Context>?
Note: Facilitator can project the summary slide of barriers while groups are reflecting (slide 19)
· Facilitate gallery walk (slide 21)
· Now go around the room and look at the barriers identified by the other groups for different parts of the framework.
· Conduct plenary (slide 22) – answer the following questions:
· What were your key takeaways from this exercise?
· What were the barriers that stood out for you? Why?
· What barriers need to be addressed for MBS to be effective in <Country/ Local Context>?
· Is MBS suitable in <Country/ Local Context>, given the barriers you have observed?
· Have any of the barriers been addressed?
· Provide reference materials – we know this was a long session, and hope you found it useful. Everything we’ve discussed here is presented in greater detail in the WASHPaLS desk review of market-based sanitation. You can also refer to a webinar recording which covers the same information as today.
Notes for the facilitator
The training is long given the range of content. To ensure engagement, the facilitation guide includes examples and optional discussion activities to keep the content relevant and concrete. However, the facilitator should keep a check on the participants’ energy and introduce local content, ice-breakers or fun activities, and breaks as appropriate.
Some participants may find the breakout activity challenging as they may not have enough context about their particular part of their framework, or the potential root causes. The facilitator should encourage the participants to use whatever knowledge they have, emphasize that this exercise is to understand the principles, a starting point to identify barriers, and less about getting the “right” answers. 
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