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MARKET-BASED SANITATION TRAINING
IN-DEPTH TRAINING: TARGET MARKET SELECTION
Overview
Date: TBD
Room: TBD
[bookmark: _GoBack]Attendees: NGOs that implement MBS programs
Duration: ~90 minutes
Learning objectives: After the training, participants will be able to:
· Define a target market 
· Understand the importance of target market selection and customer segmentation
· Map customer segments based on their ability to pay and the ease of serving them
· Identify a target market based on the above mapping
How to use this document
This document will guide facilitators on conducting in-depth training on target market selection. 
Facilitators should use this document and the accompanying material (a presentation deck and the material) 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 target market selection (25 minutes)
· Breakout activity (40 minutes)
· Plenary (20 minutes)
Facilitation guide
Italicized text denotes the suggested script
Introduction to the session (2 minutes)
· Share the objectives and agenda of the training
· Today’s session is going to focus on the importance of selecting the right target market for an MBS intervention. 
· We will provide a definition of a target market, explain key concepts around selecting a target market, and finally do an activity to apply the concepts
Overview of target market selection (25 minutes)
Structure:
· Definition of a target market (5 minutes)
· Definition of customer segmentation (5 minutes)
· Examples of customer segmentation (10 minutes)
· Classification of customer segments (5 minutes)
Detailed script:
· Definition of a “target market” (slide 1)
· A target market is a segment of the larger population that is targeted by an MBS intervention to increase uptake of toilets.
· The concept of a target market is important because it is not feasible for an MBS intervention to target everyone in a region, at least at the onset of the intervention. Targeting everyone is expensive and also operationally challenging because different segments have different needs, preferences, budgets, and beliefs. Instead, it is better to target a few specific segments with a “critical mass” of customers willing to pay for toilets. Such an approach creates a demonstration effect for both customers and entrepreneurs. Other customer segments are more likely to purchase toilets after seeing the uptake in the target market, and entrepreneurs are also more likely to enter the market after seeing the success of pioneer sanitation enterprises. 
· Definition of “customer segmentation” (slide 1)
· To arrive at a target market, we first need to segment the population into meaningful categories. We use a process called “customer segmentation.”
· Customer segmentation is a method of classifying customers into distinct and identifiable groups based on meaningful differences in their attitudes, beliefs, preferences, and behavior. It helps in identifying customer groups that are more likely to exhibit a desired behavior such as buying a toilet.
· The important concept here is a classification based on “meaningful” differences. If a large-scale study can be done, then “meaningful” can mean statistically significant differences among segments. However, for our purpose right now, think of “meaningful” as a qualitatively significant difference between segments. For example, if one segment can pay USD 50, whereas another can only pay USD 10, that’s a meaningful difference in affordability compared to the difference between USD 50 and USD 45.
· Example of customer segments + discussion (slide 2)
· Let’s illustrate the importance of customer segmentation using an example.
· On the slide, we have 4 customer segments in rural settings.
· As we can see, these 4 segments differ significantly on 6 factors that determine the propensity to buy a toilet. This kind of segmentation allows us to make a more informed decision on who we should target.
· Spend 5 minutes reviewing this slide. If you had to choose a target market from these 4 segments, which would you choose? Why?
Facilitator to get participants to share their thoughts.
· Classification of customer segments (slide 3)
· In general, we can classify customer segments based on two broad factors that influence the segment’s propensity to pay for MBS solutions, as illustrated on the slide
· On the X-axis, we have the factors that reflect the target market’s ability to pay for sanitation products. Factors such as willingness to pay, affluence level, and nature of income are relevant here
· On the Y-axis, we have the factors that reflect the general ease of serving the target market through market-based solutions. Some of the factors from the previous example, such as perception towards OD and priority given to sanitation come here
· We can rank any customer segment using such a 2x2 classification.
· Ideally, we should aim to select target market (at the onset of an intervention) that ranks as high on both, or at least on one
Breakout activity (40 minutes)
Structure: 
The facilitator should split the participants into groups of 3-4 people. The activity will consist of 2 parts:
· Map customer segments on the 2x2 matrix (30 minutes): Groups will be given handouts profiling 4 hypothetical customer segments. They have to review the handouts, and then map the segments on the 2x2 matrix
· Identify a target market (10 minutes): Based on the mapping, participants have to identify one segment that can serve as a target market for an MBS intervention.
Requirements:
The following material will be required:
· A3 printouts (5 copies) of the 2x2 matrix (see the “Material_2x2 matrix” deck)
· A4 printouts (20 copies) of the customer segment handouts; 1 for each participant (see the “Material_customer profiles” deck)
· Markers
Detailed script:
· Provide an overview of activity 
· Let us now do a group activity to apply these concepts
· We’ll split into groups, and you will be given handouts profiling 4 hypothetical customer segments (inspired by research done in Uganda)
· You have to map these segments on the 2x2 matrix, and then identify a target market 
Facilitators should split participants into groups at this stage and distribute the material.
· Explain step 1- map the customer segments (slide 4)  
· Start by reviewing the 4 customer segment profiles. We have provided a lot of information on their background, setting, beliefs etc. Use this information to rank them as “high” or “low’ on their ability to pay and the ease of serving them. Start with ability to pay as that is more objective.
· The sample information provided is at a level of details that is used to select target segments in practice. For the purpose of today’s exercise, however, identify and focus on the information that can help you rank them on the two aforementioned factors. 
· Write the 4 segments in the appropriate quadrant using the marker
· Explain step 2 – identify a target market (slide 5)  
· Based on your mapping, discuss within your group and select one among the 4 segments that a hypothetical program should target. Think of potential tradeoffs of choosing one over the other even if multiple segments fall in the same quadrant.
Plenary (20 minutes) 
· Share the selected target market (slide 6) – ask each group to share their mapping with rationale, and the target market they selected
· Reflection questions (slide 6) – ask participants to answer the following questions:
· What was challenging about this exercise?
· What variables were most important in determining ability to pay and ease of serving?
· Can a similar exercise of mapping customer segments be beneficial in <<Country / Local Context>>? Why?
· Reference material (slide 7) – you can learn more about target markets in the WASHPaLS desk review
Notes for the facilitator
Participants may get overwhelmed with the information in the handouts. The facilitator should encourage them to review the information not more than once or twice, and then take a subjective call on mapping segments. 
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