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1 GENERAL INTRODUCTION 

 

1.1  Background 

Sanitation, safe disposal of human excreta is the basic human need yet a large proportion of 

world‟s population (over 2.6 billion) do not own or have access to hygienic sanitation facilities. 

The situation is said to be most serious in sub-Saharan Africa. In Kampala (the capital city of 

Uganda), sanitation and hygiene is poorly managed among its population because of low water 

supply coverage, indiscriminate waste disposal and poor drainage systems leading to poor living 

conditions.  

 

Poor sanitation costs Uganda 389 billion Ugandan Shillings each year, equivalent to US$177 

million. This sum is the equivalent of US$5.5 per person in Uganda per year or 1.1% of the 

national GDP. It is reported that 13.8 million Ugandans use unsanitary or shared latrines while 

3.2 million have no latrine at all and defecate in the open. The costs of poor sanitation are 

inequitably distributed with the highest economic burden falling disproportionately on the 

poorest. The average cost associated with poor sanitation, constitutes a much greater proportion 

of a poor person‟s income than that of a wealthier person. Access to sanitation alone 

demonstrates inequities; the poorest 20% of the population are13.5 times more likely to practice 

open defection than the richest. For the poorest therefore, poverty is a double edged sword – not 

only are they more likely to have poor sanitation but they have to pay proportionately more for 

the negative effects it has. Open defecation costs Uganda USD$41 million – yet eliminating the 

practice would require less than 650,000 latrines to be built and used (WSP, 2012). 

 

Kampala (Capital City of Uganda) has a day time population of about 3.5 million. The city‟s 

sewerage system is accessed by few, especially the well-to do. Only 6% of its population (about 

210,000 people) of Kampala is connected to the sewerage system. On the other hand, only 15% 

(about 525,000 of the 3.5 million) have septic tanks. Other   families use pit-latrines, shared pit-

latrines among families, communal and public toilets, while others do not have any. This poses 

severe sanitation and environment challenges such as pollution of Lake Victoria due to direct 

deposit of untreated faecal matter into the water body. 

 

The target area of Bwaise is located in Kawempe division one of the five divisions that make up 

Kampala. The division has 24 parishes made up mainly of large informal settlements with poor 

environmental sanitation and with toilet facilities that are very dirty, filled up or at the verge of 

collapse (SSWARS, 2008). Most of its inhabitants live in low lying areas of reclaimed swamps, 

prone to flooding during heavy rains. Latrine coverage in Bwaise is as low as 36% made up of 

structures which are opened up (emptied) in the drainage channels whenever it rains posing huge 

health and environmental challenges. 
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1.2 Project Objectives 

The overall objective of the assignment is to: 

i. Create awareness on Sanitation and hygiene issues 

ii. Explore ways of using sanitation marketing approaches to accelerate uptake and coverage 

on sanitation 

1.3 Description of the project area 

1.3.1 Location 

The project is located in Bwaise Parish, Kawempe Division, Kampala,District. Kampala is a 

capital city of Uganda located in the South of the country near Lake Victoria. Kampala is divided 

up into 5 major divisions of Central, Kawempe, Nakawa, Makindye and Rubaga as shown in 

Figure 1-1. 

 

 

Figure 1-1: Map of Kampala district showing divisions 
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1.3.2  Area Covered 

 The project covered areas of Bwaise I, II& III Parishes of Kawempe division. The project was 

designed for Bwaise III consisting of six local administrative zones (Kalimali, Bokasa, Bugalani, 

St. Francis, Katoogo and Kawaala) but during the implementation, participants from neighboring 

areas of Bwaise III (Bwaise I, II, Mulago, Makerere and Nabweru in Wakiso district) were also 

included.  Bwaise Parish is a typical slum settlement with challenges of high water table, 

overcrowding, low socio-economic status, majority of households are in rented accommodation, 

shared sanitation facilities. 

 

Figure 1-2: Map of Kawempe division showing the project areas. 
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Figure 1-3: Map of Bwaise III slum showing villages 

 

1.3.3  Population 

Bwaise III Parish has a total of 2,696 households and a total population of 8,541 with the females 

being 53% and Katoogo cell hosting 40% of the population (UBOS, 2014). Table 1-1 shows the 

population in Bwaise III parish.  

Table 1-1: Population in Bwaise III Parish  

District Division Parish Cell 

Househo

ld 

Number 

Males Females Total 

Kampala Kawempe 
Bwaise 

III 

Bugalani 320 432 510 942 

Bokasa 302 418 458 876 

Kalimali 153 203 243 446 

Katoogo 1,051 1,644 1,754 3,398 

Kawaala 138 262 285 547 

Keti-Falawo 125 199 236 435 

St. Francis 607 787 1,110 1,897 

Total 2,696 3,945 4,596 8,541 

 Source: UBOS, 2014 

1.3.4  Climate 

Bwaise III Parish experiences an equatorial climate with a double maxima type of rainfall 

pattern. Rainfall peaks are between March to May and September to December. Bwaise III 

Parish is prone to poor drainage that severely affects the people living there. 
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1.4 Project Validation 

May 2015, the African Young Water and Sanitation Professionals Program Coordinator/ African 

Water Association (AfWA), Mr. Valentin K. Yao, and Gilbert Akol- Uganda Regional 

Chairperson at East Africa Young Water Professional together with ACME Consult Engineering 

team visited the project area (BwaiseIII) to get insight of the existing situation. This was done 

two (2) months prior to training and capacity building workshop. 

  

Validation team visited the project area 

1.5  Existing Situation 

The key sanitation problems experienced in Bwaise are high water table, poor toilet conditions, 

poor waste disposal practices, flooding, inadequate toilet facilities and unclean water caused by 

unprotected spring wells. Communal and shared latrines are often used as dumping places. In the 

parishes that are located in low lands such as Bwaise, flooding affects the conditions of latrines. 

People in Bwaise lack proper emptying facilities for the latrines. In the areas that are prone to 

flooding, latrines are emptied into the drainage channels thus polluting the environment. 

During the rainy season water from the drainage channels flows into the wells and springs that 

people use to get water for household use. 

The poor sanitation habits such as “flying toilets” use of the roadside and neighborhood latrines 

are attributed to lack of enough space to construct latrines. Latrine usage is also affected by 

cultural beliefs and practices, for instance, in some cultures; pregnant women do not use pit 

latrines for the fear that the baby may fall into the pit latrine. 

 

 High water table is the challenge in Bwaise 

 

 



            Socio Sanitation Marketing for Low Income Urban Areas 

6 

 

 

 

Public toilet at Kalimali in a poor condition 

 

 

Poor disposal of solid waste 

  

Poor disposal of liquid waste 

 

Poor management of spring water source 
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2 SANITATION STRATEGIES AND APPROACHES IN UGANDA 

2.1  Introduction 

Government of Uganda has over the years developed several sanitation policies, strategies and 

approaches to guide the planning and development of sanitation in the sector. In 2005 the 

National environmental health was developed and in 2006 the improved sanitation and hygiene 

strategy (ISH) was also developed. A combination of the policy, strategy and approaches has 

resulted into incremental improvement of the sanitation coverage from as low as 57% in 2005 to 

70% in 2015, (MWE/WB, 2015). 

 

This achievement can be placed on the implementation of the ISH that rests on the pillars of 

demand creation, supply and enabling environment. Emphasis has been placed on stimulating 

demand for sanitation through advocacy, CLTS approaches, hand washing campaign, sanitation 

marketing, training masons, strengthening supply and better enforcement of guidelines. In light 

of self-supply, the sanitation policy, strategy and approaches can provide insight into promotion 

and scale of self-supply initiatives as an alternative to lack of access to water in Uganda. 

 

The ISH strategy is for financing and promotion of improved sanitation and hygiene. It presents 

a series of core approaches and activities that are relevant throughout the sector and across all 

local governments. It is a guiding framework for the implementing agencies, and is an instrument 

of advocacy and serves as an input to the Medium-Term Operation Plans and the overall sector 

investment plans. It can provide a basis for linkage with self supply. This strategy is 

implemented through a packaged approach that relates to incremental developments through a 

minimum package, an Intermediate package and the advanced package as discussed below; 

 

I. The Minimum package 

All households, schools and health centres in rural and urban areas to: 

 have and use a TOILET for the safe disposal of ALL faeces (particularly child faeces) 

 have a HAND-WASHING STATION next to the Toilet with soap and water 

 practice HAND-WASHING with soap and water after defecation and before feeding 

babies and before eating food 

 protect drinking water from a safe SOURCE to MOUTH 

  have a drying rack for kitchen utensils 

 have a refuse pit for the safe disposal of solid waste 
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II. The Intermediate package is designed to: 

 consolidate Improved Sanitation and Hygiene (ISH) demand and compliance with the 

minimum 

 Improved Sanitation Hygiene (ISH) standard 

  improve the range and availability of sustainable, hardware options for rural areas and 

small towns 

 create sustainable delivery mechanisms through simple „do-it-yourself‟ options and the 

enhanced 

 involvement and performance of the private sector using SANITATION MARKETING 

approaches 

 increase use of Improved Sanitation and Hygiene facilities and enhance hygiene behavior 

 

III.  The Advanced package 

This involves taking the intermediate package to scale by 

 Having district technical options agreed upon and demonstrated at households and 

institutions 

 Having a sustainable public/private sector partnership developed creating and meeting 

technology demands 

 District has trained trainers, supervisors for sanitation. Artisans and Masons 

2.2  Approaches Used to Promote Sanitation in Uganda 

I. Community Led Total Sanitation (CLTS) 

Community-led total sanitation (CLTS) is an approach that involves facilitating a process to 

inspire and empower rural communities to stop open defecation and to build and use Toilets, 

without offering external subsidies to purchase hardware such Sanitation Platforms (sanplats). 

They collectively realize the terrible impact of open defecation; that they quite literally will be 

ingesting one another‟s „shit‟ so as long open defecation continues. This realisation mobilizes 

them into initiating collective action to improve the sanitation situation in the community.  

 

II.  Sanitation Marketing 

Sanitation Marketing is an approach of using Social Marketing principles to market sanitation to 

household heads and decision makers; involves creating demand for improved services and 

improving supply through working with the local private sector (trained local masons, shop 

keepers, service providers) to create and meet the demand for the sanitation goods and services at 

household level for moving up the sanitation ladder. Sanitation marketing provides information 

on: 
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 The motivations for building or upgrading latrines as perceived by different segments of 

society(Dignity, Convenience, Comfort, Privacy and Security). 

 The constraints the different segments in constructing or upgrading Toilets and how they 

overcome them. 

 Product awareness and preference 

 The channels of communication 

2.3  Uganda Progress toward MDGs and National Objectives  

The Uganda national targets for the MDGS are 72% coverage with improved water and 70% 

coverage with improved household sanitation. The Ugandan government set even more 

ambitious national objectives, of 80% coverage for both safe water and improved sanitation. 

Similarly, the government sets higher specific targets for rural and urban coverage than do the 

MDGs. Estimates of Uganda‟s progress toward meeting the MDGs vary, depending on the data 

source. JMP compiles estimates for most countries in the world. The latest available JMP 

estimates for Uganda are for 2012, and indicate that Uganda had already meet the MDGs for 

improved water access, but were far behind in reaching the sanitation access targets (Table 2-1). 

 

Table 2-1 2015 MDG Targets and Achievements for Ugandan Water and Sanitation Access  

 

Sources: JMP, MWE, 2014.  

Uganda has done quite well in meeting its MDG targets compared to similar economies in Sub-

Saharan Africa. Out of the twenty-three low-income economies in Sub-Saharan Africa, Uganda 

and Guinea tie for seventh place in regard to the population share with access to improved water. 
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This puts Uganda well ahead of its neighbors: Kenya (14th place), Tanzania (17th place), 

Ethiopia (19th place) and Chad (20th place). Uganda does even better in international 

comparisons of improved sanitation coverage, Uganda ranks fifth in this respect, out of the same 

twenty-three countries. But this doesn’t mean that the sanitation coverage is good.  
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3 SANITATION MARKETING 

3.1 Introduction 

Sanitation Marketing is defined as the use of commercial marketing techniques to promote the 

adoption of a behaviour that will improve health or well-being of the target audience or of 

society as a whole. The social marketing approach treats users as consumers who have the right 

to choose what product (toilet) to buy to satisfy their desire. 

Sanitation marketing involves; 

 Responding to customers‟ demand( provide the right product); 

 Studying the customers & the market; 

 Minimizing the barriers; 

- Setting appropriate prices and payment options. 

- Identifying places where customers can get information/assistance 

3.2 Objectives 

The main objective of the sanitation marketing was to raise awareness on sanitation amongst the 

people of Bwaise with the goal of scaling-up the adoption of the improved latrines and closing 

the gaps between the customers and sanitation hardware producer ( suppliers) so that the supplier 

supplies products that the communities/customers will be able to buy.  

 

3.3 Methodology 

3.3.1 Community meetings 

A number of Community meetings were held in selected villages of the project area. Participants 

included local leaders, landlords, tenants, opinion leaders, youth, village Health Team (VHT), 

women and disabled.  The main objective was to gather information about the current sanitation 

situation, sanitation problems per village sanitation challenges and suggestions/ proposals to 

improve the situation. 
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3.3.2  Church Marketing 

  
Church marketing of SaTo pan- option for low income areas. 

3.3.3   Street and House to house marketing 

Acme Consulting Engineers in collaboration with Sanitation solution group decided to go house 

to house and some street marketing. 

  

House to House Marketing 

  

Street Marketing of  SaTo pan 
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3.3.4  Training and Capacity BuildingWorkshop 

Introduction 

Training and Capacity Building workshop on Social Sanitation Marketing for low income peri-

urban areas of Bwaise took place on 25
th

-26
th

 July 2015at Kolping Hotel-Kampala from 8:30am- 

5:00pm. The workshop attracted individual leaders from Bwaise (most especially opinion 

leaders), civil servants from Kampala Capital City Authority (KCCA) and Sanitation Service 

provider companies. The workshop was conducted for two days to take care of the big number of 

invited participants. More than 250 people attended the workshop. This people were divided into 

two groups. The first group was handled on Saturday, 25
th

 July 2015 covering villages of 

Kawaala, St. Francis and Katoogo, while the second group the workshop was on Sunday 25
th

 

July 2015 covering Kalimali, Bukasa and Bugalani. The  

The facilitator used Participatory Learning and Action (PLA) method to deliver the message and 

also to make the workshop more active and interactive; participants were given chance to ask 

and raise the issues affecting their community. 

Sanitation Service providers (companies) and Kampala Capital City Authority representative 

were given an opportunity to address the audience. A total of 125 participants per session were 

taken through different presentations and there were several question and answer (discussion) 

sessions after each and every session.  

   

     

                                         Figure 3-1  Hotel where the workshop was conducted from 
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Managing Director Acme Consulting Engineers Uganda Limted giving key note address 

                                   

Remarks from Acme Consulting Engineers Uganda Limited-Managing Director 

 

In his opening remarks Eng. Dominic Banaga Mucunguzi welcomed all members to the 

workshop and went ahead to highlighted the following: 

In Uganda hygiene and sanitation related diseases are currently contributing to over 70% of the 

disease burden. Therefore an effort should be made to address this major challenge affecting the 

community. 

Advantage of having safe and sustainable sanitation facilities which not only drastically reduces 

the burden of waterborne diseases and related health care costs; but also increases school 

attendance especially for the girls, saves time which can be used in production hence increased 

productivity. In short, investing in sanitation generates economic benefits. 

Clean water and sanitation are not only about hygiene and disease, they‟re about dignity too. 

Relieving yourself in hazardous places means risking everything from diseases to harassment 

and rape. Many examples show that self-esteem begins with having a safe and proper toilet 

facility” he said. 

“That is why we, as professionals, policymakers, opinion leaders and stakeholders gathered here 

today, must make a supreme effort to make proper sanitation accessible and available to 

everyone. We want to encourage government and other development partners to implement 

policies and take action aimed at meeting the sanitation target”. He urged everyone to mobilize 

communities particularly women‟s groups at every opportunity available (in churches, village 

meeting, social and political functions), to change poor sanitation and hygiene practices through 

campaigns on sanitation, health education and behavioral change.  
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He called upon manufacturers and service providers of sanitation facilities to develop appropriate 

and cost effective sanitation products suitable for the low urban areas given the number of 

challenges faced by these communities. An effort should be made to make these products known 

to the people through a number of marketing strategies.  

Lastly but not least he thanked USAID and AfWA for sponsoring this project and for the 

continuous effort to improve the livelihood of communities through sustainable sanitation 

solutions.  

 
ACME‟S facilitator conducting a training 

 
ACME Facilitator facilitating the workshop 

  

Group photo 

Presentations by KCCA 

 

Kampala Capital City Authority (KCCA), Ms. Josephine Kitaka- Head of Solid Waste 

Management gave a presentation that attracted many questions from the audience and a better 

understanding of the sanitation facilities in Kampala as per attached presentation appendix 2. 

One key revelation was the several public toilets that are meant to be used freely by the public. 

The other one was the toilet empting and it‟s costing. The authority has been promoting a public-

private partnership where private providers are licensed to collect solid wastes either directly 

from households or from the designated garbage collection sites. 

The presentation by KCCA echoed the stewardship of the authority to ensure a safe environment. 

The vision, mission and the authority objectives were presented. Participants were taken through 
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the different laws/policies governing the hygiene and sanitation drives in the city. She later gave 

out contacts of the responsible persons in case they have challenges they want to communicate.  

  

  

Head of Solid waste Management- KCCA -addressing the audience 

                         

The Health Inspector for Kawempe Division under KCCA was also given a chance to address 

the audience. He pointed out the need for the Bwaise community to work together for a better 

Bwaise. He gave guidance on how to handle complicated cases of undisciplined residents who 

dump rubbish in the open. He also pointed out political interference and the need to stand for the 

truth. 

“Don‟t keep quiet about the wrong things that your neighbours are doing because diseases will 

affect you all” Health Inspector. 

Remarks from National Water and Sewerage Corporation (NWSC) 

 

National Water and Sewage Corporation representative (Ms. Joyce Okello- Member Young 

Water Professionals) explained in depth the services provided/ offered by the company. She also 

explained in depth about the waste water treat process, and she did mention that the whole 

process ends with fecal matter turned into manure which is used for agriculture- urban farming 

and effluent into drinking water which the company again supplies to people.  Participants were 

eager to see how this is happen, and they doubted whether the water they take is safe.  

and participants were happy to hear that it is safe. About the piped water, the body is giving out 

tokens for prepaid meters where residents of Bwaise can access water at the lowest price per 20 

litre jerry can. 
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 NWSC Representative addressing the audience 

 Open Discussion 

 

The participants described the challenges they find in their communities that included: 

 Poor access, poor drainage, solid waste dumping, high/raised toilets, filled up toilets, house flies, 

bad smell, burning of rubbish in the open, limited access to piped water, poor housing, roaming 

animals, limited number of waste collection trucks, irresponsive garbage collectors and failure to 

adhere to some schedule for solid waste collection. One serious challenge was the smaller holder 

residences that solely rely on public toilets which are abused in terms of maintenance and they 

are sometimes closed at night yet people have to ease themselves day and night. This was linked 

to the open defecation and the flying toilet (feacal mater thrown out to the open in polythene 

bags). 

 

Some of the challenges captured during  

discussion 

 

Proposed wayforward 
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Several complaints were raised by the participants to the KCCA and Government which 

included: 

Closing of public toilets at night in Bwaise area “Public toilets close at night and we always find 

fees collectors in the public toilets during the day yet they are supposed to be for free”.  

 “We don‟t know how our leaders are planning for us. I want to warn our leaders that we don‟t 

have to handle this issue lightly. Today mothers are no longer buying napis (recyclable pumpers) 

they are used to pumpers yet they have to be thrown away every time they are used.  Most of 

them they don‟t decompose and they are everywhere. We need force to sensitize the community 

over this” VHT participant. 

“We have had so many projects on sanitation. There was Ecosan, the Kampala Urban sanitation 

project, the Kampala Integrated Environmental Management Project (KIEMP) and so many 

other WASH projects, what is the sustainability of this?, is two day workshop enough to create 

change?, we want toilets and water” Participant 

Participants also did mention/ complained of the high emptying fees charged by KCCA. This 

was responded by KCCA official as follows: 

“The public toilets are emptied for free using our KCCA trucks. For the private Toilets we 

normally charge 60000 UGX  for 5000litre capacity, the money has to be paid in the bank..” 

KCCA Official 

Other concerns were about the loan facilities as most people are not used to taking loans for 

sanitation improvement. They are instead used to taking loans for business/ business 

developments and to pay for their children‟s school fees. Thus, it is still a challenge to convince 

people to take loans for sanitation improvement.  
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„‟We consider activities for increasing household incomes critical and not putting money in 

toilet‟‟ 

Presentation from service providers 

Three sanitation providers‟ Sanitation Solution Group, Riflo Industries( frm Kenya) and VAD 

microfinance were given opportunity to present and display the products/ services they offer. 

 VAD Microfinance offers loans for water storage products, hygiene products and sanitation 

products as described in the brochure below. 

 

VAD Microfinance brochure 

 

 
 

Service provider demonstrating how SATO 

PAN works 

Representatives from Sanitation solution group 
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Study Tour to Lubigi Waste Water Treatment Plant 

 

Participants listening to plant engineer 

 

  

Participants were also showed/ taught on how to make manure/ fertilizer out of  solidwaste 
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3.3.4.1 Project Impact 

The major concern at most meetings was about lack public toilets in their area of residence, the 

cost of the sanitation facilities being high, cost of emptying is also high and low water coverage.  

NWSC promised to install 100 pre-paid water taps in the area, and a number of participants 

asked the sanitation company (Sanitation solution group) to upgrade their toilets. This include 

installation of sato Pan and rehabilitation of toilet structure. 
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4 CONCLUSION 

 

Traditionally, sanitation has not received the priority it deserves. It has not been widely 

recognized how good sanitation policies and practices can underpin socio-economic 

development and environmental protection. In Uganda Sanitation has no political anchor, lacks a 

line or leading ministry, and the responsibilities are shared among three different ministries like 

Ministry of Health (MoH), Ministry of Water and Environment (MWE), and, Ministry of 

Education and Sports (MoES).  

 

Achievements in sanitation and hygiene are attributed to the existence of a national policy and 

strategy framework that is implemented at different levels. This will led to promotion of 

sanitation and hygiene through use of approaches that are coherent with the National 

development plan, existing policies and strategy.  

 

Likewise Improvement of sanitation situation in Bwaise Kawempe division will require a 

combination of appropriate strategies and approaches from the government and the community 

its self. 
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APPENDICES 

Selected Photos 

  

                                                            Group Photo 

  

Participants taking Lunch 
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Disabled were also invited  

 

Study tour -Lubigi waste water treatment plant 

  

 

  

  

Training going on 
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