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Abstract 

Recent studies have focused on the vast opportunities for multinational corporations to offer 

their products and services to emerging consumer markets. It has been proven that private 

enterprises can play a huge role in alleviating poverty within poor communities at the base of 

the economic pyramid (BOP). Theory building in this area is still in its infancy and the 

current theoretical frameworks have been developed based on cases from China, India, 

Mexico and Brazil. Research from Sub-Saharan Africa is almost nonexistent by comparison, 

even though Africa has the highest proportion of its people living in poverty. There is clearly 

a need to conduct case studies in these low-income consumer markets to encourage theory 

building within this geographical and cultural context. Community Cleaning Services (CCS) 

is a business initiative based on a partnership between the American company S.C. Johnson 

and local BOP communities. Given the increasing presence of BOP projects and services in 

these consumer markets, this thesis aims to answer the question; how do multinational 

companies market services to the base of the pyramid? An answer to this question is provided 

by presenting and analyzing empirical data from S.C. Johnson‟s BOP Project in Kenya. The 

aim is to conceptualize Community Cleaning Service‟s way of doing business in the urban 

slums of Nairobi and the impact it has on its stakeholders. 

 

An inductive strategy was preferred due to the scarce number of cases coming from BOP 

research in Africa. Case study research can be beneficial in the early stages of research to 

generate new ideas of exploration and stimulate hypothesis generation. The case study 

evidence is based on 22 interviews, group discussions and in-field observations from the 

urban slums of Nairobi, Kenya. Due to the nature of a single case study design, statistical 

generalization cannot be claimed. The theoretical foundation of the BOP proposition is 

presented and the argument for a more pragmatic exploration of the BOP market is evident. 

Models for conceptualizing CCS‟s marketing activities are explained and evaluated to show 

their applicability within a service context. The empirical findings are presented and analyzed 

through a marketing plan structure to facilitate an understanding of the subjects discussed. 

Some important areas covered are CCS‟s entrepreneurs and their customers, their marketing 

mix and their external and internal environment. This case study contributed to existing 

research by further emphasizing the importance of using local partnerships and intermediaries 

to co-create a service concept. However, it became evident that being too closely associated 

with NGOs can hurt the core business, and thus further research must explore how strategic 

alliances should be structured to avoid this. The study highlighted the importance of 

understanding the BOP consumer and that objective or rational appeals (e.g. quality and 

health benefits) might not always be recommended for targeting this customer segment. 

Instead, understanding consumer aspirations towards achieving social status and dignity can 

be far more important to generate sales.  
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1. Introduction 
This chapter aims to guide the reader through the problem background of the thesis, 

considering multinational companies attempting to expand their operations in emerging 

economies. This emanates in a posed research question and purpose based on established 

gaps in academic research. The chapter concludes with a thesis disposition. 

 

1.1 Opportunities at the Bottom of the Pyramid 

As the developed world markets are becoming increasingly saturated more and more 

companies are seeking new opportunities to increase their profits from emerging economies, 

such as India, Brazil and China (London and Hart, 2004: 1). According to Arnold and Quelch, 

an emerging economy can be characterized by a rapid pace of economic development where 

current government policies are favoring economic liberalization and adaption of a free-

market system. In addition, they fall into two groups: transition economies (e.g. Eastern 

Europe and China) and developing countries in Latin America, Asia, the Middle East and 

Africa. (Hoskisson et al., 2000: 249-252) Emerging markets have approximately five-sixths of 

the world's population and the purchasing power in many emerging markets has been growing 

steadily (Cullen and Parboteeah, 2008: 9). The growing ranks of consumers in emerging 

economies present many opportunities for MNCs to gain lasting advantages (Court and 

Narasimhan, 2010: 12). 

 

This trend is truly encouraging from an economical standpoint; however it is also important to 

consider the social and ecological impacts of an increased consumption in these economies. 

These markets are home to approximately 80 percent of the world population yet they are 

using only 20 percent of the world‟s resources. This implies that the current model of 

development will not be suitable for raising the economical condition for the people living in 

the developing world. (Hart, 1997; London and Hart, 2004: 4) Simanis and Hart (2009: 79) 

explains that prior to the 1850‟s the markets where an integral part of the whole community. 

However during the birth of industrial capitalism there was a shift in the perceived 

relationship between the economy and society. Individuals became buyers or sellers and their 

relationships where based on transactions - subject to the laws of supply and demand. This 

notion of mass consumerism and the economy as a self-contained system is still prominent in 

the business world today. “Communities are framed as target markets. Ecological systems are 

treated as natural resources that supply raw materials. People's aspirations for a better life 

register as market demand. Selling more products to more people is an internal, technical 

challenge tackled through increasingly sophisticated forms of consumer research, business 

reengineering and scientific management” (Simanis and Hart, 2009:  79-80).  

 

This logic is continuously reproduced by companies through their growth and innovation 

practices, termed the “structural innovation paradigm” by Simanis and Hart. This entails 

discovering unmet consumer needs and wants and solving these (creating customer value) 

through the consumption of products and services. In addition, the company and its external 

stakeholders are engaging with each other on a transactional basis where each part expects 

something in return for what has been given. The external stakeholders acquire knowledge, 

resources and capabilities that aim to create “better, faster and cheaper” solutions to the 

customers‟ needs and wants. (Simanis and Hart, 2009: 79-81) This mindset might be suitable 

to attract the “top of the pyramid” in emerging economies that share similar preferences as the 

developed world. However by focusing on the high end customer segment in the formal 

economy within the developing world is only the tip of the proverbial iceberg. The low-end 

segment presents vast untapped business opportunities and challenges for multinational 

corporations to generate profits (London and Hart, 2004: 2).  
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According to Subrahamanyan and Gomez-Arias (2008:403) the purchasing power of the 

poorest in the world, termed base (or bottom) of the pyramid (BOP), are approximately $5 

trillion. As mentioned, developing markets are becoming increasingly saturated (London and 

Hart, 2004: 1-2) and as a consequence, the BOP can provide tremendous opportunities for 

companies in the developed and developing world to grow and prosper.  

 

Smith (2005: 1) explains that the poverty conditions in Africa are particularly desperate. The 

real income of an American is more than 50 times that of an individual residing in Sub-

Saharan Africa. The UN Millennium Project is continuously trying to find measures to end 

poverty for the four billion people within the BOP, a market traditionally served by NGOs, 

aid agencies and governments (Subrahmanyan and Gomez-Arias, 2008: 402). However many 

recent articles, field studies and publications has revealed that this large segment is important 

to consider by for-profits as well (e.g. Prahalad and Hart, 2002; Prahalad 2009). One of such 

initiatives is the Base of the Pyramid Protocol, initiated by Erik Simanis and Stuart Hart at the 

Johnson School of Management‟s Center for Sustainable Global Enterprise at Cornell 

University in 2003. Partnering with four multinational companies (i.e. S.C. Johnson, DuPont, 

TetraPak and Hewlett-Packard) they brought company and community together in an effort to 

conceive, launch and co-evolve a new business model and a new market within that 

community (Simanis and Hart, 2009: 85-6).  

 

By targeting the poorest consumers with new business models, Hart and Prahalad argues that 

companies can play a key role in reducing poverty, environmental degradation and other 

serious issues while concurrently creating new sources of revenue for themselves (Johnson, 

2007:6-7). Studies has shown encouraging results that business strategies can help to alleviate 

poverty, even though further research needs to assess better assess this relationship (London, 

2010: 591). According to Kotler and Armstrong (2008: 11) a company should balance 

consumer wants, company profits and society‟s interest in setting their marketing strategies. 

Given that the developing countries are a part of our globalized society, their communities 

should be included in the societal marketing concept as well. However as Nielsen and Samia 

(2008: 452) states, one of the greatest challenges for marketing strategists is how to 

incorporate the BOP consumers into the global marketplace.  

 

1.2 S.C. Johnson and their Base of the Pyramid Protocol
 

Many countries in Africa have received very little research attention and there is a need to 

broaden the research agenda by including these developing economies (Hoskinsson et al., 

2000: 264). One strategic framework to help companies serve consumers in developing 

countries is the BOP protocol. The purpose of the BOP Protocol is to bring together a 

business and a BOP community to launch and develop a new business that serves that 

particular community (Gardetti and D‟Andrea, 2010: 78). The BÓP protocol was envisioned 

as a plan to help multinational companies to co-create new business opportunities together 

with impoverished communities. The protocol entails three main phases for creating mutual 

value; Opening up, Building the Ecosystem and Enterprise Creation. The first step‟s goal is to 

identify capabilities, local needs and business opportunities through a two-way dialogue 

between the community and the corporation. The second step involves expanding the network 

of partners that will mutually benefit from and co-create a business plan. The third step is the 

formalization of a business venture through pilot tests and evaluations of the progress. In 

addition, expanding business experiments to incorporate the triple bottom line
1
 value for all 

                                                 
1
To measure social, economic and environmental values when defining organizational success.  
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stakeholders. In 2005, S.C. Johnson funded interns from three American universities to 

implement and document the impact of the BOP protocol in Kenya. The team members lived 

and worked in Kibera, one of the largest slums in Africa. (Johnson, 2007: 9-11) 

 

These impoverished communities presents both opportunities and challenges for 

multinationals doing business at the Base of the Pyramid. Densely populated, often informal 

settlements situated in marginal lands with inferior infrastructure – lacking clean water, health 

care, sewage systems and roads. The areas are usually heavily polluted and considered 

hazardous by world health standards and diseases such as diarrhea, dehydration, HIV/AIDS, 

malaria and tuberculosis are common. The homes are generally poorly constructed, using 

temporary materials such as mud and sticks. Hence providing crannies for rats, mosquitoes 

and cockroaches to harbor and spread the diseases even further. Since the homes are 

interconnected with each other (e.g. sharing roofs and walls), cooperation at community level 

is essential if one wants to provide long-term pest control to the home owners. To co-create a 

business model that would provide value to all involved parties, S.C. Johnson collaborated 

with Carolina for Kibera (a local NGO) and the Coalition of Young Entrepreneurs in creating 

the pilot venture Community Cleaning Services (CCS) in 2006. The entrepreneurial teams 

delivered three service packages; full cleaning service, custom service, and environmental 

control and home maintenance service across the slums of Kibera, Mathare, and Mitumba. 

Since the people living in these slums do not have the financial resources to buy S.C. 

Johnsons products themselves this “direct-to-home” service offers an affordable opportunity 

for them to improve the health condition in their homes. The project has delivered real value 

to the youth group partners by entrepreneurial development, income generation and 

empowerment. (Johnson, 2007:11-6)  

 

Overall, S.C. Johnson and its community partners believes that the BOP project has been a 

success and it shows how value can be brought from multinational corporations to local 

communities and entrepreneurs. The Kenya native Sammy Gitau views the pilot venture 

process as “[…] work at the BOP is not charity. It is giving our youths dignity and that is 

greater than any other thing. . . . Slowly by slowly this work is bringing a positive culture and 

bringing value back to life for the people and putting hope into their hands.”(Johnson, 2007: 

15) However it is too early to label this venture a success or a failure. The challenges 

discovered during the pilot venture include socio-economic instability, building BOP business 

skills and measuring results more accurately. (Johnson, 2007:15-6)  

 

Community Cleaning Services is still evolving as a business, trying out new different ways of 

adhering to the slum inhabitants in Nairobi with the mantra “fail small, learn big”. During 

recent years they have moved from insect and pesticide control to cleaning people‟s toilets. 

CCS has reached a point realizing that their main focus of cleaning toilets is successful as a 

business model for them. Thus this thesis aims to conceptualize their way of doing business 

within their local communities. This is useful for them as they are planning on scaling up their 

business and to be able to show potential business partners what they actually do. The 

research community benefits from a case study of how a BOP business is working with their 

marketing to expand their business. This can be used as an inspiration for companies aspiring 

to enter the poverty market and used for researchers to generate hypothesises for further BOP 

research.  In addition, sanitation is one of the major considerations in reaching the millennium 

development goals (MDGs) which is to: "Halve, by 2015, the proportion of people without 

sustainable access to safe drinking-water and basic sanitation" (JMP, 2010a). The 

WHO/UNICEF Joint Monitoring Programme states that Kenya is off-track in achieving these 

goals and that major efforts are needed to meet the goals (JMP, 2010c: 6-8). Even though this 
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program is focusing on inadequate facilities, it is argued that CCS and private enterprises can 

have an important health impact in poor communities by making these unimproved facilities 

cleaner.  

 
1.3 Case study in Kenya 

Beyond the cases cited in Prahalad's work (Prahalad 2009:10) there is little proof of 

companies making profits at the BOP and more empirical data is needed in the process of 

developing purchasing power (Pitta et al., 2008: 396). In addition, research is not keeping up 

with the growing importance of the service sector in developing markets (Javalgi and White, 

2002: 578). As mentioned, theories promulgated for developing markets might not be suitable 

for emerging economies. In addition, emerging economies can differ tremendously from each 

other (e.g. culture, institutions, policies) limiting the generalizability of research results 

between these countries. (Hoskisson et al., 2000: 257-59) Emerging economies are 

characterized by low income, weak infrastructure, inefficient markets and low savings rates 

due to lack of security and banking services (Karnani, 2007a: 95-100). It is only possible to 

access the poor at a local level where they live and work and it is at this level ending poverty 

becomes an actual possibility (Kotler and Lee, 2009: 43). Barki and Parente (2010: 21) states 

the importance of conducting case studies exploring how innovative companies develop their 

strategies to deal with and satisfy the complex needs of low-income consumers and how they 

are overcoming obstacles to implementing such strategies. In addition, BOP marketing is 

subject to false positives because firms frequently proclaim their successes but not their 

failures (Ireland, 2008: 436). At time of writing, there is no coherent approach in 

understanding how companies are marketing services to the base of the pyramid in Kenya. 

  

The research of this thesis aims to answer the following question: 

 

How do multinational companies market services to the base of the pyramid? 

 

An answer to this question will be provided by presenting and analyzing empirical data from 

S.C. Johnson‟s Base of the Pyramid Project in Kenya. Hence the researcher‟s geographical 

context is urban slums in Nairobi. This thesis investigates how international companies are 

leveraging their capabilities and market them to the “base of the pyramid” in emerging 
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economies. This is analyzed through the lens of marketing by using frameworks used for 

consumer and marketing research. 

 

1.4 Purpose 

The aim is to conceptualize Community Cleaning Service‟s way of doing business in the 

urban slums of Nairobi and the impact it has on its stakeholders. Research about business 

development in Sub-Saharan Africa is almost nonexistent in comparison to countries such as 

India and China. It is of great importance to describe this market and investigate whether 

BOP- and marketing theories apply to this context as well.  

 

1.5 Delimitations 

This thesis will not consider any potential costs or budgets involved in the project. Even 

though a budget is certainly a boundary for any organization to operate within, this is 

considered as outside the scope of this thesis. The sole focus will be the marketing activities 

because access to some financial data was not available to make a sufficient analysis from a 

financial standpoint.  

 

1.6 Disposition 

The introductory chapter guides the reader through the problem background of the thesis, 

leading to the research question and purpose of the study. The second chapter considers the 

methodological approach by explaining why a case study is the best research method 

according to the purpose of the thesis. It clarifies how the study was prepared and conducted 

in order to assess its scientific quality. The third chapter reviews theories for engaging with 

poor consumers in developing countries and provides the theoretical structure used to analyze 

the empirical data.  

 

The aim of the fourth chapter is to provide the reader with information about key interviewees 

and what they represent. This is followed by background information about the cultural and 

geographical context of this study to facilitate an understanding of the present situation in 

Kenya. The fifth chapter presents and analyses the data collected from interviews, 

observations and archival records. The final chapter concludes the thesis by presenting key 

findings from the case study. 

 

 

 

 



  Ericson, Johannes 

 12 

2. Research Methodology 
This chapter explains the methodological approach to the research question and purpose of 

this thesis. It considers the methodology from an epistemological and practical standpoint. 

The researcher’s choice of subject, preconceptions and perspective are discussed first, 

followed by an explanation of hermeneutics and characteristics of qualitative research. 

Ethical considerations are explained as well as the features of case study research, how the 

study was prepared and conducted. The sampling, data collection and interpretation process 

is explained thoroughly. In addition, empirical social research including case studies often 

uses four tests to assess its scientific quality (construct validity, internal validity, external 

validity and reliability) and they are explained further in this chapter. 

 

2.1 Choice of subject 

For a marketing student striving to make a contribution to the common good in the world the 

research of a businesses project in a developing country seemed suitable. The interest for the 

private sectors role in alleviating poverty, not only as a philanthropic initiative but as a way of 

doing business commenced while studying sustainability courses at Wisconsin School of 

Business. The initial contact with S.C. Johnson was provided by Thomas Eggert, Co-Director 

of the Business, Environment and Social Responsibility Program at Wisconsin School of 

Business. After a few e-mails back and fourth a dialogue with Justin DeKoszmovszky, leader 

of S.C. Johnsons BOP initiatives in Africa was initiated.  The main topic for the conversation 

was for this research to generate value for their CCS project and meet the academic 

requirements of this thesis at the same time. The research describes and evaluates the project 

and provides recommendations for improving the marketing of the business. Given the recent 

trend of multinational companies expanding in developing countries, this project seemed very 

inspiring.  

 

2.1.1 Preconceptions 

The initial interest for businesses operating in emerging economies was sparked while the 

researcher studied in the USA during the academic year 2008/09. Being an advocate of free 

trade and individual freedom, the introduction of businesses as a sustainable way of reducing 

poverty was truly encouraging. Even though these ideological standpoints exist, the aim was 

to remain as neutral as possible when collecting data in the field. Even though the BOP-

project is based on the notion that businesses can be profitable while eradicating poverty, the 

researcher was open to investigate contradicting evidence to increase the quality of the 

research.  

 

Because of the cultural disparities between the researcher and the participants', some biases in 

the interpretations are likely to occur. The researcher has been involved in many foreign aid 

projects, gaining experience about development work in developing countries. Visits have 

been made to poor communities in countries such as Thailand and Egypt, broadening the view 

of poverty related issues. However an in-depth study within impoverished societies had not 

been performed by the researcher before, which was considered as both positive and negative 

from the point of being neutral. The positive aspect is the humble approach of the researcher 

towards the cultural environments he was facing. It was deemed essential to approach the new 

environment with curiosity and enthusiasm while considering the potential influences of ones 

own cultural background in interpreting these experiences. The researcher has always tried to 

neglect feelings of “right and wrong” when it comes to cultural experiences, which was 

considered as an advantage when avoiding preconceived views of individuals and cultural 

settings. In addition, the researcher attended a preparation course in ethical and cultural 

considerations prior to the field studies to further avoid “home culture bias”. The negative 
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side of performing research in another culture includes failing to understand social 

interactions, institutions and behavior of the people living and working in the slum areas of 

Nairobi. This can lead to misinterpretations and other biases that might lead to less valid 

conclusions. To alleviate this issue, a course in cultural differences in Africa was attended, 

discussing differences in interaction and societal values between the Swedish and East 

African culture. In addition, a meeting with a Kenyan medical student in Umeå was arranged 

to understand more of the Kenyan society, particularly Nairobi.   

 

Another preconception that lies out of the hands of the researcher is the presumption of race 

and the associations it makes to the respondents being interviewed and/or observed by a white 

person. The researcher was treated differently because of his skin color; however even though 

that is very difficult to prepare for; it was kept in mind at all times. A letter in Swahili and 

English facilitates for the respondents of this study to understand that the researcher has very 

limited resources and does not get paid for this type of research. It further explains that the 

research is funded by a scholarship from SIDA and is a part of his university program (view 

Appendix A to read the letter of introduction).  

 

The researchers view of reality is clearly rational, there is a true reality “out there” existing 

independently from the individuals acting within its boundaries. However, since this reality is 

perceived differently by everyone, it might often be difficult to establish or measure what this 

reality entails. A certain individual will live according to his/her own reality, making it 

rational, even though it is not. For this reason, the researchers aim was not to establish some 

sort of true measurement of the existing conditions in Kenya, rather investigate how this 

reality is interpreted by its constituents. In general, to avoid as many preconceptions as 

possible, the researcher remained sensitive to cultural differences and interpretations.  

 

2.1.2 Perspective 

Due to the fact that both the research question and the purpose aims to explain marketing 

strategies used by multinational corporations (MNCs) operating in developing countries, this 

thesis is written from a marketing perspective. However because of the nature of the BOP 

environment, it is most likely to incorporate some managerial and entrepreneurial 

perspectives as well. By incorporating a marketing perspective throughout this thesis, the 

work is inevitably written from a business perspective, as opposed to a consumer perspective. 

However, by establishing marketing strategies for a company, it is essential to understand the 

consumers who take part of its products and services. Thus, incorporating the perspective of 

slum inhabitants seems inevitable, even though the major focus is from the company's point 

of view to understand their consumers. In addition, since the focus of the business is 

sanitation and health, a social marketing perspective is suitable to incorporate in cases where 

altering consumer behavior is important.  

 

2.2 Hermeneutics 

This study is aiming to understand and interpret an organizational context in terms of culture, 

people and events; hence it is considered to be of hermeneutic art. It is implicitly stated that a 

phenomenon can only be understood through interpreting its subjective meaning, not trying to 

generalize the findings to the larger context outside Nairobi, Kenya. Hermeneutics, or 

interpretivism, is based on the view that a strategy must respect differences between people 

and natural sciences. Hence it requires the researcher to grasp the subjective meaning of social 

action. (Bryman and Bell, 2007: 17-9) 

 



  Ericson, Johannes 

 14 

The hermeneutic approach is considered important because the researcher is delving into a 

totally different culture than his own and trying to make sense of it. An interview is not 

possible to quantify or measure objectively per se and is inevitably biased by the interviewer‟s 

interpretation. Not only is the researcher interpreting the interview itself, but he is also 

actively engaging with the respondent. If the focus would have been to understand the “real 

world” then the approach would have been more of a positivist. However it is focused on the 

interviewees‟ perception of the world, thus making it subjective and harder to generalize 

(Hartman, 2004: 185-190). In addition, the purpose of the study is not to find any correlating 

variables or causal inferences. 

 

Even though the purpose of the study is not to find such correlations or inferences, it can act 

as a complement to these and allow new ideas and hypotheses to emerge (Andersen, 1994: 

189) It is not possible to generalize the results outside Kenya‟s slums, let alone Nairobi‟s. The 

purpose is limited to investigate CCS and its context. However the slum areas outside Nairobi 

resemble other urban areas in Sub-Saharan Africa, India and Brazil. It is suggested that many 

aspects discussed in the empirical parts could be used to create hypotheses and test their 

applicability in other slum settings around the world.  

 

2.2.1 Qualitative research 

Interviews and other qualitative research methods have the great strength of being creative; 

hence it is frequently used to generate ideas to modify products or promotional campaigns and 

to identify marketing gaps Kent (2007: 90). Being of an interpretative art, the qualitative 

researcher sees the consciousness and self-consciousness of individuals as an integral part of 

the knowledge generating process. Thus the human capacity to make meaning of complex life 

events should be interpreted, rather than measured and controlled. (Piantanida and Garman, 

2009: 46-51) Since the purpose of the study is to investigate a single case and trying to 

understand its context the study clearly takes on a qualitative approach.  

 

There is evidence that BOP strategies can create mutually beneficial outcomes; however 

theory building in this area is still in its infancy (Tashman and Marano, 2010: 511; Barki and 

Parente, 2010: 15). For this reason, a deductive approach to this thesis would seem unsuitable. 

Due to the qualitative nature of this research, an inductive strategy seemed to be the better 

option. An inductive strategy infers that theory is the outcome of research, rather than creating 

and testing a pre-proposed theory. (Bryman and Bell, 2007: 14) Even though it would have 

been attractive to test a theory by quantitative measures, the scarce number of BOP cases 

available prohibits a quantitative design (Ireland, 2008: 431). 

 

2.2.2 Conducting qualitative research 

In higher-constraint research, formalized procedures aiming to increase the validity of 

research is measured and perceived as important. Validity in lower-constraint research is more 

dependent on the researcher‟s clarity of thought and the conclusions of the research are very 

limited. Qualitative research methods are characterized as low-constraint with the main aim to 

describe and analyze a certain functioning through for instance observations, analyzing 

conversations and social networks. In this type of research the initial problem statement is 

usually very broad, being narrowed down as the fact gathering, observations and interviews 

proceed. However it is important not to draw casual inferences from this type of research, if a 

certain cause needs to be established with confidence, higher-constraint research must be 

applied. (Graziano and Raulin, 2010: 118-19) 
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2.2.3 Limitations with using a qualitative approach 

The low-constraint approach can of course be very viable in science; however there are some 

significant limitations. These are poor representativeness, poor replicability, ex post facto 

fallacy and limitations of the observer. Poor representativeness has been touched upon earlier. 

Since the participants in the case study are chosen by convenience, as opposed to a random 

sampling process, the results are not possible to generalize to the whole population. Large 

samples of respondents are usually impossible in low-constraint research. The second 

limitation, poor replicability, is a result of the flexibility – the greatest strength of case studies. 

As the interviews with the people involved in the BOP project proceeded, new question marks 

appeared, hence leading to a changed focus of the researcher. Participant behavior has few 

constrains during the interviews/observations which makes it harder to replicate the study. 

Even if the study is very detailed and structured, observational methods might shift during the 

study making it harder to follow the research process. In addition, since the researcher is 

involved in the particular situation, he might draw other inferences than someone else would 

while studying the same phenomenon. (Graziano and Raulin, 2010: 124-26) 

 

Ex post facto conclusions mean that even though two variables are related, one is not 

necessarily a cause of the other to occur. The ex post facto fallacy occurs when the researcher 

draws conclusions about causal inference based on a contingent relationship. Low-constraint 

research can never provide controls that rule out other factors from causing a certain 

relationship, instead, the research should be used to create speculative hypotheses to be tested 

further. (Graziano and Raulin, 2010: 125) The limitations of the observer have also been 

touched upon earlier and this area can be parted into experimenter reactivity and experimenter 

bias. Experimenter reactivity entails any action by the researcher that might have an effect on 

the participants. This is one of the negative sides of being a lone researcher; if a colleague is 

present notes about certain behaviors among the respondents can be taken throughout the 

interviews. Experimenter bias regards the expectations the researcher might have on any of 

the observations. It was a very important issue to consider when conducting interviews, to 

avoid any biases brought from Swedish cultural norms and values. To avoid certain cultural 

misinterpretations, the initial part of the case study in Kenya was to observe and socialize 

with people within the Nairobi area to learn about and reduce the worst biases that might 

exist. Westerners with previous experience of the Kenyan society were asked to provide 

important insights of the cultural environment. In addition, more weight was put on analyzing 

what was actually said during the interviews, and the less effort in interpreting physical 

expressions and gestures. It is argued that even though these expressions can be an important 

element to analyze, this was avoided due to potential cultural differences. Both experimenter 

reactivity and bias distort the measurement process and to avoid these issues the researcher 

must be uninvolved, which is very difficult in case studies. (Graziano and Raulin, 2010: 126) 

 

2.3 Ethical considerations 

A just treatment of respondents is of course a very important consideration, especially in this 

case study, where studies of marginalized and (often) uneducated people are involved. 

Important ethical concerns include issues of confidentiality, researcher access to sensitive 

material and the informed consent of the participants (Graziano and Raulin, 2010: 127). 

During every interview, a letter explaining the purpose of the research and the implications of 

participating was distributed to the participants' (Attached in Appendix A). Since most of the 

interviews are conducted in English this should not be a problem since the researcher can 

explain the purpose of the study. However, in case non-English speakers would participate 

through the help of a translator, the letter of introduction was translated to Swahili to make 
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sure they understand the implications of their participation. However this was never a 

problem since all the people interviewed spoke English with high proficiency.   

 

Empiricism considers gaining knowledge through observation (i.e. see, hear, touch, taste and 

smell) to gain experience of the world. These observations are critical in science, however 

unless the facts gathered are interpreted, organized and used to make predictions, they are not 

very useful. Science is to integrate rational thinking with empiricism so that the two can 

bolster each other. (Graziano and Raulin, 2010: 9-10) In some instances during the data 

collecting process, the researcher made field observations to facilitate an understanding of the 

slum and sanitation environment of Nairobi. In some cases, unobtrusive observations were 

used. However these did not focus on certain individuals, unless explicitly expressed for them 

that they were participating in a study. The role of an ethical researcher has been taken 

seriously throughout the study.  

 

2.4 Case study research 

The case study strategy focuses on understanding the dynamics present within a single setting 

and can be used to provide description, test theory or generate theory (Eisenhardt, 1989: 534-

5). Since the purpose of the thesis is to conceptualize S.C. Johnson's BOP-initiative from a 

marketing perspective, a case study approach was chosen as the best way to collect empirical 

data. In this type of research, the researcher intervenes in the participant's functioning, for 

example by asking questions (Graziano and Raulin, 2010: 44). Case studies can be used 

successfully to contribute to an organizational phenomena and the researcher can obtain 

meaningful observations of real events, such as organizational and managerial processes. The 

posed research question is “How do multinational companies market services to the base of 

the pyramid?”. The aim is to understand and describe a particular situation, thus being of a 

more exploratory art and more suitable for performing a case study. The unique strengths with 

a case study are the full variety of data that can be obtained through for example documents, 

interviews, artifacts and observations. (Yin, 2009: 3-11) The focus of this study lies on 

interviews, academic documents and observations.  

 

Yin (2009:18) defines a case study as; “[…] an empirical inquiry that investigates a 

contemporary phenomenon in depth and within its real-life context, especially when the 

boundaries between phenomenon and context are not clearly evident. The case study inquiry 

copes with the technically distinctive situation in which there will be many more variables of 

interest than data points, and as one result relies on multiple sources of evidence, with data 

needing to converge in a triangulating fashion, and as another result benefits from the prior 

development of theoretical propositions to guide data collection and analysis”.  

 

The case study method is flexible in a sense that it allows the researcher to modify and expand 

upon new ideas developing during the research process. This research method focuses on 

understanding the natural flow of behavior without the researcher manipulating or imposing 

controls on the environment. However some intervention from the researcher is possible to 

create situations where valuable insights can be produced. (Graziano and Raulin, 2010: 111) 

There is some evidence that BOP strategies can create mutually beneficial outcomes; however 

theories in this subject are not fully developed yet (Tashman and Marano, 2010: 511). For this 

reason, low-constraint methods such as exploratory research can be used in the early stages of 

research to generate new areas of exploration and stimulate hypotheses that can be tested at 

higher constraint levels (Graziano and Raulin, 2010: 115). 
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Low-constraint observations provide descriptive information and one of its most valuable 

outcomes is that the research can prove a general proposition incorrect. Although it cannot 

formulate a general proposition because one cannot establish if the sample is representative 

for the whole population or not because of a limited sample. All research strives to identify 

and understand relationships among certain variables. Casual relationships between variables 

cannot be established by a case study; however a contingency (i.e. probabilistic relationship) 

can be described which stimulates for higher-constraint research. (Graziano and Raulin, 2010: 

117-18) 

 

2.5 Research design 

The purpose of having a research design is to lead the empirical evidence to correspond to the 

research question. There are five important components of research design that needs to be 

addressed, these are: 1.) A study's questions; 2.) its propositions, if any; 3.) its unit(s) of 

analysis; 4.) the logical linking the data to the propositions; and 5.) the criteria for interpreting 

the findings. (Yin, 2009: 26-35) 

 

The first component concerns the form of the question. The research question is “How do 

multinational companies market services to the base of the pyramid?” and since case studies 

are most likely to be appropriate when words such as “how” and “why” are used, such 

research method was chosen. (Yin, 2009: 27) Since the research question can be considered as 

broad is a strength of the case study, because it allows the researcher to narrow it down during 

the research process (Graziano and Raulin, 2010). The second component involves 

propositions that direct attention to certain parts that should be investigated within the scope 

of the study. During the field study in Kenya, the initial focus was to understand the BOP 

project as a whole. The second direction was to understand the preferences, values and 

situation of the individuals within the Nairobi slums and consider potential business solutions 

from a commercial and a social marketing perspective.  

 

The third component defines what the case is and what is to be collected. The research of this 

thesis is limited to S.C. Johnsons BOP-initiative in Kenya and its various stakeholders. 

Interviews were conducted with all the different functions within the BOP-project, except 

their customers. Since white people working in Africa often are involved in various charity 

and aid organizations, there are some limitations in white researchers participating in the 

project out in the field. The project should not be considered as a charity initiative, and for 

this reason, the researcher cannot access any customers of the CCS. To alleviate this 

limitation, contact has been made with other organizations operating in the slum areas of 

Nairobi. These organizations offer complementing information, such as understanding the 

values and preferences of the slum inhabitants. In addition, key definitions in the study should 

correspond to previous research in the area to facilitate interpretations and comparisons. (Yin, 

2009: 29-33) 

 

The last two components involve linking the empirical data to the previously stated 

propositions and set up criteria for interpreting the findings. Unfortunately, there is not 

enough detailed guidance at hand considering these two components in performing a case 

study. One limitation in this stage is the limited experience of the researcher in conducting 

empirical studies, which might lead to not using analytical techniques to their full advantage. 

(Yin, 2009: 33-35) This was kept in consideration and the purpose of the study was kept in 

mind at all times. It is also suggested that “soft” data in itself is harder to structure because of 

its often broad nature. For this reason, a marketing plan structure was used to establish a 

bridge between the research question and the empirical findings and to facilitate an 
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interpretation of the data. Empirical social research including case studies often uses four tests 

to assess its scientific quality of the research design; these are assessed in the following 

sections.   

 

2.5.1 The role of theory in research design 

Theory development is one aspect that differ case studies from other similar methods such as 

grounded theory and ethnography. Since the purpose for this thesis is to elaborate on 

marketing theories based on Kenya, and potentially other emerging markets, the theory 

development part of the design phase is essential. This theory is not a hypothesis to be tested, 

rather a guiding blueprint of the case study, involving theoretical propositions. This is to focus 

the research on what data to collect and strategies for analyzing it. Even though this is an 

exploratory study, statements of what is to be explored, the purpose of the exploration and the 

criteria to evaluate the success of the study should be formulated. This part includes reviewing 

existing literature related to the subject and asking oneself challenging questions about the 

study's purpose. (Yin, 2009: 35-7) The main focus was to find theories arguing for 

multinational companies operating in emerging economies and to find a marketing framework 

to categorize the collected empirical evidence. Social marketing concepts were included 

during the analysis phase because it proved relevant to analyze the information coming out of 

the organization. Hence the search for theories has been an ongoing process throughout the 

thesis work.  

 

The generalization approach within this thesis can be described as “analytic generalization” as 

opposed to “statistical generalization”. In the former approach, previously developed theory is 

compared with the empirical data from the case research and if at least two cases support the 

same theory, replication can be claimed. In addition, if the data does not support a rival theory 

the empirical results will be considered more potent. In sum, developing a theoretical 

framework can be an immense aid in defining research design, data collection and 

generalizing the results of the case study. (Yin, 2009: 38-40) 

 

2.5.2 External validity 

The problem with assessing external validity has been a major barrier in doing case studies 

because it is argued that they provide a poor basis for generalizing. However it is important to 

distinguish between statistical generalization (e.g. survey research) and analytical 

generalization. When the researcher aims to generalize a particular set of results to some 

broader theory it is labeled as analytical generalization. Generalization occurs when a theory 

is tested by replicating the findings in a second or third case study. (Yin, 2009: 43-44) Hence 

the aim of this study is not to generalize its results, because only one case is being explored. 

However this study can prove valuable as a basis for further research (i.e. generating 

hypotheses) or test a theory through replicating the same study in another context and see if 

the results are recurring.  

 

2.6 Single case-design 

A single case design with multiple units of analysis was chosen because it was the most 

appropriate case method, given the rationales explained below. A single case design is 

suitable because it allows the researcher to evaluate existing theories applied in the BOP 

project to determine if the theory's propositions are correct or if additional explanations are 

required. Since the CCS initiative is a unique example of a BOP project, it is not possible to 

conduct a multiple-case design. Given the unique nature of this project, the findings can be 

used as a source of information for future BOP-initiatives in emerging economies. Hence 

stimulating theory development of private sector involvement in marginalized communities, 
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which until recently has been very scarce. To achieve a broader understanding of the entire 

BOP-project, the choice of including as many of their stakeholders as possible into the 

analysis was made. In addition, to use more than one unit of analysis can help the researcher 

to avoid shifting away from the original research question by focusing the case study inquiry. 

To study the CCS-initiative from the viewpoint of the managers, employees and their 

customers is important to achieve a greater understanding of the whole project. However it is 

important for the researcher not to be overly focused on a certain subunit, then the holistic 

aspects of the situation can be ignored, thus shifting the orientation of the case itself. (Yin, 

2009: 46-53) The limited amount of time and resources further indicates a single case study as 

the most appropriate case method. The ideal would be to perform at least two case studies to 

make more solid conclusions, however this is not possible given the uniqueness of the CCS-

initiative.  

 

2.6.1 Case study preparation 

The demands of a case study in terms of researcher intellect, ego and emotions are 

exceedingly greater than those of any other research method. This is mainly because of the 

continuous interaction between the researcher and the research subject(s) leading to a more 

flexible approach, as opposed to a routinized procedure. To conduct a high-quality case study, 

one must be able to: 1.) ask good questions and interpret the answers, 2.) listen and not be 

trapped inside preconceptions or ideologies, 3.) be adaptive and flexible and regard new 

information as an opportunity, 4.) grasp the issues under investigation and, 5.) be unbiased by 

preconceived notions. (Yin, 2009: 67-72) Since the researcher had not conducted any case 

study prior to the one in process, it was of high importance to carefully consider potential 

areas of development by assessing his capabilities out of these five attributes.  

 

When it comes to ask questions and interpret answers the researcher must maintain a curious 

mind during the whole data collection process. A careful contemplation about formulating the 

questions is very important since they are a determinant of the answer. For example, it is 

suggested that “how”-questions will be more readily used than “why”-questions because the 

latter might put the respondent into a “defensive” mode, hence some potential insights might 

be lost. The listening part can prove to be quite difficult, because of cultural and language 

barrier‟s between the researcher and the respondent(s). Hence the researcher was putting more 

emphasis on analyzing what was actually being said, rather than overemphasizing physical 

cues and interpretations. Initially, the researcher did not have sufficient skills to “read 

between the lines” during the interview process because of cultural differences. However after 

a couple of interviews, some “overall” (i.e. universal) interpretations could be established. For 

example, the first interviewees appeared to be angry while speaking with them on the phone; 

however after a while this turned out to be a common characteristic of the whole population. 

The researcher has very strong interpersonal skills which was a major facilitator during 

interviews and observations.  

 

Since a single-case design is used, the context and boundary of the research lies within the 

CCS initiative, thus restricting some researcher flexibility. However the purpose of the study 

is to investigate this particular business initiative and elaborate on potential improvements. As 

a result, an exploration of other emerging issues outside this context would not be suitable 

given the scope of this thesis. The intent of the researcher is to remain attentive and adaptive 

within the context of the CCS-initiative, thus allowing for some flexibility. This is judged 

important because of the ambiguous nature of case studies, where minor changes must be 

allowed while keeping the original purpose of the case study in mind. This leads to the fourth 

attribute, to stay on target and understand the purpose of the study as a whole. The researcher 
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always kept in mind that analyzing and elaborating on marketing strategies is the purpose of 

this thesis; hence the information must be interpreted from this perspective. To get an 

overview of the project the first interviews was conducted with the leaders of the BOP project 

(i.e. Justin and Joseph) who gave a holistic view of the CCS. This facilitated for the researcher 

to understand particular problems their business was facing and focused the research towards 

these areas.  

 

To avoid bias the researcher‟s approach to the project was to remain as neutral as possible. 

The researcher has a positive approach towards market friendly/free market solutions to 

poverty which might constitute a potential bias to the interpretation of the empirical data. 

However this would not present a threat to the research itself as long as the data is presented 

in a neutral fashion – allowing the reader to make their own conclusions of the results. In any 

way, the researcher‟s goal is to neglect all preconceived positions towards the CCS-initiative 

before commencing the data collection.  

 

2.6.2 Case study protocol 

Constructing a case study protocol is a good way of increasing the reliability of the research 

and act as a guide for the researcher during the data collection. (Yin, 2009: 79) To review this 

protocol, please view Appendix B.  

 

2.7 Data collection 

Since the research process is not as formal when applying lower-constraint methods, the 

hypotheses and procedures can be modified during the observations. In case studies, the 

researcher becomes a participant, and thus having the opportunity to create situations that 

would not have occurred “naturally”. This can affect measurement reactivity, which happens 

when participants are behaving differently because they know they are being observed. 

(Graziano and Raulin, 2010: 120) To have a white skin color can have such a reactivity effect, 

since white people have historically been perceived as affluent, the participants might avoid 

behaving in a certain way because they deem that to be inappropriate. This can be avoided 

with unobtrusive measures, in which the participant of the study is unaware of their behavior 

being observed, leading to a decreased measurement reactivity. However this is difficult to 

achieve because the skin color draws attention and is hard to hide. It is suggested that most 

white people visiting slums are there to help or observe/do research. Thus people are aware of 

the researcher‟s presence. For example, while visiting the slums young children started 

shouting “Mzungu!” (translating to “white person” in Kiswahili) long before the researcher 

had seen the kids themselves. This did not necessarily affect the field visits in the slums, 

because the researcher visited sanitary facilities unannounced to observe their condition.  

 

The skin color might have had a slight effect on the interviews but the researcher was aware 

of potential measurement reactivity while interviewing. It is important to be aware of any 

potential bias when collecting the data. For example, Umande Trust is an NGO who collects 

money from different donor organizations as their major source of income. For this reason, 

the representatives from this organization might overemphasize the problems of the areas they 

are working in. If they want money to build more toilets, they will say that there are not 

enough toilets in the area to cover all the needs of the population. This might be true but it is 

important to be aware of the interviewee‟s motivations when answering certain questions. 

This increases the importance of using more than one source of data to compare the 

interviews and observations with.  
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There are six methods to gather data most commonly used in case studies, these are: 

documentation, archival records, interviews, direct observations, participant-observation, and 

physical artifacts. These methods are complementing each other and using more than one of 

these methods will improve the quality of the research substantially. (Yin, 2009: 99-101) The 

first method used was gathering secondary data from various academic publications, taking a 

considerable amount of time. This was followed by archival records, such as statistics from 

the United Nation and the World Bank about poverty related issues. The interviews and 

observations were performed in Kenya, while some less important information was 

complemented by e-mails and over the phone after returning from Africa. Then more 

academic publications and archival records were reviewed to facilitate for a better analysis.  

 

2.7.1 Secondary data 

The secondary data gathered are important to corroborate and augment evidence from other 

sources, not solely the case study itself (Yin, 2009: 103). The data gathered are scientific 

articles, books, statistics and some information from the internet. The books were primarily 

searched for using Umeå University's library resources, such as LIBRIS and ALBUM. Google 

Books and Amazon.com was valuable resources to read books electronically. Archival 

records where gathered from the World Resources institute, JMP and the United nations, 

mostly statistical data about the characteristics of the BOP segment. While visiting the World 

Bank office in Nairobi, publications from the World Bank and Water and Sanitation Program 

were provided by its employees.  

 

In searching for peer reviewed academic articles, Business Source Premier and Emerald full 

text was used. The phrases “base of the pyramid” and “bottom of the pyramid” was used 

interchangeably. Social marketing, Sanitation marketing and social entrepreneurship were 

other terms frequently phrased during the search process. Google scholar proved very useful 

in finding recent articles referring to the initial articles about making profits at the BOP, such 

as “Serving the worlds poor, profitably” and “The fortune at the Bottom of the Pyramid”. 

These “citation-searches” provided both articles arguing against these authors as well as 

praising them for their work. This kind of search method allowed for the researcher to direct 

his search efforts to recent and relevant articles efficiently.  

 

Even though there are no specific studies about BOP projects in Kenya, it was inspiring to 

read about research performed on multinational corporations entering emerging markets in 

India, China and South America. However these studies were seen as an inspiration for 

conducting the research in Kenya, not for replicating them or creating hypotheses to test in a 

Sub-Saharan setting. In addition, SIDA provided a two day course at Umeå University prior 

to the Kenya departure. Here, information about ethical principles in conducting research in 

developing countries, security and disease information was provided. Information about the 

agency‟s work and meetings with people who had performed similar studies abroad was 

arranged for the attendees.  

 

2.7.2 Construct validity 

To meet the test of construct validity, the same questions were asked several interviewees and 

then categorized in terms of relating marketing concepts. These concepts are cited to 

academic publications to ensure its validity.  Yin (2009: 42) describes three tactics to increase 

construct validity, the use of multiple sources of evidence, establish a chain of evidence and 

have the report reviewed by key informants. The first tactic to increase construct validity was 

to use different sources of data to triangulate the information. Academic publications and 

reports from accredited organizations and universities have been combined with observations, 
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interviews and archival records. To use many different sources of data is perceived as a major 

strength of performing case studies. The second tactic used was to establish a chain of 

evidence, where the external observer (i.e. you) are able to follow the derivation of evidence 

from initial research to conclusions. (Yin, 114-23) This has been achieved by explaining the 

process thoroughly, from developing research questions, establishing a case study protocol, 

organizing the empirical data based on categories, creating a database for all data and finally 

wrapping up the report with important conclusions from the study. These measures make it 

easier for the reader to follow the argumentation and make up his/her own conclusions from 

the data. The third tactic used has been to send a draft of the collected data to the owners of 

CCS to review and comment on any potential discrepancies.  

 

2.7.3 Reliability 

The reliability of this study is considered as high due to the formal procedures and 

documentation provided. In the past, case studies has been poorly documented (Yin, 2009: 

45) thus it was deemed necessary to use a case study protocol and a case study database to 

improve the reliability of this particular study. If an external individual would want to copy 

the design of the study s/he would be able to do so by copying the procedures explained and 

used by the researcher.  

 

2.7.4 Interviews 

Central to this research are the interviews and in general, they are one of the most important 

sources of case study information (Yin, 2009). The interviewer is not constrained by precoded 

questions or a fixed sequence of questions and the data is captured in the form of a narrative 

(Kent, 2007: 99). As a consequence, the interviews undertaken were conducted as “guided 

conversations” rather than follow a rigid structure. Such interviews are more productive when 

the purpose of the study is to probe deeply into the meanings that a participant has made of 

some experience (Piantanida and Garman, 2009: 95). Throughout the interview process, there 

are two major tasks to perform: a.) To follow the researcher‟s line of inquiry, which is 

explained in the case study protocol and b.) to ask the actual (i.e. level 1) questions in an 

unbiased manner. Thus, the process demands the researcher‟s constant focus on his line of 

inquiry (i.e. the purpose of the thesis) while asking friendly, open-ended questions. (Yin, 

2009: 106-7)  In this specific study, the marketing of the BOP project is one of these inquiries 

that need to be answered. However, the questions asked in the interviews were not “how do 

you think the marketing should be improved?”, on the contrary they focused on more specific 

areas of improvement, such as those regarding customers and their preferences (e.g. “describe 

your customers” (View Appendix C to overview the Interview Guide).   

 

The initial interviews are characterized as in-depth interviews. These first interviews were 

conducted to get an overview of the whole project and its different functions. The researcher 

allowed much room for the respondent(s) to explain and provide valuable insights about the 

project. These insights further focused the research on the potential issues that existed and 

provided other individuals that was deemed suitable for an interview. One such individual, or 

key informant, was the researchers contact on S.C. Johnson – Justin DeKoszmovszky that 

provided all the contacts at the CCS-initiative. However there the risk of having one key 

informant is the influence s/he might have on the researcher (Yin, 2009: 107). For this reason, 

the choice of contacting other organizations to have more sources of information seemed 

evident. The Swedish charity organization Global Relations was contacted for this purpose 

and they provided some opportunities for interviews and observations in the slum area Kibera. 

In addition, several organizations working with sanitation issues in Nairobi were contacted. 
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These were found through the Sustainable Sanitation Alliance network (www.susana.org), a 

network of organizations supporting sustainable sanitation practices.  

 

While the interviews proceeded, they tended to become more focused in its characteristics. 

Focused interviews still remain open-ended conversations, however they are more likely to 

follow the certain set of questions derived from the protocol, described earlier (Yin, 2009: 

107). This is to facilitate the structure the data collected from the interviews and corroborate 

with marketing theories to achieve the purpose of this thesis. This type of interview helped the 

researcher to further focus the interviews on certain marketing issues discovered throughout 

the process. The questions were by no means leading since this would bias the corroboratory 

purpose of the interview. In addition, the interviewees are subject to bias, poor recall and 

inaccurate articulation, for this reason, corroboration with other sources of data, such as 

observations, seemed suitable. It is also important to note that corroborating attitudes and 

opinions of the participants against other sources would not be relevant, as the events are 

behavioral. (Yin, 2009: 107) 

 

The interviews were recorded to provide a more accurate rendition of the interviews. Prior to 

every interview, the interviewee was asked if s/he was comfortable with being recorded 

during the conversation and no one made any objections. A prior explanation of the purpose 

of the research, the participant‟s discretion and confidentiality enabled the researcher to use 

the equipment in all interviews. This was essential to raise the quality of the data collection 

and avoid some negative aspects of being a lone observer. These interview records was 

transcribed and systematically reviewed after each interview opportunity. In addition, it was 

important to keep in mind to stay attentive and listen to the participant closely throughout the 

interview, even though the interview is recorded. This was important because of two reasons: 

a.) it is crucial that the interviewee feel important and comfortable, thus requiring high focus 

and attention from the researcher; b.) electronic equipment is considered as a facilitator, not as 

substitute to the interview, and an over reliance of such equipment could harm the procedure 

(e.g. the recording equipment might be stolen or broken).  

 

2.7.5 Direct observations 

To complement a case study with further evidence, direct observations can be a valuable 

source of information. The environment to, from and where the interviews were conducted 

was observed and documented. In addition, while making field visits to the slum areas, 

observations about the environment, its people and their behavior was performed. However 

because of the limited access and potential dangers for a white person to visit these areas 

alone, the observations were regarded as complementary to the interviews. Due to the limited 

access to slum inhabitants, only general inferences were made and only a few participant-

observations was possible (e.g. while meeting entrepreneurs on the way to a site). By using 

this type of observations makes it harder for the researcher to act as an external observer; 

however some valuable insights in the slum inhabitants‟ behavior and life situation was 

achieved by applying this method. (Yin, 2009:109-13) 

 

2.7.6 Sampling of participants 

Qualitative samples need to be purposive and chosen based on the goal of exploring a specific 

gap in knowledge (London et al., 2010: 584). During this case study, the sampling process 

was not completely under the researcher‟s control. Since S.C. Johnson wants to avoid their 

project being perceived as a “white charity organization”, access to the project was limited. 

The people interviewed within the BOP project was chosen by the management of CCS. As a 

consequence, interview participants were not sampled randomly, decreasing the 

http://www.susana.org/
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representativeness and generalizability of the study. This is usually the situation when using 

low-constraint methods, one should always be cautious when trying to generalize results from 

this kind of research (Graziano and Raulin, 2010: 122). The same holds true to the 

observations and interviews of inhabitants in the slum areas. Since it can be dangerous for a 

foreign person to visit the slums, other organizations provided contacts with local people on 

the ground for field studies and interviews, which is by no means random. However it was 

chosen to contact other organizations than solely CCS to reduce the risks of encountering 

“agreed upon statements” from the interviewees. Hence the quality of the data is deemed to be 

high.  

 

The interviews performed within the BOP-project are of an informative art, whereas the 

consumer interviews are more of a respondent. In informant interviews, the person gives 

information about the organization they work in. In contrast, the respondent interviewees give 

information about themselves as consumers, or their specific role in an organization. (Kent, 

2007: 100) However these are not mutually exclusive in the case of the BOP. Most of the 

informants were consumers within the slum areas as well, thus incorporating both these roles.  

 

2.7.7 Three principles of data collection 

The major strength of case studies is the use of multiple sources of evidence to enable a 

broader range of historical and behavioral issues. The most important advantage is the 

elaboration of converging lines of inquiry, a process of triangulation and corroboration that 

will increase the likelihood of the thesis findings to be more accurate and trustworthy. Given 

that the study is based on different sources of information, following a corroboratory mode. 

(Yin, 2009: 114-6) As mentioned, this study is focused on the interviews as the major source 

of new information. The results from these studies are compared and analyzed together with 

observational data and academic publications. When the conclusions are triangulated, they are 

supported by more than a single source of evidence. Thus by using multiple sources to 

measure the same phenomenon, the construct validity is increased as well (Yin, 2009: 116-7). 

However due to the limited time and scope of this thesis, a major focus lies on interviews and 

research documents. As mentioned, the linking of observations and other important data is 

considered as complementary.  

 

2.7.8 Case study database 

The data gathered in Kenya is saved electronically and kept in a well structured form to 

facilitate an analysis of the content. In addition, the database would allow potential 

investigators to review the information, hence not being limited to the thesis alone. However 

it is important that the researcher presents sufficient evidence in the empirical chapter of this 

thesis to enable the reader to draw independent conclusions about the study (Yin, 2009: 119). 

After each interview, the data collected (i.e. taped conversations, notes, observations) was 

stored electronically. This is to reduce the physical space required and facilitate for later 

retrieval of such data.  

 

2.7.9 Source criticism 

The aim throughout the research process has been to ensure that all information collected is 

credible. All research and articles used in the theoretical framework are published by credible 

organizations, such as universities and development organizations. There is no reason to 

doubt that the information is written by whom it claim to be. In addition, the interviews were 

conducted with people involved in the CCS, who apparently worked for the organization and 

had no intention of representing other interests. The same holds true for other organizations 
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contacted, such as the World Bank and Umande Trust. Thus the thesis has a high level of 

authenticity. 

 

All interviewees have been working and mostly grown up in the slum communities 

themselves. This means that most of the information gathered from the interviews is primary 

source information, hence being more independent and reliable. Since most of the people 

interviewed were involved in urban sanitation projects, they were highly knowledgeable of 

the topics under discussion. It is argued that their high interest and commitment to certain 

sanitation issues can lead them to overemphasize the importance of some problems. Thus 

some of their statements needed to be triangulated with other data sources to assess their 

reliability. For example, many interviewees expressed that there was a need for better sanitary 

facilities in the slums. This statement was confirmed by reviewing publications from the 

United Nations and the World Bank; hence the credibility of the information is increased. 

Peer reviewed articles, books and scientific publications were used to further increase the 

independency and thereby the credibility of the thesis. In addition, the aim was always to find 

the original source of information by looking up the references used in various publications, 

not to be “distorted” by tertiary sources. However some original sources from Latin American 

publications could not be investigated due to the author‟s inability to speak Spanish. It was 

not a problem to find recent articles about the BOP subject because this research is still in its 

infancy.  

 

To further increase credibility, primary source information was transcribed shortly after the 

actual interview. The goal was to transcribe every interview on the same day as it was 

recorded to avoid any inconsistencies. An interview was occasionally followed by a long (2-4 

hour) field trip and time constraints delayed the transcription for 1-2 days. However this has 

not affected the researcher‟s recollection and documentation process. During field trips, a 

microphone was used to instantly record observations and a camera was used to complement 

the researcher‟s visual memory. All field trip observations were written down within one hour 

because it was considered important to limit any related bias in the recollection process.  

 

Overall, the information provided by the interviewees is deemed credible. Some employees 

interviewed might think that the CCS managers are going to read through the thesis and 

thereby answer in a way that seems appropriate to their specific role. This would be hard to 

notice and evaluate, however this behavior is very unlikely because the organization seemed 

very decentralized and informal. When it comes to the researchers influence over the text, it 

has been important not to let feelings or other perceptions affect the interviewees‟ stories. The 

information has been documented in an undistorted manner by sharing what was actually said 

during the interviews. The observations are inherently subjective to the researcher, thus they 

are seen as complementary to the other sources of evidence.  

 

2.8 Interpreting the data 

Since this case study involves observations and recorded interviews, the option of using 

statistical measures for evaluating and interpreting the data is very limited. Descriptive 

statistics could have been used to overview the interviews but it was not deemed necessary 

and it is very unlikely that any other models would have been useful. In addition, since 

controls to eliminate alternative explanations are very few in the interview procedures, it is 

unlikely that any strong conclusions can be drawn. (Graziano and Raulin, 2010: 123) Since 

the main approach to the subject is of exploratory art, the need for assessing internal validity 

is void because this kind of study is not concerned with causal relationships (Yin, 2009: 42). 

The interpretation is more of an iterative kind, involving a weaving back and fourth between 
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theory and data (Bryman and Bell, 2007: 14). The centerpiece of iterative inquiry is the 

researcher‟s capacity to resonate with experiences. In this case, the researcher must connect 

the empirical findings to the concept under investigation, highlighting potentially important 

nuances of the phenomenon (Piantanida and Garman, 2009: 108-9) Thus interpretation is 

facilitated by categorizing the interviewees responses in categories responding to a certain 

marketing or consumer behavior phenomenon. Instead of reporting each interview on its own, 

the categorization of major concepts seemed suitable to enable a comparison between the 

responses.  
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3. Making profits at the base of the pyramid 
This chapter aims to explain the theoretical underpinnings of this thesis. The first part of this 

chapter explains why the international community should focus on poor consumers and it is 

argued that the private sector can make profits by entering these markets. Providing the 

reader with arguments of why MNCs should target the BOP with their products and services 

was considered important to create credibility of CCS as a business. In addition, the BOP 

market is defined to provide a foundation for how MNCs should approach the BOP. The 

second part of this chapter explains the theoretical structure from which the collected data is 

analyzed (i.e. the marketing plan). The four Cs, the four Ps and the extended marketing mix is 

explained to review the reader of these important marketing concepts.  

 

There are many studies about the BOP markets conducted in countries such as China, India, 

Mexico and Brazil (See Prahalad 2009: 10). However Sub-Saharan Africa has the highest 

proportion of its people living in poverty and research coming from this area is almost 

nonexistent by comparison. To understand the question of how multinational companies 

market to the base of the pyramid, a description of this market must be provided. This chapter 

reviews theoretical frameworks used to describe the BOP and presenting arguments for why 

companies should get involved in the poverty marketplace. To understand how MNCs market 

to the BOP, a framework for analyzing marketing activities is needed. The marketing plan is a 

useful structure to examine the consumers and the organizations capabilities in serving their 

needs (Burk Wood, 2010: 3-4). Since the purpose is to conceptualize CCS‟s way of doing 

business through the lens of marketing, this analytical structure seemed highly viable. Thus 

this theoretical chapter serves two purposes: to describe the BOP markets related to a Sub-

Saharan context and to provide a structure for analyzing CCS and its stakeholders from a 

marketing perspective. 

 

3.1 Why bother about the poor? 

Smith (2005: 1) states that the average real income gap between the richest consumers in the 

developed world and the poorest consumers in the developing world has widened to be more 

than sixteen to one. First of all it is interesting to discuss why “we” as fellow human beings 

should care about other people or nations on the other side of the world. If not compassion 

and empathy for our fellow humans are good enough reasons there are research indicating that 

it is in the non-poor‟s best interest to help the poor to a better life. Poverty prevents people to 

reach their full potential and contribute to the society as a whole. In its extremes it leads to 

wasted lives through crime, prostitution and drug abuse. The poor are more easily affected by 

diseases and health problems allowing epidemics to spread faster, hence making it harder to 

control the outbreaks. When poor nations collapse they need resources and military 

interventions from the developed world to stabilize and larger conflicts might lead to illegal 

immigration to richer countries. In addition, the poor and uneducated is often a target for 

extremist demagogues wanting to recruit followers, sometimes leading to dire consequences 

(e.g. religious wars and riots). (Kotler and Lee, 2009: 14-9) Thus there are “egoistic” 

arguments to why developed countries should care about the poor. One of the most important 

ones from a corporate perspective is presented below, the notion of the poor as a profitable 

customer to MNCs.  

 

3.2 The BOP defined 

The “bottom of the pyramid” concept was coined by Prahalad and Hart (2002: 2) and refers to 

the least advantaged consumers at the base of the socio-economic pyramid, i.e. the poorest 

people in the world. Ted London at the University of Michigan suggested the term to be 

changed to “base of the pyramid” (BOP) (Johnson, 2007: 6) which is the most common 
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expression, even though both are used simultaneously in reference to the segment. Prahalad 

and Hart (2002: 2) estimates this segments purchasing power parity (PPP) to be less than 

$1500 per year, an estimation of $4 per day. However there is some ambiguity in the 

definition of poverty in emerging economies. Most of the discussants in this area use a 

poverty line in between $1 and $2 per day, whereas the Millennium Development Goals 

expressed by the United Nations uses a $1 per day measure. Hence there are many definitions 

used, which can be confusing when targeting this audience with marketing efforts. It is 

suggested that people who live on less than two dollars per day have significantly different 

needs and wants than those living on four dollars per day. (Pitta et al., 2008: 400) A refugee 

fleeing from war is different from a person living in the slums who are unable to access the 

means to a marginally comfortable lifestyle (Santos and Laczniak, 2009: 4) Many of these 

consumers also operate within the informal economy, thus making it harder to measure their 

PPP (See London and Hart, 2004: 2-3). According to the World Resources Institute (2007: 1) 

the BOP segment had a PPP below INT$3,260 per annum. In U.S. dollars this amount 

represents less than $3.35 in Brazil, $2.11 in China, $1.89 in Ghana and $1.56 in India (World 

Resources Institute, 2007: 3). Kotler and Lee (2009: 18) states that an estimated 1.4 billion 

people are extremely poor, earning less than $1.25 per day and an estimated 1.6 billion people 

are moderately poor, earning between $1.25 and $2 per day. For this reason, the “less than $2 

per day”- criterion expressed by Karnani (2007a: 91) and others is used throughout this thesis 

as a definition of poverty, even though alternative definitions are frequent in the literature.  

 

Due to the large proportion of informal economic transactions and uncertainties in measuring 

demographic variables in emerging economies it is difficult to establish a certain size of the 

BOP segment. According to the World Resources Institute this segment comprises 4 billion 

people. Solely in Africa, the BOP market consists of 486 million people with an income of 

INT$429 billion (i.e. US$120 billion). This market represents 71 percent of the consumer 

aggregate purchasing power in total, view Figure 3.1 for the proportions by each income 

segment. (World Resources Institute, 2007: 3-26) As one can see in the figures, the BOP 

represents many varieties of spending and income groups. Hence the group is not coherent in 

its characteristics. In addition, discrepancies within the four billion people in the BOP include 

levels of literacy, rural-urban-geographic mix, cultural and religious differences (Prahalad, 

2009: 6) The majority of the extreme poor lives in India and China; however Africa has the 

greatest percentage of its population living in poverty (Kotler and Lee, 2009: 18). 50 percent 

of the people in Kenya lives below the poverty line (NationMaster, 2010). However, the BOP 

definition can be distorted by statistics. For example, George (2009: 7) points out that even 

though a person might earn eight dollars per day, he might be the only income generating 

person in a family of 5, thus leaving them with less than 2 dollars per person.  

 

 
Figure 3.1, the Base of the Pyramid in Africa. BOP Spending and population (% of BOP Total) and BOP 

Market by Income Segment (World Resources Institute, 2007: 28-9) 
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3.3 Fortune at the bottom of the pyramid 

During recent years there have been numerous discussions from researchers all over the world 

about the private sectors role in poverty alleviation. This debate was initiated eight years ago 

by articles published by Prahalad and Hart (2002) and Prahalad and Hammond (2002) 

exclaiming vast growth potential for multinational corporations (MNCs) within the BOP 

segment. It was suggested that companies can work on the premise of doing well (increase 

their profits) and at the same time doing good (e.g. reducing poverty). As increased saturation 

is experienced in the developed economies and in the “top of the pyramid” markets (London 

and Hart, 2004: 1) the BOP can provide tremendous opportunities for future growth (Hart and 

Christensen, 2002: 51-2). 

 

The purchasing power of consumers earning less than $2 per day cannot be compared to those 

in the developed world; however by virtue of their numbers they represent a vast source of 

potential profits (Prahalad, 2009: 35). Subrahamanyan and Gomez-Arias (2008: 403) 

estimates the purchasing power of the BOP to be approximately $5 trillion. de Soto (2000: 34-

35) states that the informal sector involves assets of at least 9.3 trillion, a number twice as 

much as the total circulating U.S. money supply. It is suggested that the large representation 

of informal transactions and properties within emerging economies makes it more difficult to 

grasp the full potential of the BOP segment. In addition, demographic discrepancies between 

countries and regions make it harder to draw any general conclusions about this segment, thus 

making a case study in Kenya relevant. However some general and important considerations 

about the BOP consumers were brought forward by Prahalad (2009). First of all it is 

important to understand that the four billion micro consumers and micro producers presents a 

significant market and represent an engine of innovation, vitality and growth. A fundamental 

rethinking of the “western” approach to business is crucial to make initiatives work in EMs. 

Secondly it is important to understand that there is no single universal definition of the BOP 

that can be useful. Organizations in India might have a different definition of the poor from 

the ones used in Kenya. In addition, it is as legitimate to serve the “upper poor” as “the 

extreme poor” even though the approach will be different. For example the most destitute and 

deprived segment within the BOP will need various forms of subsidies. However the main 

goal should still be to build capacity for them to escape poverty through self-sustaining 

market-based systems. Lastly, it is not possible to retrofit existing business models from the 

developed markets. To actively engage with the BOP market with new and innovative 

approaches to business is crucial for successful implementation. Prahalad (2009: 7-8) 

 

With this in mind, the research conducted in Kenya is based on the notion that the four billion 

people within the base of the pyramid are not solely a target for charity, but also constitute 

consumers providing tremendous opportunities for growth. However, Karnani (2007b: 100-

110) contends this argument by providing an alternative approach to poverty alleviation by 

viewing the poor as producers and emphasize buying from them, rather than selling to them. 

Since almost 20 000 000 people in Kenya are living below the poverty line (NationMaster, 

2010) there is definitely a need to develop country specific strategies to help these people 

build their own future. The people focused on in study, apart from the CCS employees, are 

poor consumers and producers living in the urban slums of Nairobi.  

 

To include the private sector as an instrument for fighting poverty is a rather new 

phenomenon. The first UN report on private sector and poverty was issued in 2004 and to 

date the United Nations Development Program accept the private sector as an important 

contributor to poverty alleviation. Some welcome this new approach whereas some remain 

skeptical. Despite this debate, there is a growing recognition that combining the financial, 
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technological and organizational capabilities of a multinational corporation with local 

knowledge from NGOs can create unique sustainable solutions to many poverty related 

problems. (Prahalad, 2009: 5) In addition, it is important to regard the poor as agents of 

change rather than motionless patients (Sen, 1999: 137). 

 

To approach the poor consumers with private enterprises it is necessary to question the notion 

of the poor only as a target for charity (Santos and Laczniak 2009; Prahalad, 2006). One has 

to understand that there are tremendous opportunities for innovation and growth within the 

BOP. To serve these consumers and producers there is a radical need for new business 

models, technologies, products and services to evolve. The World Bank, governments, charity 

organizations and the like have failed to eradicate poverty during the last century. However 

this does not mean that the arrival of the private enterprise within the BOP will eradicate 

poverty per se. The solution to eradicating poverty is to accept the private enterprise as an 

integral part of the whole economic system, interconnected with civil society organizations 

and local governments. (Prahalad, 2009: 25-27) For an illustration of these relationships, 

please view Figure 3.2, adapted from Prahalad, 2009: 26) 

 

 
Figure 3.2 – Stakeholder relationships. The private enterprise is an integral part of the whole economic 

system. 

 

Collaboration between these four actors can create the largest and fastest growing markets in 

the world. At the core lies entrepreneurship and mutually beneficial innovations that provides 

sustainable value to all involved parties. These innovative approaches enhance the self-esteem 

and provide choices to marginalized people within the BOP. In addition, the major negative 

impact the MNCs have had on poor communities is to ignore them completely. This has 

excluded them from access to products and services in the global marketplace. If free and 

private-sector competition can be provided to these people, they can be “transformed” to 

consumers with the increased amount of choices that incur as a result of globalization. 

Companies must look beyond CSR initiatives to regard the BOP as a significant opportunity 

for value creation and innovation. (Prahalad, 2009) Kotler and Lee (2009: 41-2) explains that 

effective and sustained poverty alleviation comes from a collaborative relationship between 



  Ericson, Johannes 

 31 

government, NGOs and businesses. Synergies occur when they work together and their 

strengths compensate for the others weaknesses. 

 

A common notion among charity organizations is the perception of the private sector as 

greedy and uncaring; hence corporations cannot be trusted with poverty alleviation issues. 

However even though generating profits historically has been perceived as a binary 

opposition to poverty alleviation, aid agencies move toward a belief that private-sector 

involvement is a crucial ingredient in reducing poverty (Prahalad, 2009: 33). By realizing the 

potential within the BOP as a source of new consumers, producers and innovations private 

enterprises can gain huge profits while alleviating poverty.  

 

3.4 BOP penalty – an exclusion from the global marketplace. 

Many consumers at the BOP pay a higher price for their goods and services than their 

wealthier counterparts. It might be the price paid for certain merchandise or measured in the 

effort it takes to obtain a certain good or service. (Hammond et al., 2007: 5) As mentioned 

earlier, one of the obstacles for the poor people within the BOP is the lack of access to 

efficient markets. This “poverty penalty” leads to more costly or alternatively worse quality 

products than if the markets would have been open to competition. Food costs between 20-

30% more in these poor communities, local money lenders can charge between 10-15% 

interest rate per day, with annualized rates of 2000% (Prahalad and Hammond, 2002: 50). For 

a comparison with Warden Road, an upper-class community in Mumbai and Dharavi, a 

shantytown at the heart of the city, please view Figure 3.3.  

 

 
Figure 3.3, Cost disparities between the rich and the poor (Prahalad and Hammond, 2002: 52)  

 

This poverty premium is paid because of distribution inefficiencies and the power of local 

intermediaries. These high-cost ecosystems can be “unlocked” by private enterprises offering 

better products and services to these communities. (Prahalad, 2009: 35) As a consequence, the 

effective income for the BOP will be increased (Hammond et al., 2007: 17). The fact that 

consumers at the base of the pyramid in many cases pay more than their middle-class 

counterparts leaves space for large corporations with economies of scale to market to these 

consumers (Prahalad and Hammond, 2002: 49-57).  

 

BOP consumers also face structural penalties, such as limited access to safe drinking water. 

The alternative of not using surface water or piped water is to buy from mobile water vendors 

and according to some studies; the price penalty lies between 8-16 times of the price charged 



  Ericson, Johannes 

 32 

by public utilities. In addition, the fact that many assets lack formal ownership and are trapped 

in the informal economy is a significant penalty for the BOP consumers. These consumers' 

primary capital is often their dwelling and the land it sits on, which poses some tough 

problems. It is for example difficult for them to leverage their assets into working capital and 

since the BOP consumers lack formal home ownership, municipalities are often reluctant to 

provide them with certain services, such as water, electricity and sewer systems. (Hammond 

et al., 2007: 73) Lack of property ownership, access to credit, bad infrastructure, limited 

access to market information and businesses operating within the informal economy are some 

significant penalties reducing the efficiency in the BOP business value chains (Tashman and 

Marano, 2010: 499). It is argued that property ownership is a crucial part that needs to be 

established in poorer communities. If the individual does not own his/her own house/plot they 

will probably not invest money and effort into making it a better investment since they can be 

evacuated any day. One such investment could be better water and sanitation facilities which 

would greatly improve their living situation. However property rights will not be discussed 

further since it is beyond the scope of this thesis.  

 

3.5 Inclusive capitalism 

These inefficient systems described above presents a vast amount of opportunities for 

multinational firms to tap into by providing scale economies and effective supply chains to 

the BOP. The fact that many poor people are migrating from rural areas into the cities can be 

turned into many business opportunities. By 2015 there will be more than 225 cities in Africa 

with inhabitants exceeding 1 million. Approximately 40% the inhabitants can be characterized 

as within the BOP with 15,000 people living on each hectare. This presents many 

opportunities for corporations to improve the distribution system and reach these consumers. 

When it comes to products, the major challenge for corporations is to offer aspirational 

products affordable to the BOP consumer. (Prahalad, 2009: 37-38)  

 

Traditionally, the BOP consumer has achieved access to global products and services through 

charity, which is not sustainable in the long run (Prahalad, 2009: 40). It is argued that to 

enable long term economic development it is essential to create self-sustaining systems and 

enable the poor to take responsibility for their own economic development. Prahalad (2009: 

43) suggests that the individuals within the BOP have to be converted to consumers through 

new market development. This involves private enterprises to encourage the capacity to 

consume, accessing these low-level income consumers through unconventional strategies. 

One example of such a strategy is single-serve sachets of shampoo, a small and affordable 

alternative to big packages. Many consumers within the BOP depend on daily wages and do 

daily purchases when money is available, making this option very attractive to them. The 

shampoo market in India, where sachets remain very popular, is as large as the U.S. Market. 

In addition, the sachets have decreased the brand switching costs; if the consumers are not 

satisfied with the quality they will not repeat their purchase. Thus the necessity for companies 

to innovate and improve their quality has increased. The involvement of the private sector 

within the BOP can lead to the development of new products and services for this segment. 

(Prahalad, 2009: 40-45) This is why SCJ has been trying to create a service concept around 

their products because otherwise the poor consumers could not afford to buy them. By 

offering these consumers choice and attention, which traditionally has been a privilege of the 

upper classes, dignity will follow. In addition, there is a deep mistrust within the BOP towards 

large firms. Hence building trust between the business and the consumers is essential for 

private firms entering this market. (Prahalad 2009: 43-46) 
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There are obviously many challenges for MNCs that needs to be taken into account when 

targeting the BOP. Karnani (2007b: 109) argues that solving the poverty crisis requires 

recommendations supported by logical analysis rooted in data, not exhortations based on 

unsupported assertions and hyperbole. A framework for serving the poor and doing so 

profitably has been developed from critical factors observed in successful organizations 

operating in emerging economies. The first step is to make services affordable and available 

to the BOP consumer. The second step is to gain acceptance for these services and an 

awareness of their existence within the poor communities. (Anderson and Billou, 2007: 14-

20) The initial BOP research focused the attention on the vast opportunities for mutual benefit 

between private enterprises and people at the BOP. The second-generation research is still in 

its infancy and involves a more pragmatic exploration of business opportunities at the BOP. 

(Gollakota et al., 2010: 356) As argued, the conceptualization of a BOP business initiative is 

valuable for contributing to this emerging field of research.  

 

3.6 Social Marketing 

Kotler and Lee (2009: 39-40) claim that a strategic marketing mindset is important for 

antipoverty organizers to direct their efforts in poor markets. Strategic marketing has been 

very helpful for promoting commercial and social benefits in society. Kotler and Lee 

emphasize that a success in marketing is attributed to the concern “Who are the customers, 

and what do they need?”. For this reason, the first set of questions to the interviewees in 

Nairobi concerns the customers of CCS; who they are, why they are perceived as customers 

and what they want.  The only way for the marketer to create effective strategies is by 

researching and understanding the specific needs and attitudes of the target customers (Kotler 

and Lee, 2009: 55).  

 

Kotler and Lee (2009: 48-51) describe the purpose of social marketing as developing 

approaches to support desired behavior changes. This is done by increasing the perception 

that the benefits of a new behavior outweigh the costs of adopting it. A related example for 

CCS to do this would be to emphasize the benefits of clean toilets (e.g. status, health benefits) 

or emphasize the costs of the undesirable behavior (e.g. child mortality, loss of income due to 

poor health). It is important to understand the BOP consumers‟ needs, wants, perceptions, 

preferences, barriers and motivations for engaging in a certain behavior. The difference 

between social marketing and commercial marketing is the focus on behavior as opposed to a 

tangible product or service. Social marketing principles aim to influence behavior that will 

have a positive effect on society.  

 

3.7 The Marketing Plan 

Market planning can be described as a structured process that leads to a coordinated set of 

marketing decisions for an organization under a period of time. This is based on analyzing the 

internal and external situation, setting marketing strategies for targeted customer segments 

and management of marketing activities through implementation, evaluation and control. The 

outcome from this planning process is documented in a marketing plan. Most importantly, it 

keeps the organization focused on its customers and it determines its capabilities in serving 

their needs. In addition, it examines the context of competition and the marketing 

environment. (Burk Wood, 2010: 3-4) 

 

The requirements of a marketing plan can vary significantly from company to company, 

however there are some general characteristics that are common across industries. The first 

part is to set corporate objectives and since this is an academic publication, these objectives 

are defined by the research question and purpose. The second step is to carry out marketing 
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research, performed by reviewing academic publications and investigating customers and 

competitors. The third step involves internal marketing research, such as conceptualizing CCS 

and its marketing mix. The fourth step involves carrying out a SWOT analysis with the data 

collected by the marketing research. The fifth step includes generating marketing strategies, 

programs (e.g. promotional activities) and analyzing the data. The final step involves 

reviewing and updating conditions and situations in the light of changing circumstances 

(Westwood, 2002: 20-25) 

 

3.7.1 Competitive factors 

All organization face competition and it must be carefully analyzed to assess the industry‟s 

competitive environment. Many companies tend to only consider current competitors 

following similar marketing plans as themselves within the same industry. However 

marketers must be open to new trends that might change the competitive situation. (Burk 

Wood, 2007: 35-7)  

 

3.7.2 Collaborators 

Kotler and Armstrong (2008: 28) argue that the company cannot build lasting customer 

relationships and create customer value alone – it needs marketing partners. The company 

must work closely with partners throughout the marketing system (i.e. partner relationship 

management). Kotler and Armstrong (2008: 334) explain that delivering a service not only 

includes building relationships with customers but also key suppliers and resellers.  

 

3.7.3 SWOT Analysis 

The SWOT analysis is used to monitor the external and internal marketing environment. It is 

the overall evaluation of a company's strengths, weaknesses, opportunities and threats. (Kotler 

et al., 2009: 101) Strengths and weaknesses are internal capabilities that support or hinder the 

company from performing. The purpose of the SWOT analysis is to find key strengths and 

match them with external opportunities. In addition, it shows how these strengths can guard 

against internal weaknesses and external threats in supporting marketing decisions. (Burk 

Wood, 2007: 37) One will have to monitor key factors in the macroenvironment and 

significant actors in the microenvironment that affects the company‟s ability to earn profits 

(Kotler et al., 2009: 102). Strengths are internal to the company and include its capabilities, 

resources and situational factors that may help to serve its customers and objectives. 

Weaknesses are the internal limitations that may interfere with the company‟s performance 

and threats are unfavorable external factors that may occur. Opportunities are external trends 

or factors that the company might exploit to its advantage. (Kotler and Armstrong, 2008: 52) 

 

3.7.4 Marketing Mix 

Different segments need different 

marketing mixes, hence for-profit 

organizations need to understand 

what characterizes the BOP 

segment and adapt the marketing 

approach accordingly (Pitta et al., 

2008: 399). The goal of the 

marketing strategy is to create 

value for the customer and 

generate profitable customer 

relationships. The company has 

decided the target market it will 

Figure 3.4 Three levels of product, adapted from Kotler and Armstrong, 

2008: 220)  
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serve and how to serve it properly. Guided by this strategy, the company will use the 

marketing mix (four Ps) to create an integrated marketing strategy. (Kotler and Armstrong, 

2008: 47) Both social and commercial marketers use the four Ps – product, price, place and 

promotion – to encourage purchase or switching behaviors. The offer (i.e. product, price, 

place) must respond to the customers‟ needs and wants (Kotler and Lee, 2009: 48-55). The 

marketing mix can be defined as “a set of controllable, tactical marketing tolls that the firm 

blends to produce the response it wants in the target market” (Kotler and Armstrong, 2008: 

50).  

 

The first P is for product and broadly defined it includes physical objects, events, persons, 

places, experiences, organizations and ideas or a mix of these entities. Planning the marketing 

mix starts with formulating a market offering to the target market and the product constitute a 

key element in this process There are three levels of products and services that needs to be 

considered to add customer value; the core benefit, actual product and augmented product. 

(Kotler and Armstrong, 2008: 218-9). The first level entails the core benefits the customers 

seek to solve their problems. The second level involves turning the core benefit into an actual 

product offering, such as developing service features, design and packaging. The final step 

involves offering addition services that will augment to customer experience. View Figure 3.4 

for an illustrated model of the three steps.  

 

The second P stands for price and can be defined as the actual amount of money one is paying 

for a service, or the sum of the value exchanged for the benefits of having the service (Kotler 

and Armstrong, 2001: 371). The most obvious price to pay for a service is the monetary cost 

for attaining a certain benefit. However other important aspects to consider are time, effort 

and psychological cost. For example, the time it takes for a customer to go to the nearest store 

to buy a mosquito net (time cost) and the psychological discomfort of sleeping under it are 

both two aspects that can be included in the price calculation. (Kotler and Lee, 2009: 200-1)  

 

The third P, place, is where and when the target market is encouraged access the products or 

services (Kotler and Lee, 2008: 247). The goal using the place tool is to make it as convenient 

as possible for the target market to access the services (Kotler and Lee, 2009: 204). Since 

services are intangible and cannot be normally stored or inventoried, the services production 

is not separated from selling. Hence it is important to use intermediaries to bring the producer 

of the services and consumer together. (Srinivasan, 2004: 29). The fourth P is for promotion 

and includes the tools a company uses to persuasively communicate their value proposition to 

the customers and build customer relationships. The promotion mix consists of advertising, 

sales promotion, public relations, personal selling and direct marketing. (Kotler and 

Armstrong, 2008: 398-9) The promotion of services should focus on personal information and 

make the intangible aspects of the service tangible through proper communication 

(Srinivasan, 2004: 29). 

 

There has been some criticism of the 4Ps framework that it is not built around the consumer 

and that it is too focused on the management of internal resources (Sridharan and 

Viswanathan, 2008: 459) For this reason, the 4A‟s described earlier has been included as well 

to analyse the service concept. However the argument that the customer is not the main focus 

of the marketing mix is a fallacy because the customer is the very foundation of the marketing 

strategy per se.  
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3.7.5 Extended marketing mix 

The original marketing mix was developed in North America using empirical data from 

mainly consumer packaged goods and durables (Grönroos, 1989: 53). In addition, it is 

assumed that no personalized relationship with the producer and marketer of the product exist 

(Grönroos, 1997: 327). Thus several academics argue that the initial four P‟s are too limited to 

cover all marketing aspects of the firm and the situation (e.g. Boom and Bitner, 1981; 

Johnson, 1986; Judd, 1987). It is argued that different marketing contexts need different 

marketing mixes. The criticism has mostly been from the services marketing, in particular the 

extension of the marketing mix to include process, physical evidence and participants. (Rafiq 

and Ahmed, 1995: 4) The marketing of services is frequently more complex than that of 

goods due to intangibility, perishability, customization and cultural sensitivity attributes 

(Czinkota and Ronkainen, 2008: 520). The service marketer should consider the additional 

three P's (i.e. people, physical evidence and process) to help market the services internally and 

externally with better prospects (Srinivasan, 2004: 34). 

 

The fifth P is participants and includes human actors, such as the firm‟s personnel and other 

customers who play a part in the service delivery process. They are very important in service 

professions because they have a key position in influencing customer perceptions of service 

quality. This also includes customers involved in the service environment because they can 

also affect their immediate surroundings. (Rafiq and Ahmed, 1995: 4-7)  

 

The sixth P stands for physical evidence and refers to the (physical) environment where the 

service is delivered. This includes tangible cues that facilitate the communication and 

performance of the service. (Rafiq and Ahmed, 1995: 7) Since service quality is uncertain 

before the service is performed, customers use these tangible cues to assess the expected 

result. This can be certificates and diplomas on a physician‟s wall or the furnishings in a 

restaurant, indicating what kind of food and service to expect. Physical evidence can help to 

make the services more tangible in the minds of the customer (Srinivasan, 2004: 34). 

 

The seventh and last P, process, relates to how the service is provided to the customers 

(Clarke, 2000: 45). It explains the procedures and activities involved when the customer 

acquires a service. Here the customers must be taught how the service process occurs and 

responds to their expectations. (Rafiq and Ahmed, 1995: 7) The service concept is a 

combination of complexity and divergence, thus a process design can substantially increase 

the impact of the services (Srinivasan, 2004: 34). It can be argued that it is unnecessary to use 

the extended marketing mix because these three last Ps can be included in the other four. Even 

though this might make sense it is argued that the extended framework will provide a clearer 

structure to the marketing plan. In addition, these “new” Ps are of great importance in service 

companies and should receive some extra attention. 
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4. Cultural and Geographical context 
This chapter starts by sharing some background information about the key interviewees to 

make the reader understand who they are and what they represent. This is followed by a brief 

description of Kenya and the geographical context of this research. An explanation of slums 

and sanitation is brought forward to facilitate an understanding of the environment CCS is 

operating in.  

 
4.1 Interviewees  

Throughout the data collection period, there were 22 occasions when interviews and/or field 

trips were conducted. The first interview was performed with Justin on Mars 31, 2010 and a 

CCS group meeting was attended on April 12. The second interview was with Joseph on April 

8, followed by an interview with David (April 13), Farida (April 14) and Mambo (April 15). 

A field trip was conducted on April 20 (in Huruma and Kariobangi) and a field trip observing 

the cleaning process in Mathare 10 on April 22.  Another field trip was conducted in Huruma 

on April 23, followed by an interview with Eliza. A CCS meeting was attended on April 26, 

field trips in Kibera and two interviews with WSUP on April 27. Two interviews were 

conducted with Excloosive on April 28 and a CCS meeting on May 3. A second interview 

with Joseph was conducted on May 10, a meeting with the World Bank on May 14 and a 

meeting with Plan International on May 17. The last interviews with Joseph and Tatiana were 

conducted on May 26.  

 

4.1.1 Justin 

Justin was a part of the original team that came to Kenya in 2005 as a part of a process called 

the BOP protocol. This is based on the idea of multinational companies coming together with 

poor communities to co-create a new business. S.C. Johnson was the first company to use this 

process and try to come up with a new business in Kenya. They partnered with an 

organization called Karolina for Kibera from June to August 2005 and out of that work 

emanated a service concept where entrepreneurs from the slums could deliver based on SCJ's 

products. After that two PhD-students from Cornell University were involved and tried to 

keep the business developing. However there were not enough people stationed in Kenya, 

only a team of two people who kept the business running. In addition, no one from SCJ was 

there to move the project forward and the PhD-students were flown in from the United States. 

As a consequence, the project was developing very slowly in its early stages. 

 

Justin currently works for SCJ and has been working with them since 2006. His role is to 

guide the company in the area of strategic sustainability. His area involves projects and 

businesses that are in the ”gray area” between SCJ's base business (i.e. purely for profit 

motivated) and their philanthropic work (i.e. purely social- and environmentally motivated). 

Justin's task is to understand how SCJ is working in Africa to create strategies that support 

these businesses in order to make them sustainable. CCS is one of SCJ's key projects when it 

comes to strategic sustainability and Justin's role within this business is to provide a link to 

SCJ. This entails project management, operating funds for development of the business that 

will finally lead the business to start supporting itself on cash flows and become a fully 

sustainable business. Apart from CCS, SCJ Africa has a malaria education program in Ghana 

and a pyrethrum project in Rwanda that Justin leads. According to Joseph, Justin handles all 

the communication from abroad and plays a huge role in terms of setting a direction for CCS 

to follow. He mentions that without SCJ's products and funding the business initiative would 

have been impossible. 
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Justin is mainly reporting to the vice president for EurAFNE (Africa, Near East and CIS) but 

he has interaction with SCJ's sales, distribution and R&D departments as well. Below Justin is 

the owner of the CCS, which is a locally registered company with Joseph as the formal owner. 

Justin is currently Joseph‟s business partner but they are currently trying to find someone to 

take over Justin's position in Nairobi as the organization grows. Justin is also responsible for 

other SCJ projects in Rwanda (Pyrethrum), Ghana, South Africa and Mozambique (Malaria 

education) and deep distribution projects in West Africa. 

 

4.1.2 Joseph 

Joseph's position within the CCS has been changing periodically. When they begun with the 

CCS initiative he was an employee at SC Johnson, positioned in the local company in Nairobi 

as a distribution manager for East Africa. He was working in a team that worked with students 

from Cornell University coming to Kenya, including Justin and Tatiana, to implement the 

BOP protocol. These students came to Kenya for three months and then left the work they 

started to Joseph. From these students and the professor Stuart Hart, he was introduced to the 

base of the pyramid research, of which he had been unaware of at that time. Initially, the idea 

was to implement the protocol in the rural areas; however Joseph and his coworkers suggested 

them to focus on low-income urban areas as well. As a consequence, the team of students 

coming was split into rural areas in Molo meanwhile others focused on the Kibera slum in 

Nairobi.  

 

At that point, Joseph was the company representative on the ground for the local company. He 

was left to run the immersion stage of the CCS initiative but after a year he left the company 

to start up a business himself. After six to eight months after Joseph left Justin was employed 

by SC Johnson to continue to work because the management realized that they needed 

someone within the company to spend more time on the BOP initiative. At this stage, the 

initiative was struggling in terms of implementation. The initiative needed very close 

supervision, which SCJ was not able to provide, partly because the people working with this 

kind of experience were rather limited. For this reason, SCJ asked Joseph if he wanted to 

work with the CCS once a week as a consultant and he agreed.  

 

Initially, they were working in a similar way as an NGO, which led everyone in Kibera to 

view them not as a business but as an NGO. This was the first perception that Joseph wanted 

to change about the business. To put on quote, he said “Guess what – we don't pay you to 

come for a meeting, we ask you to come for a meeting because you think that there is a long 

term benefit to you”. This had a demoralizing affect on some of the people coming in because 

they were perceived as an NGO and it is common for these kinds of organizations to pay 

people to attend meetings. However, they were not paid to attend CCS's meetings which 

filtered away some of the “joy riders”. When the students from Cornell University left, there 

were about five or eight youth groups (approximately 100 people) involved in this initiative 

but by the time Joseph got back there was only one youth group left. The other individuals 

lost interest and things were not working the way it should.  

 

At that point, Joseph‟s role was as a consultant and he emphasized the importance of trying to 

create a business model that would enable the business to work properly. CCS had realized 

that its fumigation business did not work and the business needed to focus on other areas of 

cleaning services. A team working in Mathare had an idea to use SCJ's toilet cleaning 

products to clean the people's toilets in this area and get paid for it. The CCS realized this 

potential opportunity and started to implement it successfully. At this stage, the CCS was 

registered as a company with Joseph as its formal owner. However he considers himself as a 
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partner in the business, both he and Justin introduced themselves as business partners. 

Joseph‟s role as a partner is to coordinate all the activities of the business locally on the 

ground.  

 

Part of his role is to maintain the fine balance between making business decisions quickly and 

allowing participation from the entrepreneurs in the business. He is making sure that everyone 

is talking to each other and the business has an agreed direction. Another of Joseph‟s 

responsibilities is to try to arrange a meeting with the minister of public health to facilitate an 

expansion of CCS's services. An endorsement from the government would be helpful and a 

letter from the city council is needed to allow the cleaning teams to offer their services to 

public schools in Nairobi.  

 

4.1.3 David 

David is the CEO of Ecotract, a company with about 200 different innovations. The main 

focus is innovation within urban environments in Kenya and the East African region. Since 

the urban development has seen a rapid growth in the slums during the last 50 years, Ecotract 

as an organization is trying to figure out how to fill that gap, correspond in social 

infrastructure and figure out how to address these issues as a private sector entrepreneur. 

Their main focus in this area is pure innovation, infrastructure and management of sanitation 

and water.  

 

IkoToilet is an initiative founded by Ecotract, a public and private partnership. They manage 

the IkoToilet for five years and after that period has passed the toilet is handed over to the 

local authorities for management. The IkoToilets are per use, and they normally charge five 

shillings in urban areas. In the slums they are pay-per-month and charge US$1.2 (app. 97 

KSH) per month and family. Charging a little more than one dollar for a family with six 

people is a full subsidy; however David explains that they want the families to feel the 

responsibility that they are paying for it. The main idea is to ensure that everyone has access 

and how to strengthen sustainability. In order for them to maintain and recover costs, they 

have brought in other services surrounding the toilet, such as shoe shine services. In the slums 

they use the same model, with small activities close to the toilets to strengthen the revenue 

base. Justin contends that their business model has been very successful within middle income 

districts (e.g. in the CBD) but not in the slums.  

 

Their interest is to prove a model that work so they are not moving into areas where there is 

already some basic provision. According to David, they are not competing with NGOs where 

they are because of their approach as a social enterprise. The main idea is to develop an 

alternative model that work. In many of the areas people would defecate in the open, a 

problem IkoToilet wish to address by showing that their concept works and prove it in scale. 

So far they have built 40 IkoToilets across the country and they are able to recover their costs 

to repay debt.  

 

Not only does the IkoToilet address the sanitation needs within these communities, they are 

also providing employment to around 150 people, hence transforming the social aspect as 

well. The people cleaning the toilets are individuals from the slum areas that receive training 

and cleaning equipment from IkoToilet. 

 

The reason why they want to provide an alternative model to toilets is because David claims 

that the NGO model is more dollar driven and not sustainable. They do not give much thought 

into what they have done and do not consider revenue recovery as much as they should. They 
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have the money; they do the job and then leave. He explains that one of the major differences 

between their approach and the NGOs is their time frame. They are more long term 

meanwhile an NGO would go into one or two year projects. They are continuously trying out 

new models that might work; one project they are finalizing is to make fertilizers out of urine 

byproducts from the toilets.  

 

4.1.4 Farida 

Farida is the head of sales at the CCS. She is directing the sales team which also does a bit of 

marketing for the organization. She was the first one involved with marketing CCS‟s services 

and has been working with that for a year (In October, 2010). After the first month she 

realized that they needed more people in the team, hence they recruited more people. The 

sales team goes out and does personalized selling, talking face to face with their potential 

customers. They have a dialogue with the people what they feel about having a clean toilet 

and bathroom, tell them about the CCS and then try to sell them the service. Johnston and 

Marshall (2006: 80) argue that selling and marketing is not a synonymous concept. They 

share many characteristics, such as identifying customers needs, tailor the service to meet 

those needs and negotiate price and so fourth. However, even though important, personal 

selling is only one part of the promotional mix of the company and should be treated as such. 

Farida is using the terminology marketers; however these are referred to as sales people or 

sales team throughout the thesis to avoid inconsistencies.  

 

Farida‟s responsibility is to coordinate the people in the sales team and the entrepreneurs. It is 

her responsibility to train more salespeople in the field and make sure they have all the 

necessary material they need, such as forms and calendars. She is making sure that the 

salespeople are working by giving them a call to oversee how their work is proceeding. Her 

role is also to provide guidance to the team in challenging situations, for example when 

dealing with a difficult client. Sometimes the cleaning teams do not know where to go and 

make a cleaning that has been ordered through the Sales Team, and then Farida will 

coordinate that effort as well.  

 

4.1.5 Mambo 

Within the CCS, Mambo is in charge of quality control. They have standards set for all teams, 

there are standards in product usage, which equipment to be used, and cleaning methods 

should be consistent across the teams as well as the level of cleaning. Mambo moves across 

each team, making sure quality is maintained. In addition, he is in charge of training together 

with Eliza. They train new teams and retrain existing ones if necessary (e.g. if they receive 

complains from clients).  

 

Another of his tasks is to collect data from the teams in the field, mainly data on the clients 

they are servicing, because they differ quite a lot. He collects data on the different surfaces of 

cleaning in order to invent new ways of cleaning them, for example which products to use and 

the right amount of product for every surface. Mambo explains that one needs “different 

amount of product for different surfaces, we have wood in pit latrines, we have tiles, terrazzo, 

concrete, so there is different amount of product”.  

 

Mambo used to be an entrepreneur together with five other individuals in the community 

where he was born. This is how he got in contact with the CCS because the CCS helped his 

team to make renovations and cleanings within that area. However the business collapsed 

because the people within that community expected the government to do everything for 
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them, thus they would not pay for the services. This made Mambo and his team unable to pay 

for products and the business collapsed. He has been employed by CCS since then. 

 

4.1.6 Elizabeth (Eliza)  

Eliza is working as an external quality controller at CCS and has held her position since 2009. 

She helps Mambo in the field collecting data, training new and existing teams making sure 

they are cleaning according to the CCS standards. Before her current position she was 

working as an entrepreneur in the Huruma area, starting 2008. Many from her old team are 

now entrepreneurs themselves within this area and have their own cleaning teams. As her 

business as an entrepreneur expanded she added more people to the team and then split them 

into two new teams because of the increased demand of their business. She was coordinating 

and managing these two teams by herself. She noticed that as more people wanted their 

services, she had to add more people to the teams to respond the increased demand. After a 

while she was overseeing three teams and not working with the business herself. Then the 

teams decided that Eliza did not need to wash and focus on coordination instead. Hence she 

would walk around across other CCS teams to borrow ideas and overview their business. Her 

cleaning teams would report how much product they used, tell her which place they cleaned 

and how much they got paid. Her job was to trust that they were doing their job properly and 

then give her a report. For her, it seems like a natural step to continue and join quality control 

at the CCS central.  

 

 
Figure 4.1, Mambo, Eliza, Farida. 

 

Prior to joining, she did an exam of how much products that should be used, how she 

managed her cleaning teams and how quality control was being performed. As mentioned, 

Eliza had been going around to different teams asking the entrepreneurs' questions and 

helping them with the job. As a consequence, it was proposed by the entrepreneurs at the CCS 
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general meeting that she should help Mambo doing follow ups and quality assurance, because 

that was basically what she was doing already. 

 

4.1.7 Lawi Obiya 

He is currently working at the administration department of Umande Trust, involved in a 

water and sanitation project in collaboration with WSUP. WSUP is a non-profit partnership 

between NGOs and the private sector. (WSUP, 2010) Umande Trust and WSUP work very 

close because both of them are working with water and sanitation, they are “as one thing” 

according to Lawi Obiya. He has been working since 2006. Ghatwekera is an area within the 

Kibera slum, here they have worked with organizing groups and identify sites for sanitary 

facilities. The youth groups first need to organize and decide they need a toilet, and then they 

will send an application to the WSUP. WSUP will talk to the chief of the area and try to get 

approval from him to build a facility. The government owns the land, hence the chief 

appointed by the community have the authority to clear a certain area. It is up to the 

community to give up the site and then the chief approves it.  After the community has done 

the excavation, WSUP will give them material and advice how to build the facility. In 

addition, WSUP have informative meetings about hygiene when it comes to water and 

sanitation. They make demonstrations and inform students in schools about important issues, 

such as washing their hands before they eat.  

 

The youth groups are started up with daily selling and they start with saving the money they 

can put away to the CBO to bring them together. When they have shown an ability to save 

money, they will get the toilet facility from the WSUP. This money is put away at a bank 

account and then put into water for development fund called Sundance. As the CBO starts 

working, they will pay a fee to Sundance, a percentage of what they get from the business. 

Sundance is a network where its members can write an application and borrow money if they 

need a loan for something.  

 

4.1.8 Maureen and Moses 

Excloosive was founded to provide clean, high quality, portable restrooms (Excloosive, 

2010). Maureen is in charge of the marketing department and her main objectives are to grow 

the sales in terms of revenue and improve the brand name. She also aims to create awareness 

about sanitation because that is one of the things that motivate her. She used to work in a 

chemical company producing biological digesters, used in pit latrines and the like. Excloosive 

started in 2004 and they are focusing on renting out mobile toilets to residents and businesses 

in Kenya. The idea rose when the founder, Moses, came across mobile toilets in South Africa 

while running a production house for a TV company. He liked the concept of portable toilets 

and brought it back to Kenya with him. Since no one was doing it in Kenya, Moses though it 

would be a good idea to try out the business model.  This was to cater to the need of the 

production houses and the demand of portable toilets grew. A part of their vision is to become 

the leading sanitation provider in East Africa by 2015. Their core business is toilets and they 

provide toilets to customers who need them, mostly the segments at the top of the pyramid. 

According to the cleaning team at Excloosive, they have three kinds of toilets they rent out at 

different prices. They are dealing with a niche market and they are looking towards scaling 

down to do a mass market approach. They are currently evaluating septic tanks and domestic 

waste systems as two potential solutions to sanitation problems in the slums. These are meant 

to work in areas without proper sewerage systems.  

 

Apart from portable toilets they also have regular toilets in Mombasa; however these are two 

separate business entities. They took them over from the city council to manage them for 10 
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years. They had to rehabilitate the toilets to bring them up to a decent standard and now they 

operate as a public toilet, charging people every time they want to use it. That is not part of 

their core business; however this agreement with the government lasts for 10 years hence it is 

up to them to ensure a clean standard at the public toilets in Mombasa. That business model is 

something they would like to replicate in all areas with a sanitation need. However Maureen 

mentioned there are external factors involved affecting their daily business activities, for 

example they had to pull out of Nairobi Central Business District because the initial capital 

and expectations were too high.  

 

The portable toilets can, according to Maureen, be used in the slums. However market 

penetration is a challenge, to get acceptance and adaptability for these toilets within the 

communities. There is obviously a need for proper sanitation in the slums but even though 

there is a demand, it has been difficult for Excloosive to penetrate that area because of cultural 

beliefs. They can be used in the slums and be moved to where there is a need, however 

Maureen does not believe there it is possible for them to be in the slums given their current 

business model. They have tried partnering with different organizations without success.  

Excloosive try to partner with youth groups and continuously enlighten them on the 

importance of having a clean toilet. As they learn how to manage waterborne diseases 

properly through good water pipes and waste disposal. As soon these issues are considered, 

the level of waterborne diseases can be managed according to Maureen.  

 

They are currently working with a youth group cleaning public toilets and showers. Every 

week Maureen is having a one hour program together with them, emphasizing the importance 

of having a clean toilet and convincing people to use the toilet instead of open defecation. 

Excloosive is looking for a way to partner with the youth group to create employment for 

them and make their projects self sustaining. They are elaborating on a way how to include 

these people in their company as toilet experts because Maureen argued that the project will 

not be sustainable if they do not have a source of income. The partnership's goal is to provide 

a long term solution when it comes to income generation and the state of hygiene within the 

slum area they are operating in.  

 

Within this one hour program, Maureen empowers them to become entrepreneurs that 

rehabilitate the toilet and get revenue from it. She trains them in terms of how they should 

manage their resources and how to reinvest the money into their business as the demand for 

their services grow. Excloosive empties the waste into a city council treatment plant, then 

they use high pressure water and a disinfecting chemical called blue to treat the waste. They 

put the chemical in every toilet before they go out to their customers and according to 

Maureen it “Treats the waste, the solid waste settles down and the water remains up, it 

disinfects”.  

 

4.1.9 Japheth 

Japheth work with the Water and Sanitation Program (WSP), a global program run by the 

World Bank. They are funded by a number of different companies, mainly from the 

Scandinavian area and from the Netherlands. The program has been in operation for the last 

30 years, established by the World Bank to target water and sanitation service provision 

towards the poor. The program is not a lending part of the bank; they are finding projects the 

bank can provide funding for by mainly focusing on disadvantaged areas such as informal 

settlements in urban and rural areas. 
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The initial focus was looking at technology options such as the hand pump, a manual pump 

one is using to pump up drinking water. Part of the reasons why the poor are not served is 

because of the policies in place. For example Japheth said that “the government provide 50 

liters of water per person but when you go to rural communities one realize that you only 

need like 5-10 liters of water, we need to start focusing on how to provide these little 

quantities”. In rural communities, protection and small scale might be a more suitable way to 

deliver to these people. Even though these poor people might have access to the water pipe 

system they cannot pay the connection fees. Much of the work the WSP does is to investigate 

how to make it possible for these people to get access in these environments. They find 

solutions and the World Bank finances it.  

 

Japheth mentioned that one of the ways that has been happening is organizing communities to 

build communal abolition blocks. There are some major challenges in how these facilities get 

managed, if the people can afford these services and whether everyone should pay for it (e.g. 

children). Another problem for the WSP is that shared toilet facilities do not count into 

realizing the Millennium Development Goals (MDG). Adequate sanitation defined by the 

UNDP/JMP that collects statistics for the United Nations does not recognize shared facilities 

as adequate sanitation. A shared improved sanitation facility is defined by the latter as "[...] 

an otherwise acceptable type [of toilet] shared between two or more households. Only 

facilities that are not shared or not public are considered improved" (JMP, 2010c: 12). On 

the one hand the WSP and the World Bank is promoting the shared toilet facilities but on the 

other hand that would not serve to meet the MDGs. However Japheth argues that if one 

provides this shared toilet solution it is clearly improving peoples lives. It makes a big 

difference for people to have a shared toilet facility and due to the limited space available 

within the slum areas; it makes sense to promote these kinds of facilities.  

 

The only challenge is when they are not connected to sewerage because the exhaustion 

charges are very high and since they are used by many people they often get full. To bring a 

truck into these crowded slums pose a big challenge and the WSP recommends the 

government to extend formal sewerage into these particular areas because that would reduce 

the overall running costs. In addition, when connected to the sewerage (i.e. a waterborne 

system) it means that the water supply must be adequate. Japheth mentioned that it has been a 

challenge lobbying the government and showing them the importance of investing in 

sanitation and hygiene promotion within the slums. WSP's goal is to make sure people realize 

the importance of good sanitation and the health impacts it bring to the community. This 

means providing education or supporting institutions and organizations that are able to do 

that. They work on a national and a global level collaborating with NGOs on the ground to 

disseminate best practices down to the grass roots.  

 

Based on the kind of organization WSP are, one of the things they are trying to do is to bring 

all the toilet operators together and help them with their businesses (e.g. by forming an 

obligation, developing code of conduct or develop standards). According to Japheth they play 

a major role in coordinating these different actors within the sector. In addition, they serve as 

an important link between the private sector, government and the NGOs. He considers them 

to be an honest broker because “we don't bring money on the table, we only bring money for 

software, having an interest to push and give an agenda to bring everybody to the table and 

discuss issues of professional nature”.  
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4.1.10 Tatiana 

Tatiana is a PhD researcher at the University of Cambridge in the United Kingdom. She is 

currently in the middle of her PhD, performing her data collection phase. She has been in 

Kenya since August 2009 but her history with the CCS started much earlier than that. She was 

involved in the first team of the pilot protocol together with Justin in the summer of 2005. 

This was the first time they worked together and with a BOP project. Since that time she 

worked through different projects through the center for sustainable global enterprise at 

Cornell University, led by Stuart Hart. Her role was primarily one of a consultant/business 

anthropologist in some of these projects, one in India and another in the Philippines. After 

that she started her PhD studies using the work with CCS and SC Johnson as a case study to 

understand the social impact of some of these corporate BOP projects. Tatiana argues that 

most of the literature in the business context, especially case studies made on work in India or 

Mexico, is written from a company's perspective. Although there is a claim that they are very 

interested in engaging with the stakeholders at the BOP she as an anthropologist say that a lot 

of the categories regarding poverty, community and the such is often defined from a very 

business perspective. Tatiana‟s interest in the CCS is to spend some time in Kenya to not only 

understand the operation of the CCS but the broader context, meaning culturally, socially and 

economically in which CCS is situated. Hence she has been spending most of her time trying 

to get to know all the groups of the CCS, especially five entrepreneurs and their teams 

operating in Mathare.  

 

As explained in the next chapter, many of the entrepreneurs have other businesses on the side 

of the CCS business. Since Tatiana is looking at a broader perspective, she is also working to 

understand the other types of businesses those same groups are conducting. During the first 

two month's in Kenya she had intensive language training and she was trying to spend as 

much time with each team as possible. During this time she did not conduct any interviews or 

record anything, only participating as an observer and being present in the context. She asked 

the teams if she could come and work together with them to be able to understand the 

business from their perspective. They would teach her as if she was an apprentice in the field 

and she learned through the experienced rather than presuming she could analyze this 

unfamiliar situation. Tatiana explains that this gave her ”an entry point figuratively and 

literally to spaces both in the community and in domestic that I would never have been able to 

enter being an outsider [...] as a part of the team I would say hello, come in [to the people's 

homes] they would double check and look at me funny but ultimately, I could go in and 

observe and understand the infrastructure of this stage, it was like a license to entering 

spaces that would have been closed off otherwise”.  

 

In addition, she mentioned that it gave her access to the entrepreneurs, getting them to talk 

more openly and to understand the context beyond the surface. For example, she said that 

“when I was there it was a drought, it was a real issue around getting water and it was a way 

of understanding the logistics of getting water in a jar. I wouldn't have known that if I didn't 

come in with them as a team, you know how to get the water and a lot of times you ask a 

question and the answer you get is a very partial answer, so sometimes either you need to 

follow up interviews or it is easier to participate in some way in the activity in question. Then 

you can make an observation that triggers a curiosity and ask why did we go to this water 

point even though it is further away from the other one? […] Some times when things are 

close to you we tend not to think about them and many things that are interesting to us 

researchers from the outside might not appear as an issue to the people living close to them”. 

Thus her research question emerged from working together with these teams in their everyday 

life in the field (i.e. grounded research). After a few weeks working with the teams Tatiana 
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got interested in understanding not only about cleaning toilets and sanitation, but the broader 

perspective in how people relate to waste and its different components.  

 

 
Figure 4.2, Mambo, Rosie, Joseph, Peter (Plan international) and Tatiana. 

 

4.2 History of Kenya 

Jomo Kenyatta was the founding president and led Kenya from its Independence in 1963 until 

his death in 1978; replaced by President Daniel Toroitich arap Moi in a constitutional 

succession. Kenya was a de facto one-party state until 1982 when the ruling party Kenya 

African Union (KANU) made itself the sole party in Kenya. Moi acceded to internal and 

external pressure for political liberalization in 1991 but the opposition failed to replace 

KANU from power in the 1992 and 1997 elections. The president stepped down in late 2002 

following fair and peaceful elections. The National Rainbow Coalition (NARC) won the 

election and Mwai Kibaki assumed presidency following a campaign against corruption. 

However the NARC coalition was broken in 2005 as a result of the constitutional review 

process. A new opposition coalition was formed with KANU and government defectors under 

the name Orange Democratic Movement (ODM) that defeated the governments draft 

constitution in November 2005. When Kibaki was reelected in 2007 ODM‟s presidential 

candidate brought charges of vote rigging which triggered two months of unrest and violence. 

UN-sponsored talks in late February 2008 led ODM‟s candidate Raila Odinga into the 

government as a prime minister. The new constitution (27 August, 2010) abolishes the 

position of prime minister and establishes a bicameral legislature; many details have yet to be 

finalized and will require significant legislative action (CIA, 2010)  
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4.2.1 Kenya in numbers 

According to July 2010 estimates, the population in Kenya is 39 million people. 42.3 percent 

are between 0-14 years, 55.3 percent are between 55.1 percent and 2.6 percent are 65 years or 

older. The median age is 18.8 years and life expectancy at birth is 57.86 years. The total 

population living in urban environments is 22 percent and the rate of urbanization is 4 

percent. The population in Kenya is compiled of many different ethnic groups. Kikuyu is the 

largest with 22 percent of the population, followed by Luhaya (14%), Luo (13%), Kalenjin 

(12%), Kamba (11%), Kisii (6%), Meru (6%), other African (15%), non-African (Asian, 

European and Arab, 1%). (CIA, 2010) There are between 40 to 70 tribes in Kenya, depending 

on what factors being considered. Most of these groups have adapted to a semi-western 

lifestyle, although some of them (e.g. the Massai) have kept their traditional way of life. 

(Kenya-Advisor, 2010) It was apparent in Nairobi that many groups still intermarried and 

associated well among each other but when it came to elections many people voted on their 

tribesmen (e.g. Fox, 1996: 607).   

 

The majority of the population is Christian, where Protestantism (45%) and Roman Catholic 

(33%) are the two largest divisions. The Muslim population and indigenous beliefs each 

constitute 10 percent of the population and other religions 2 percent. The literacy rate is 85 

percent and the official languages in Kenya are English and Kiswahili.  

 

Unemployment is a big problem in Kenya, accounting for 40 percent of the population. Even 

though Kenya is the regional hub for trade and finance in eastern Africa the economy has 

been hampered by corruption and reliance on exporting low-cost products. In addition, post-

election violence in 2008 in combination with the global financial crisis reduced the estimated 

GDP growth to 2 percent lower in 2008 and 2009. The GDP measured in purchasing power 

parity was $62.56 billion according to 2009 estimates, compared to Sweden‟s $331.4 billion 

during the same year. 62 percent of GDP comes from the services sector and agriculture and 

Figure 4.3, Kenya is located in Eastern Africa, bordering the Indian Ocean, Somalia, Tanzania, Uganda, 

Ethiopia and Sudan (CIA, 2010) 
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industry account for 19.7 percent and 17.2 percent respectively. (CIA, 2010) The services 

sector is dominated by tourism, primarily from Germany and the United Kingdom, followed 

by financial services (Library of Congress, 2007: 12-13).  

 

4.3 Nairobi 

Nairobi is the capital of Kenya, situated in the south-central part of the country at an elevation 

of 1,680 meters. It originated in the 1890s as a colonial railway settlement and it became the 

capital of the British East Africa Protectorate in 1905. As a government center the city has 

attracted migrants from rural parts of the country that made it one of the largest cities in Sub-

Saharan Africa. It is the most important industrial center of the country and light-

manufacturing industries produce beverages, cigarettes and processed food. It also acts as a 

railway hub routing products from the agricultural heartland for export via Mombasa. 

(Encyclopædia Britannica, 2010a) 

 

4.3.1 Slums areas in Nairobi 

A slum is defined by Encyclopædia Britannica (2010b) as a “Densely populated area of 

substandard housing, usually in a city, characterized by unsanitary conditions and social 

disorganization”. According to Humanitarian Futures (2010), Foroutan defines five key 

elements of slums as lack of improved water, fragility of housing stock, insufficient living 

area, insecurity of tenure and lack of improved sanitation. Most of the occurring definitions 

include overcrowding, poverty, inadequate housing- and sanitation facilities. 

 

The largest slum in Nairobi is Kibera, 

previously labelled as the second largest 

slum in Africa. In Kibera and in many of 

the other slums, the land is owned by the 

government and the whole settlement is 

informal. The settlement started when the 

government offered land to soldiers 

stationed in Kenya. The population and 

census results from 2009 shows that the 

population of the area is estimated to be 

170,000 people and not home to one or 

two million people as previously thought. 

Two other big slums are Mukuru Kwa 

Njenga (130,000 people) in western 

Nairobi and Mathare (87,000 people) in 

Nairobi North. (Karanja, 2010) The CCS 

has the majority of its business in Mathare 

and according to the UN Habitat, between 

40 and 50 percent of the Kenyan 

population live in slums (UN Habitat, 

2010) The infrastructure in the Kenyan 

slums remain inadequate because the 

government is not supporting     

development in areas that are considered 

Figure 4.4, Huruma – vertical slum                                as illegal informal settlements (IRIN, 2010). 

The slums dwellings are either horizontal or vertical. In a horizontal slum such as Kibera, the 

10m
2 

single-room structures are built from mud, timber and corrugated iron sheets. An 

average of 3.4 people lives in these buildings. (WSP, 2005: 2)   
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4.4 Sanitation 

The seventh paragraph of the millennium development goals (MDGs) set fourth by the United 

Nations is to: “Halve, by 2015, the proportion of people without sustainable access to safe 

drinking-water and basic sanitation". This is measured by the proportion of population using 

an improved drinking water source and an improved sanitation facility. (JMP, 2010a) 

However due to lack of investments in sewer systems and resource availability, Kenya does 

not meet the projections of MDGs (WASREB Impact Report, 2009: 3-22). The condition of 

the sanitation system in Kenya is a source of concern. The majority of the urban areas lack 

adequate sanitation and available facilities are misused and poorly maintained. As a result, 

these environments are a source of numerous environmental and health risks in these poor 

communities. (Muchiri et al., 2010: 21) Among the diseases related to water and sanitation, 

bacterial and protozoal diarrheas are two of the most infectious diseases found in Kenya (CIA, 

2010). 

 

Sanitation coverage is defined as the proportion of the population within the service area of a 

water and service provider (WSP) which is using improved sanitation facilities. The Kenyan 

average is 49.47 percent but only 22.91 percent in Nairobi in 2006/07. This can be compared 

with the acceptable sector benchmark of 90 percent coverage. Improved sanitation facilities 

are those with flush or pour-flush to a piped system, ventilated improved pit latrines, pit 

latrines (WASREB Impact Report, 2009: 22-3) septic tanks and composting toilets (JMP, 

2010c: 12) 

 

There are many challenges attributed to improving the sanitary situation in Kenya, such as 

water resource availability and population growth. The population is estimated at 34 million 

people in 2007, 40 and 50 million people in 2010 and 2020. (WASREB Impact Report, 2009: 

3) These rapid population increases leads to declining environmental sanitation and deplores 

the living conditions in these areas. 80 percent of the hospital attendance in Kenya is 

estimated to be caused by preventable diseases. Half of these are water, sanitation and 

hygiene related. (Ministry of Public Health, 2010) Most progress when it comes to sanitation 

has been achieved by private enterprises by supplying individual households. It is argued that 

the only sustainable approach to meeting the need for sanitation is to support that market, thus 

marketing can be an important element to improve sanitation and finally reach the MDGs. 

(WSP, 2004b: 2) 

 

4.5 Sanitary situation in the slums areas of Nairobi 

In Nairobi, rapid urbanization has meant an increased number of informal structures with little 

or without proper water and sanitation services (IRIN, 2010). Many of the interviewees 

expressed a big concern about the sanitary situation in the slums. Maureen said that “I think 

the situation is bad, not even bad I would use the word risky. The sanitary situation is a risk, 

it's a health hazard. That is my firm opinion, that the level of sanitation in the slums is a risk 

and a health hazard and something needs to be done and it needs to be done urgently”. 

Health problems such as malnutrition, diarrhea, dysentery, cholera, schistosomiasis, typhoid 

fever, hepatitis A and cancers arise in areas where the sanitation is insufficient and the water 

supplies are contaminated (Humanitarian Futures Group, 2010). Of the ten most widespread 

diseases in the Kibera slum, five are directly correlated to inadequate water and sanitation 

provision (WSP, 2005: 3). Justin said that many times the toilets are open sewer that goes 

straight out into the nearest river, however sometimes the buildings will go into a main sewer 

line. There are many problems associated with the sewerage system in Kenya. Apart from bad 

smell, 40 percent of the Nairobi residents have experienced a broken mains sewer, raw 
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sewerage in open and a flooded mains sewer (Kenya Ministry of Water and Irrigation (2007: 

37). 

 

Joseph mentioned that many times the toilets are very dirty because the people have a 

difficulty organizing themselves to clean it. Even though they might have lists where certain 

families are supposed to clean the toilet on a certain day, some people will not adhere to the 

list and in the end nobody is cleaning it. Mambo explained that a dirty toilet brings with it 

many negative aspects, not only diseases but the stench makes it a very uncomfortable to stay 

near. The most common diseases caused by a dirty toilet are of diarrheal nature, but also eye 

infections and cholera has been prevalent in the slums. According to Farida, most of the 

toilets are connected to a sewer system. However Maureen said that they are not adequate to 

cover for the population. This is confirmed by Japheth who said that there is very limited 

sewerage within urban informal settlements. He would rather use a term called on-site 

sanitation, which is referring to the pit latrines disposal on site as the main mode of sanitation 

disposal. In addition, there is completely lack of drainage in these particular areas because the 

congestion is a big problem and exhaustion of the pit latrines when they are full is causing 

many problems. 

 

Unimproved sanitation facilities are referring to toilets that do not ensure hygienic separation 

of human excreta from human contact. This includes pit latrines without a slab or platform, 

hanging latrines and bucket latrines. JMP (2010c: 12) The most popular form of toilets are the 

pit latrines, however as Farida mentioned there are sometimes abolition blocks connected to 

the sewer systems. According to Maureen the pit latrines are not built in a decent way because 

the waste goes down in a hole tracing right into the ground. This is a huge health hazard when 

it comes to the setup, congestion and to the water system.  As it rains, the water flow through 

the latrines and down into the rivers where people come to collect the water. Japheth 

mentioned that the youth groups hired to empty the pit latrines sometimes make a hole in the 

bottom of the pit because they are normally constructed along the river bend. As a 

consequence they have created a self-flushing system as the rain comes, pouring out the 

human waste into the open. However, the “normal” way of emptying the toilets are not a 

better solution. Poor people carry off the waste in buckets in a very unhygienic way and pour 

it next to the settlements. This emptying process is often done with handcarts at night and the 

content sometimes ends up in the river (IRIN, 2010). The youth groups hired are often the 

only service providers the slum inhabitants can rely on to get their latrines emptied. Manual 

emptying is the only way because many of the roads in Kibera are inaccessible to vehicles.          

(WSP, 2005: 2-11) 

 

According to Japheth, people in the slums often use the flying toilet, defecating in a plastic 

bag, usually during the night or early morning and then throwing it away. This becomes a 

breeding ground for flies, mosquitoes and other insects. They buy a bag for one or two 

shillings, stand on top of it and fill it with feces, tie it and throw it away. Unfortunately most 

people do not bother were it will fall. Lawi Obiya said that “They don't bother were it will 

fall, on someone’s roof or whatever, they don't care. You see, the house roof is leaking, the 

human waste is on the top of the roof, when it's raining the rain goes to the wells and you get 

bacteria in your water”. The results are polluted water sources, poor environmental sanitation 

and wasted man hours (Gramalaya, 2010: 4) In addition, without proper hand sanitizer 

products, the people are exposed to the bacteria while eating food with their bare hands.  

 

According to Tatiana, open defecation is often done by kids because their parents will not 

give them five shillings to go to a bathroom at a public toilet. There is less feeling of shame 
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and need for privacy when it comes to kids and Tatiana said that “four year olds having a 

squat is not as problematic in their [parents] eyes or doesn't feel as embarrassing for adults. 

A lot of adults do not want to pay for the kids and even the public toilet workers often do not 

allow kids to come in”. Thus it is imperative that the level of sanitation within the slums is 

controlled. In addition, when open defecation is practiced it is adding bacteria to people‟s 

hands and dumping it in an adjacent area which infects water supplies and food. In some parts 

of Kenya, women and children practice open defecation because of taboos restricting shared 

toilets between genders (WSP, 2009: 39).  

 

4.5.1 Flies have no boundaries 

One of the major problems is that they do not have adequate facilities within the slums. 

According to the JSP (2010b) 22 percent of the urban population is either using unimproved 

sanitation facilities or practice open defecation (view Figure 4.4). Japheth explained that they 

are in a terrible state in terms of maintenance, repair and management. In the public facilities 

provided in certain communities‟ one will find that there is almost never 100 percent usage 

but approximately 60-70 percent. He mentioned that one of the challenges with sanitation is 

that it is considered as an “individual thing”, which it is not. For example, if 40 percent does 

not have access they might defecate in the open which affects everyone. Sanitation must be 

seen through a community perspective, unless an entire area is clean enough the dangers of 

cholera, diarrhea, contamination of ground water sources and such will affect the whole 

community. Not only the people who does not have access to clean facilities. Japheth argued 

that the society must think from a community sense in terms of provision of sanitation 

services because the household/individual approach will not lead to any improvements. 

 

This was also discussed with Maureen who argued that there is a great need for proper 

sanitation in the slums. The poor hygiene and poor sanitation leads to outbreaks of waterborne 

diseases, for instance if it rains there is always an outbreak of cholera or some other disease. 

Japheth claimed that sanitation and hygiene is a behavior thing and one cannot promote 

sanitation by “knocking on people's heads and tell them about the health benefits of good 

sanitation”. It is crucial to understand the individual's motivations which are not only about 

health, it is much broader. People want 

good sanitation because of safety, pride, 

convenience and privacy. If a public toilet 

facility lack these characteristics, the 

attendance to them will be close to zero, 

hence it is important that the service 

providers satisfy these needs. For 

example, the toilet facilities provided in 

informal settlements within Nairobi are 

only used until eight in the evening and 

after that a person living 40 meters away 

is not able to go there because of lacking 

safety. In addition, inadequate lightning 

and unhygienic environments surrounding 

the toilets renders the public toilets 

unpleasant to use (WSP, 2004a: 2). 

 

Lawi Obiya explained that in many slum areas they use plastic pipes made for electricity 

cables and other cheap solutions as water pipes. These materials are very fragile and when 

people walk over them they will break and infected water will be mixed with drinkable water. 



  Ericson, Johannes 

 52 

Steel pipes are too expensive for these people compared to these electricity pipes that break 

easily. Many waterborne diseases, such as diarrhea becomes evident when people drink this 

infected water. The picture on the previous page shows four water pipes lying in the open; one 

is damaged and exposed to dirty water. 

 

Another problem in the slums according to Moses is land tenor. Since the area is crowded 

with informal, unplanned houses one will need to evacuate people to provide sanitation for 

them. People need to be thrown out of their houses to actually build a toilet. “Where are you 

going to put these people?” Moses asked and explained that this has been a very big issue in 

dealing with sanitation. One will need to speak with the locals to have them access and locate 

suitable land as well as finding a place to relocate the people living at the toilet site. After 

that, one will need to speak to the government about putting up a permanent structure within 

this area and local political support is imperative to avoid conflicts.  

 

According to the Lawi Obiya the NGOs often go into the slums without consulting the 

community, not engaging or having a dialogue with them. They build some pit latrines and 

then leave without appointing someone to maintain them. They should ask the community 

what their first priority they would like to give to a problem is and discuss what they want. If 

the main issue is toilets then the discussion will emanate from there. Moses explained the 

same story of an NGO and a donor putting up a block of toilets and leave without thinking 

about maintaining them. In five or three years the septic tank will be completely full and the 

community would not have any money to pay for emptying it. There is no ownership once the 

project is finished and in many areas all over Nairobi there are lots of toilets built by all kinds 

of NGOs that are full. However if entrepreneurs are brought in he said they “will make sure 

people are using it, thus emptying it because they want people to use it. For me, I think that is 

what's lacking, trying to take sanitation and an issue, and merge the social with the economic. 

If it is done with entrepreneurship or economic it is sustainable”. He said sometimes it is 

worth paying a little to have the unit for longer, rather than having it for free for a year and 

then abandoning it. 

 

The majority of the people living in the slums do not understand the intensity of the situation 

they are in. Maureen argued that if they did they would do something about it. She claimed 

that “If they did, you would see more youth groups coming up with toilets every day. They 

wouldn't use the flying toilet because if they did they would understand that the reason why 

my child is suffering from diarrhea is because I didn't dispose of my human waste properly. If 

they did the rate of waterborne diseases would go down significantly”. Thus CCS is helping 

these communities with social progress by informing them about the health hazards in these 

communities and disinfecting their facilities. 

 

Kenya, Ministry of Water and Irrigation (2007: 33) states that 56 percent of family members 

surveyed were using a shared toilet or shared pit latrine. According to the JMP, fewer than 30 

percent of the toilets used in Kenya can be defined as an improved sanitation facility. More 

than 70 percent of the rest of the toilets are shared improved toilet and 28 percent are 

unimproved. These toilets can be cleaned by the CCS to improve their current condition. Even 

though shared toilets are not considered to meet the MDGs, they are definitely a much better 

alternative than open defecation or using unimproved facilities. In densely populated slum 

areas it is often hard to find space for building toilets. Thus a shared solution is often 

preferred because many people can share the costs involved in maintenance and repair. CCS 

might not be able to push Kenya towards meeting the MDGs but they are definitely having a 

health impact in the slums by cleaning these facilities.  
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Figure 4.5, adapted from the WHO/UNICEF Joint Monitoring Programme, Improved Sanitation Coverage 

Estimates - Kenya, March 2010.  (JMP, 2010b: 9). 

 

4.6 Toilets in the slums 

Many of the sanitation facilities in the slums lack privacy, security and are poorly maintained. 

They are unhygienic and the condition is poor with holes in the walls, broken doors and filled 

pits. One of the obstacles for improvement is land tenor because the buildings are under 

constant threat of being demolished it is risky for the owners to invest too much money in the 

dwellings. In addition, most of the slum inhabitants are tenants and the owners are not living 

in the same building themselves, hence limiting the incentives for offering services and 

improve the living conditions. As mentioned, the most common toilet in the slums is the pit 

latrine. As other shack houses in the slums they are usually constructed with cheap and poor 

material (e.g. mud, wood, sheets of iron, carton, plastic), however the condition of them can 
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vary significantly. One latrine is usually used by several households or plots
2
, meaning that 

one single latrine can be shared by up to 150 people. (WSP, 2005: 3-7) 

 

 
Figure 4.6, Pit latrines. These are pit latrines in Kibera with a cemented surface, the feces go into through the 

hole (bottom left) and into the ground. Sometimes there are two slabs next to the hole to increase the friction for 

the person squatting and some times it is only a hole in the ground. They are usually emptied every 10 months.  

 

Even though a pit latrine would appear as primitive to individuals from the industrialized 

world, these toilets can be a major improvement for the health within the slums and are likely 

to be more affordable to the people living there. Both pit-latrines and pour flush toilets are on 

site sanitation, disposing of the excreta into a hole in ground. (WSP, 2004b: 3-11) The top of 

the pit latrines vary, it can be made of any relatively stable material, for example cement 

(view picture above), wood or an asian squat toilet placed above the latrine.  

 

63 percent of the poor people in Nairobi use flush toilets, however this does not necessarily 

mean that they go into a sewer system (Kenya. Ministry of Water and Irrigation, 2007: 34). 

There are also trench toilets in cement that instead of a toilet bowl, there is a trench flowing 

between all of the toilet stalls. Then a maintenance worker would pour water in the beginning 

of the trench and “flushing” the feces away. The problem is that few people wants to sit over 

the trench and defecates next to it, creating a very unhygienic environment. In some sanitation 

facilities they have urinals, either with or without tiles on the walls.  

  

                                                 
2
 A plot is defined as a group of rooms belonging to the same owner or placed side by side (WSP, 2005: 3) 
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WSUP is an organization involved in promoting sanitation coverage in the slums. According 

to Lawi Obiya, they primarily 

build two different kinds of 

toilets. The bio center is the 

largest one and the smallest is 

the one they call the one plot 

toilet. The bio gas toilets can be 

categorized as public toilets 

whereas the one plot toilets are 

residential/shared toilets. The 

bio centers are either squared or 

round and costs about one 

million KSH to build. However 

one of the toilets has a budgeted 

cost of 2.7 million KSH. Gas 

released from the feces is 

transported through pipes from 

the dome (view picture on the 

left) and is used for cooking in 

the same building. There is a 

septic tank under the bio center 

and when the tank gets full after 

a month or two, a lorry will 

take away the waste and unload 

it into the city's sewer system. 

After the toilets are built 

ownership is transferred to the 

local CBO who are cleaning, 

operating and maintaining 

them. These groups usually hire 

some people (e.g. caretaker, cleaner and cooker) to manage the biogas facility. The people 

pay two shillings to go the biogas (public) toilet. At the entrance inside the toilet a caretaker is 

collecting payments from the visitors. The toilets and bathing areas are located on the ground 

floor, connected to a large dome underneath. On the second floor they usually have a cooker 

they use for various business activities.  

 

The toilets are round in shape except for one that is built in a square. There are toilets for both 

gentlemen and ladies and usually an area designated for bathing. The gas is collected from the 

dome and used for cooking, boiling water and such. On the top of the buildings there are open 

areas used for meetings and other forms of activities. In one of the toilets the researcher 

visited they brought a television and showed football, which is a very popular sport in Kenya. 

The income these toilets generate after paying the maintenance salaries range between 5 000 

to 12 600 KSH per week. Ten percent will be given to the Sundance network. The 

maintenance cleans the toilets themselves, every time someone has used it. They clean it with 

water and scrub it around the hole.  

 

One plots are cheap, costing about 20-30,000 KSH to build, similar to a pit latrine and shared 

by about 30-40 people. Since they are cheap and do not require much space, they can be a 

viable sanitation solution in thickly populated areas. The one plots are easier to empty than 

the bio centers, there are some people volunteering for emptying the toilets, taking the feces 



  Ericson, Johannes 

 56 

from the pit and puts it where the water flows or straight into the sewer system. WSUP build 

the own plots for free and when it is full the CBO‟s will collect money from the residents to 

empty the latrines. The residents clean the toilets by themselves. 

 

4.7 Hofstede’s cultural dimensions 

National culture is especially important to consider for services where there is a high degree 

of interpersonal interaction between buyer and seller (Patterson and Smith, 2001: 428). 

Hofstede (2001: 87-370) presents 5 dimensions one can use to differentiate between cultures; 

power distance, individualism, masculinity, uncertainty avoidance and long-term orientation. 

The scores for East Africa, USA, Sweden and World average is presented in Figure 4.7. 

According to the Figure, East Africa has an unequal distribution of power (i.e. high power 

distance) compared to the other countries. This is measured across societal levels, including 

organizations, government and within families. East Africa tends to be more collectivistic 

than the rest of the world, especially in comparison to USA and Sweden. In these societies, 

people are integrated into strong, cohesive in-groups (often extended families, such as uncles, 

aunts and grandparents) which continue to “protect” them in exchange for unquestioning 

loyalty. The gap in gender values (i.e. masculinity) is below world average. A higher 

masculinity rating means a stronger male domination in society and power structure. As an 

effect, the females are encouraged to become more assertive and competitive, hence shifting 

toward the male role model and away from their female role. Uncertainty avoidance is lower 

in all presented countries in relation to the world average and relates to the society‟s tolerance 

for uncertainty. A low rating indicates a society with fewer rules and does not attempt to 

control all outcomes and results. In addition, its people are showing a higher tolerance for a 

variety of ideas, thoughts and beliefs. The last factor, long term orientation, is indicative of 

the society‟s belief in meeting its obligations and tends to reflect an appreciation for cultural 

traditions. East Africa‟s people gear towards a short term orientation with values associated 

with respect for tradition, protecting one‟s “face” and fulfilling social obligations. (Hofstede, 

2001: 87-370; Hofstede, 2009) Even though it would be optimal to have ratings for Kenya 

alone, this data is indicative of the culture in Kenya.   

 

 
Figure 4.7, Hofstedes cultural dimensions, rates from East Africa, USA, Sweden and World average. (Hofstede, 

2009) 
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5. Empirical Findings and Analysis 

This chapter aims to explain the interviews and observations made during the data collection 

procedure in Nairobi. The first interviews were conducted with the management team of CCS 

to fully understand their organization. The second set of interviews was conducted with 

organizations that deal with sanitation in the slums that could be potential partners or 

competitors to CCS. In addition, organizations such as Umande Trust and The World Bank 

were used to corroborate information about the slum inhabitants. Observations were 

performed at CCS cleaning sites and within the slums that enabled the researcher to attain 

first hand information out in the field. Due to the huge amount of raw data coming from the 

interviews, meetings and field observations, the analysis and empirical data is presented in 

data categories to enable the reader to grasp the subjects being discussed and avoid 

unnecessary repetition of concepts. In addition, the field observations and interviews are 

already biased by the researchers interpretation of the situation hence a separation of 

empiricism and analysis would not be suitable. Some uncertainties in numbers and facts 

where clarified through e-mail contact with the CCS management after the researcher left 

Nairobi.  

 
5.1 About CCS 

Justin explained that Community Cleaning Services (CCS) started as a part of a process called 

the BOP protocol. This is based on the idea of multinational companies coming together with 

poor communities to co-create a new business. S.C. Johnson (SCJ) was the first company to 

use this process and try to come up with a new business in Kenya. They partnered with an 

organization called Karolina for Kibera from June to August 2005. Out of that work the idea 

to let entrepreneurs from the slums deliver a service based on SCJ‟s products originated. This 

solution development process based on insights from local organizations is suggested to work 

better than pre-designing solutions for specific usage scenarios (Sridharan and Viswanathan, 

2008: 459) 

 

The CCS business itself is not purely philanthropic, the profit motive is key because if the 

business cannot make any profits, then it is not sustainable. However it is a balance where the 

CCS is constantly trying to improve the income and health situation of the people in the 

slums. Improving their life “by bringing in our products that have a hygiene impact which 

can improve the health […]” and improving the income by an active engagement with the 

local community. CCS is not a project where they have a budget to spend; it is a small 

business with a tight budget that has two years to become profitable. So far the venture is 

making money for the entrepreneurs in the field but not for SCJ. This is in line with research 

arguing for companies to invest time, resources and training to ensure that producers create 

products (in this case services) with some barriers of entry and a reasonable productivity 

level. This allows the entrepreneurs to improve their economic situation by increasing their 

income level. (Pitta et al., 2008: 395) 

 

Justin said that if the business does not succeed in achieving profitability, the company is not 

going to discontinue its activities because the CCS is creating value within the community. 

The other alternative would then be to partner with NGOs or other organizations with the 

argument that CCS could not become profitable but is delivering health benefits, sanitation 

benefits and income benefits to these poor communities. As mentioned, the definite objective 

is profitability and a full sustainable business, for this reason the NGO partners would be 

brought in to support the pieces that cannot be supported from a pure cash flow standpoint. It 

is promising that CCS shows a strong commitment because it takes time to develop a business 
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opportunity in BOP markets and it is important to note that making a complete withdrawal 

can lead to reputational losses on a global scale (Webb et al., 2010: 574-6). 

 

5.1.1 Evolving as a business 

Joseph explained that in the beginning, they hired a consultant to help manage the initiative. 

The consultant came up with the idea to try creating an organization called Coalition of 

Young Entrepreneurs (CYE) for bringing together youth groups in the slums to do business. 

Within this coalition they created a department called Community Cleaning Services. 

According to Justin, SCJ had a dialogue with the entrepreneurs within the communities to 

come up with a service concept centered on its products within cleaning, air care and insect 

control. This is in line with the argument to develop a BOP model based on local knowledge, 

rather than using a top down approach (Hart, 2005: 221; McFalls, 2007: 96; Weidner et al., 

2009: 568).  

 

This deep dialogue and local co-development has led CCS to develop new "native" 

capabilities by building a business model based on local conditions (Hart, 2007: 23). Justin 

mentioned that SCJ tried to have operations both in a rural and an urban setting. However 

given SCJ's products, they could not figure out a business model suitable to rural areas. They 

started with insect control based on the assumptions that people cannot afford a can of 

insecticide and they do not want vermin in their households. The entrepreneurs went door to 

door selling the service of coming into ones home, spraying the insecticide, killing the bugs 

and getting rid of them. Although this model did not work well because of three major 

reasons: 1.) The entrepreneur has to overcome a trust barrier to get access to people's private 

dwellings 2.) Insecticide products are very expensive 3.)  There are many regulatory issues 

concerning these products, such as how the product should be contained. CCS did not manage 

to meet the needs of their customers because it was not possible to reengineer the business 

model and minimize the costs throughout the value chain (Gollakota et al., 2010: 359-361). In 

addition, Joseph explains that this initiative was indeed a noble thought but the problem was 

that no business model had been proved out to make money in the first place. They realized 

that if the business does not make money to the entrepreneurs, it is not going to work 

properly.  

 

Justin explained that these issues made it difficult for CCS to imagine how to scale up the 

business and reach financial sustainability. The cleaning products were incorporated into this 

service concept based on the idea that the entrepreneurs should focus not only on eradicating 

vermin, but also cleaning houses. However the trust barrier issue still remained, because the 

people living in the slum communities are not used to being offered any services. There is no 

police protection, no mail services; they have to get their own electricity and water. Hence it 

is a big leap for the customer to let a person in a uniform into ones home and do cleaning and 

pest control. According to Tatiana, one of the reasons why the CCS remains quite small is the 

fact that “it takes time to influence people's mindsets to market these kinds of service because 

of the fact that in urban slums there has rarely ever been a service, the idea of a service is not 

really there”. She explains that goods are exchanged, bought and sold, there is deep 

distribution of all kinds of products (e.g. sodas, toothpaste, cell phones, shoes) and there is 

much commercial activity going on. However the idea of a service has never been around 

hence it is a relatively new concept of coming in and performing these cleaning services. In 

addition, the consensus building in having people to agree on something regarding a common 

good is not easy. 
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After post-election violence in 2007 there was a big breaking point for CCS because they 

started to evolve as a toilet cleaning business. According to Joseph, a team working in 

Mathare came up with the idea to use SCJ's toilet cleaning products to clean the people's 

toilets in this area and get paid for it as a potential business model for CCS. As mentioned, the 

laws governing how insecticides must be packaged cannot be changed whereas there is more 

latitude with toilet cleaning products. This allowed CCS to cut costs by reengineering their 

value chain (Gollakota et al., 2010: 360). Justin said that toilets in these slum communities are 

often shared across multiple households, however it depends on what income level the 

residents have. Once people reach a certain level of income, they might have their own toilet 

in their houses, called a self-contained toilet. The majority of the people in the slums is below 

that level of income and shares toilets among themselves. They can either share a latrine in a 

horizontal compound or on a floor in a vertical compound. In these slums the toilets are in a 

very bad condition. Due to poor maintenance it is common with feces on the walls, a blocked 

toilet where people keep doing their needs on top and other unpleasant situations. These 

environments can be extremely dangerous from a health standpoint and this shared problem 

emanated into a shared solution. The extended duration of pilot testing and co-creation is a 

unique characteristic of MNC entrepreneurship in BOP markets (Webb et al., 2010: 574). 

Thus companies wanting to expand in the BOP need to be aware that this process can be time 

consuming.  

 

Joseph said that as an organization the CCS introduces a level of professionalism where in the 

passed it has not been. One of the struggles in the beginning was that people would look down 

on people washing toilets, however this perception has changed gradually as the business gets 

more acceptance within the communities. The same holds true for the public toilet business 

line; the people managing these facilities feel appreciated for what they do and feel important 

performing professional cleanings in their CCS uniforms. 

 

Justin explained that the people using the toilet comes together and pay the entrepreneur for 

doing a good cleaning job and the frequency of cleaning would depend on how much they can 

afford. The entrepreneurs proved that this was a big business opportunity because they were 

making money on the service concept. After the post-election violence until today has been an 

iterative process to figure out an operational model that really works and it is still evolving. 

The fact that the entrepreneurs themselves are making money is key; otherwise the business 

would not work because the money they make during the day will buy their food for dinner. 

Joseph mentioned that the entrepreneurs does not have a year to make profits, they have at 

most a month due to limited savings. Hence the model must work immediately for them. 

Mambo mentioned that the entrepreneurs are from the communities, employing themselves 

and earn money from the business. At the same time, they are providing a needed service to 

the community which poses an evident win-win situation. Thus CCS successfully managed to 

identify unmet societal needs and turned it into a potential business opportunity (London, 

2010: 583). Two other key factors according to Justin are benefiting the community through 

improved health and sanitation apart from being profitable to the entrepreneurs. The priority 

has been to allow the entrepreneurs making money and emphasizing service quality delivery 

to the client.  

 

Joseph explained that they had started with toilet cleaning there was a demand for the services 

and the entrepreneurs was making money on it. The issue was how to scale up the business 

and how to structure ownership. One of the problems was that even though they called 

themselves a business, the way they worked and the language they were using appeared as if 

they were an NGO. Hence the people were treating them in that way, which slowed down the 
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process. As a first step towards changing this perception Joseph said that since they were 

starting up a business, they should register a business name. He decided to take the 

responsibility and register the business in his name and they incorporated as a company. 

Shares were transferred to Justin later to provide company representation from SCJ.  

 

However Joseph stated that even though he is the formal owner of CCS, the core of the 

business is a partnership because without the entrepreneurs they do not have a business. The 

CCS management remains adamant that the entrepreneurs are the driver of the business. This 

seems to be a valid strategy to better respond to the local BOP market. Weidner et al. (2009: 

567-568) argues that involving the subsistence communities in a process of extended dialogue 

and mutual learning as collaborators in the development of services will find long-term 

success. Joseph mentioned that they want to be able to make business decisions quickly and 

efficiently but this need to be balanced with participation in the business, making sure that the 

people involved have a chance to give input in how to proceed. The notion of being 

participatory is key in this type of business and Joseph's mindset is always to “maintain the 

benefits of being small; decide and implement quickly while at the same time being 

consultative about how you do it”.  

 

The challenge now is to grow the profits for CCS itself. Their profit and loss statement 

indicates a path of profit that requires significant growth in approximately 200 percent this 

year and 300 percent during the next. Justin said that this might sound impossible but given 

the small operations of their current business and the small share of opportunity already 

captured within these communities it seems reasonable.  

 

5.2 Customers 

Market segmentation deals with subdividing the population into distinct subsets of groups of 

individuals sharing common characteristics (Kotler, 1976: 144).  A target market is the 

segment(s) the company has chosen to focus on in its marketing efforts (Kotler and 

Armstrong, 2010: 225). According to Justin and Joseph, the clients of CCS are entrepreneurs 

who clean toilets. They are either running toilets open to the public or doing door to door 

selling cleaning services to residences within the communities. The entrepreneur‟s target 

market is the ones actually using these toilets. These customers are explained below and the 

entrepreneurs are described in section 5.3. 

 

The majority of the people in Kenya live with shared toilets because it is cheaper and it is the 

standard of life they can afford. JMP (2010b) states that more than 50 percent are using a 

shared improved sanitation facility (view Figure 4.5). In fact, Kenya has the third highest 

proportion of its urban population in the world using a shared facility (JMP, 2010c: 23). 

According to Farida, the CCS entrepreneurs‟ customers are the people using a shared 

sanitation facility. Mambo states that the residential customer is usually a bachelor who is out 

during the days and comes back around eight in the evening. For this reason, one usually finds 

the mamas (i.e. the house wives) who are left behind. They are the point of contact for the 

CCS and they give them most of their business. D'Andrea et al. (2004: 2-3) argues that these 

"stay at home"-mothers make most of the family spending decisions in emerging markets, 

adapting the role of a household manager. Justin explains that the typical “mama” in the 

community has an average of four kids and a husband with somewhat regular income, usually 

paid on a daily basis and he is gone a lot of time. She lives in a close knit community often 

sharing common areas where they clean their clothes, do the cooking and bade their children. 

One of the entrepreneurs mentioned that the women (i.e. mamas) need to be convinced to 

purchase the service and then the husband will decide if it is worth spending money on.  
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Justin said that the common areas are usually shared between six to twelve families, either in 

a horizontal or a vertical housing setting. In a vertical building (view Figure 4.4) there are 

multiple floors usually with a shared toilet on each one. Then there are horizontal slums, the 

most typical kind of slum with single-story houses. The most famous one is Kibera where the 

toilets are usually located within the same compound. The apartments are usually single 

rooms with toilets shared in a common area. There is usually a toilet and a shower stall they 

use for bathing. Although it is not common with running water from a shower head and they 

will bring a bucket to bade. In addition, there might also be a sink used for cleaning and 

cooking. Hence the “mama” does a lot of her household work in a shared space, and this is the 

space CCS helps them to clean. The residential toilets are built by the landlords and part of 

their buildings. Entrepreneurs in Huruma mentioned that landlords are difficult to acquire as 

customers, but younger ones tend to be a little easier to handle than older ones.  

 

In addition, they are starting to get increased attention from businesses and institutions (e.g. 

restaurants, schools) within these communities and wanting CCS to clean their toilets. 

Throughout the thesis, residential toilets refer to all private toilets located within these 

communities, not only the toilets connected to a residential plot. Farida explained that schools 

are an issue because there are very many students per toilet in these institutions and they have 

found that there are more hazards in these toilets than in the students' homes. In a school there 

might be about four or five toilets for a thousand students, which makes it a major challenge 

to keep them clean. According to some entrepreneurs in Huruma, institutions and businesses 

are mostly concerned with hygiene and pride when it comes to their sanitation facilities.  

 

Justin and Joseph explained that another line of business evolving over the last twelve months 

is the public and community toilets. These toilets are built by the government for the most 

part and they are operating within the local communities. As opposed to residential toilets 

within a compound, these toilets are open to the public and the users pay per visit. One can 

either pay as a family on a monthly basis to use the toilets or usually three to five shillings per 

use. The client in this case is a group that has been given a contract to operate the toilet, 

usually to political friends within the local government, according to Japheth and Justin. As a 

consequence, when the government changes after an election there is often a shift in who is 

operating the toilet. Justin said it gets very political at the public and community toilets on a 

local level. Public toilets and community toilets are simply referred to as the public toilet 

business line throughout the thesis.  

 

However there is a slight difference between a public toilet and a community toilet worth 

noting. According to Mambo, public toilets are mostly for people walking by, pay-per-use and 

often located close to a market place or a bus terminal. Community toilets are built within the 

slums to serve the community as a whole, receiving monthly payments from people living in 

that area. Mambo explains that “[...] a community toilet in an area like Mathare, serving 

maybe a total of 500 families, where each people pay 50 shillings per month, that goes to the 

guys who maintain that toilet, and they are guys from that community”. Community toilets 

are often owned by the community, although it is not always evident who the owner of the 

toilet is. Many of these toilets are built by NGO grants and allocations from the government 

but there is a challenge to see who actually owns it, according to Japheth. The community 

toilets are considered as within the public toilets business segment because of similarities in 

how they are managed and how CCS has chosen to approach them. Tatiana mentioned that 

public toilets in urban areas are usually a place of convenience for people who are going to 

work and in the informal settlements not everyone has access to a residential toilet, 
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nonetheless a self-contained one. Hence these toilets are a substitute for what they do not have 

at home. The public toilets used in the CBD are usually for a “short call” (i.e. solely using the 

urinal) but outside this area people are seeking additional services such as bathing, water for 

household uses and laundry services (WSP, 2004a: 5).  

 

Justin explained that the amount of visitors to these public toilets varies depending on the 

location of the toilet. The toilet can have between 200-2000 visitors per day, which generates 

a good source of income to the groups operating them. CCS trains cleaning teams operating 

21 public toilets and about one third of these are very active. Some of them are operating in 

market places and have 24 hours operations. These toilets are pay per use and a turnover of 

around 2000 people a day generates enough cash flow to purchase cleaning products from 

SCJ at a regular rate. However a higher turnover obviously means that it is a huge challenge 

to keep them clean. The less active ones are usually within the community and get 

approximately a hundred visitors per day. It can be a challenge for this type of toilet to afford 

the products and keep it properly maintained. 

 

In categorizing the customers by income, the CCS business is not serving the poorest of the 

poor but mostly the middle and upper poor segment. However, it is equally legitimate to serve 

these poor people as the extreme poor (Prahalad, 2009: 8). According to Justin they are 

definitely poor by any standard however they are somewhat economically active. The ones 

who are using the community toilets are poorer than the people who have a toilet within their 

compound because they do not have the money to pay a slightly higher rent for someone who 

have built a toilet in their building. The poorest of the poor are unfortunately more likely to 

defecate in a bag or in the open. 

 

According to Moses, one might consider the people in the slums as poor; however in Kenya 

they have purchasing power. For example, most of them have a phone and they use it, which 

can cost anything from about 1000 KSH. In addition, the people in the slums pay much more 

for everything, especially in Kenya. One liter of water can be bought for approximately 20 

KSH from a tank vehicle but the cost of the water is only two shillings. The mindset is one of 

the biggest issues to solve, because the money seems to be there although people allocate it to 

other areas. Thus there is definitely room for entrepreneurs to invent and capitalize on new 

solutions to the slum populations‟ problems.  

 

5.2.1 Point of differentiation  

Quality is key to everything CCS does. Mambo said the edge they have over competitors is 

the professionalism of the cleaning, reduced bacterial count through high quality products. 

They clean top-to-bottom, not only concentrating on the toilet bowl. They clean the ceiling, 

do the dusting, remove cobwebs, scrub the walls, they disinfect and do the doors. It is not 

only about the toilet, they clean everything and the customers can see the difference. Mambo 

expressed that when people can see the difference it is sometimes the best payment they get: 

“After you have cleaned a facility there is people all over the place and they cannot believe 

[…] especially for a school and the kids are really excited, they are talking and they go home 

to tell their parents that their toilets were cleaned. It feels nice”. Eliza further elaborated on 

the matter by mentioning that the major difference between CCS's services and the most usual 

way a person would clean his/her toilet is the disinfecting capabilities of SCJ's products. The 

CCS disinfect the whole area around the toilet and even though one cleaning will make a big 

difference, frequent cleaning jobs will have major effects on the toilet facility. 
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CCS's point of difference is the high quality products brought to them by SCJ. In addition, 

they bring affordable high quality cleaning services into the toilets and shared areas of their 

customers. The provision of quality cleaning products purchased in bulk from SCJ in a 

combination with highly skilled cleaning teams ensures that this high quality standard is 

maintained. The result after a cleaning is a completely clean and disinfected bathroom, 

performed at a lower price than if the customers would have done it by themselves. The 

customers do notice the difference because other existing cleaning alternatives do not remove 

smell, disinfects or clean the toilet with such a high standard as the CCS does.  

 

5.2.2 Market demand 

Joseph and Mambo expressed that the demand for CCS's services is very big; however the 

problem is to make their customers understand this. This indicates that they understand the 

question of demand as an actual need. The customers need a clean toilet; however they have 

not yet understood the importance. Thus the demand for their services remains low. Joseph 

explained that one of the objections they had in the beginning were when they told their 

potential customers that “We would like to come and clean your toilets, it is really dirty and 

that is not good for you” The person would respond “the toilet has been dirty for the last ten 

years and I have lived here that way”. According to Mambo, people will say “We are used to 

this toilet, why should you give us an extra cost when we are used to this?”. Thus there is an 

aspect of changing mindsets among the potential customers that are slowly beginning to 

happen.  Joseph mentioned that CCS is getting involved in partnerships to help encourage this 

change of mindset and this element of CCS could be referred to as a movement. There is an 

enormous potential of CCS's services, however the limitation to the demand is the mindset. 

There are apparently many dirty toilets but the people who are willing to have them cleaned 

are not as many.  

 

They need to convince the people about the dangers of having poorly maintained toilets, 

Mambo explained, because it can be very expensive to treat the various diseases caused by a 

dirty toilet. In addition, these areas are low in income, which means that the services have to 

have a high quality to make sure the customers are getting value for their money. Eliza 

mentioned that since these people are very poor, the services sometimes appear very 

expensive for them, even though they split the cost among themselves. It is important to 

consider disposable income and the level of awareness people have in relation to sanitation 

issues, people do not give any priority paying for sanitation, especially when there is a 

sanitation need, Maureen said. It makes sense that demand will spruce up if the income and 

awareness factors are taken into account. 

 

Tatiana explained that other barriers of entry are simply that people have been living with 

these issues for a long time. If a person from the developed world would drink the water in 

Mathare s/he would get sick after five minutes. However many people within these informal 

communities drink from the tap and have developed antibodies which has toughened their 

immune system significantly. Thus they are less prone to think that it is a dramatic thing to 

get diarrhea because they are used to it. Tatiana added that “no one wants to have a child die 

but the fact is that the rate of illness and child mortality is relatively higher here than in other 

areas and parts of the world […] It's still seen as a tragedy but it is around more, I will not 

say that it is accepted but it is present”. In addition, a survey performed all over Kenya 

showed that even though 92 percent of the participants knew that hidden germs caused 

diarrhea, 43 percent felt that a child cannot avoid getting it because it is a normal way of 

growing up (WSP, 2009: 29-30).  
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Japheth explained that “The people themselves clean the toilets but many of the times with 

shared facilities is the problem of who is going to clean the toilets; nobody wants to clean 

another persons shit”. He argued that shared pay per use toilets work better because then they 

actually pay someone to clean the toilets as a job. Hence the CCS is actually solving a major 

problem for the customer because they do not have to worry about whether their neighbors are 

going to clean the toilet or not.  

 

5.2.3 Acquisition 

Customer acquisition is defined by (Swift, 2000: 42) as acquiring the right customers, based 

on known or learned characteristics to drive growth and increased margins. Joseph said there 

is a challenge to convince people to start purchasing CCS's services. One way they acquire 

new customers is through reputation. As people walk by a toilet cleaned by the CCS they 

notice the cleanliness and good smell, sparking an interest to hire them to clean their toilets. A 

second way is through their sales team to convince people to purchase their services. A third 

way they are about to try out is to gather people within the community and talk about 

sanitation to make them understand how dangerous it is. This would be a focused discussion 

and the people themselves have to come up with their own conclusions about having a dirty 

toilet.  

 

Joseph said that the residential teams located within the communities are the ones acquiring 

customers by selling their services from plot to plot and the CCS's sales team helps them 

doing that. Justin, Farida and Mambo mentioned selling the service to the residential 

customers as difficult because the whole group shares the toilets and have to agree on paying 

for it. Sometimes there is one designated leader on a floor or within a compound who can 

make a decision and collect payment from everyone else. However that is the best case 

scenario and selling to a group is a challenge. Joseph explained that in some buildings this 

point person might be the care taker and an opportunity for the future is to talk to the landlord 

and negotiate with him to pay the CCS directly for cleaning the sanitation facilities on a 

weekly basis. As a test case, the CCS is now cleaning a building twice a week while being 

paid by the landlord, read section 5.8.3 for more information regarding landlord acquisition. 

 

In the early stages of the public toilet business, Justin said that the government brought CCS 

in because they wanted help making these toilets cleaner. The person responsible for 

maintaining these toilets does not have an incentive to make them cleaner, apart from the fact 

that the government told them to. However by keeping a toilet clean one can increase the 

number of people using it, although it is a tough sell according to Justin. Joseph mentioned 

that when it comes to public toilets the CCS assist the people maintaining the facility by 

providing them with cleaning products and equipment. This means that the acquisition 

approach is different from the residential teams, where the entrepreneurs go around to 

different places offering cleaning services. In the public toilet business, the cleaning teams are 

fixed in one location, being trained by CCS to do the cleanings themselves. 

 

Justin explained that Constituency Development Fund (CDF) is run by the local governments 

to provide products, services and activities in their local areas. One of the things they do is to 

build community toilets within these areas. According to Mambo they mostly work with the 

CDF to gain access to public toilets. For every constituency the government has built a toilet 

given to people from within the community to operate. After working with the constituency 

they are referred to the youth groups from the specific area managing these toilets. CCS has 

most of its public toilet operations in Starehe where they have partnered with the CDF to 

allow them to work with the toilets in this area. The CCS provides training and supplies for 
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the toilets. However unlike the residential teams, these public toilets already have initial start 

up capital. For this reason, they will have to pay for the products and equipment they need to 

perform the services. CCS offer overalls, gum boots and gloves apart from the training.   

 

5.2.3.1 Sales Team  

Personal selling is claimed by Kotler and Armstrong (2008: 414) to be the most effective 

promotional tool in building up buyer preferences, convictions and actions. In addition, the 

tradition of intense oral communication within these poor consumer markets supports the 

effectiveness of word-of-mouth and information exchange through social networks. 

Employing trusted local people as brand communicators allows CCS to credibly communicate 

their value proposition and facilitates reverse flow of communication back to the company. 

(Sridharan and Viswanathan, 2008: 460) Joseph explained that to reach out to the residential 

customers the CCS started a sales team in October, 2009. Tatiana said that CCS started the 

team because it can be difficult for the entrepreneur to work and at the same time being an 

advocate for change by promoting the issue of health and hygiene. Ideally, the sales team 

offers an external source of legitimacy by presenting the issues surrounding the sanitation 

service. Tatiana explained that she and her research assistant Rosie talked to different 

customers and non customers trying to understand their perception about sanitation. After that 

conversation the customers opened up more, showing more curiosity about the CCS and being 

more receptive to know about it. Thus trying to understand the peoples' sanitation experience 

rather than only selling the service is important because sanitation is very personal to these 

people. The process of understanding the customer‟s sanitation experience is indeed very 

important because firms that consider subsistence consumers and integrate them into the 

market process are more likely to develop more effective service offerings (Weidner et al., 

2009: 567). In addition, firms that are sincerely interested in serving the BOP need to 

understand the situation and context that their BOP customers are in (Gollakota et al., 2010: 

365). CCS‟s customers need to discuss the issues of sanitation and collectively agree that it is 

an important issue for them, which is why the community led total sanitation approach, 

explained later, has a good chance to succeed according to Tatiana.   

 

During the last six month's (April, 2010) the team has expanded from one to eight people. 

Farida is the one who manages and coordinates the team. People within the CCS refer to them 

either as the marketing team or the sales team because they have a dual role of generating 

sales as well as marketing the business. According to Joseph they go from house to house in 

particular areas offering services to be performed by the CCS. In case the customers want the 

services, they sign a commitment form that is handed over to the entrepreneur who comes and 

provides the service on the agreed date. Farida said that they are only focusing on attracting 

customers within the residential toilet business; if a public toilet owner is interested s/he will 

be referred to the quality and assurance team who normally deals with this customer segment.  

 

Farida explained that the sales team go out and do personalized selling, talking face to face 

with potential customers. They are mostly interacting with residents within the slums, 

especially those with shared toilets. The team initiates a dialogue with the people regarding 

what they feel about having a clean toilet and bathroom, telling them about the CCS and then 

try to sell them the service. When no one has been around for a discussion for a couple of 

times the sales team try to visit them on Saturdays when most of the people are at home. 

Sometimes they ask people in the communities of the individual's whereabouts and visit them 

at their work or business.  
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They walk to different houses, both self contained houses with a separate toilet and shared 

toilet facilities. They also talk to school managers, bar owners, cafeteria owners, store owners 

and other businesses. For instance, when talking to a bar owner, Farida said that they write 

down the name of the bar and then fills out a form. The form is called a revisit sheet which 

records everything about the client; whether s/he is a potential client or not, name of the bar or 

house number, contact information to the owner, its location, how many toilets/bathrooms it 

has and additional comments about what was negotiated. They are out in the field working 

from 9 am to 1 pm, then they will have a lunch break and use the rest of the day for calling 

clients, coordinate cleaners, collecting data at the office or go to appointments with clients. 

 

There are currently eight people within the sales team and Farida is the one coordinating the 

sales team making sure every person in the team is in the field doing their work. These eight 

people are split up between the slum areas CCS operates in. One of them is working alone in 

Kuangware and Farida keeps in contact with him through the phone and sometimes making 

personal visits. The whole team always meets up prior to going around to different houses, 

either at the CCS office or in a central place within the community. They split up the team in 

groups of two people to cover the area. When they talk to potential customers they usually 

speak between 10 and 20 minutes depending on how interested the customers are. In areas 

where some of the sales people are known to the residents, they try sending other people to 

provide an external source of information. After their work is done they will come to the 

office or Farida will lead them out in the field to collect the forms and then give them to the 

entrepreneurs to coordinate their cleaning teams for the ordered cleaning. According to 

Mambo, the essence of what they do is to market the service and then link up the customer 

with the entrepreneur who will bring a cleaning team to the site.  

 

Farida recruits people to the sales team from within the communities they operate in. Many of 

them recently finished school without a job and their parents contacted CCS to find a job to 

their children. If they prove eligible for the job, they are hired. It is important that the sales 

team are from the slum communities themselves because then they will better understand the 

consumer‟s field of experience and communicate the benefits of CCS more effectively (Kotler 

and Armstrong, 2008: 404). However, not every person has what it takes to be a successful 

sales person, thus it is important not to hire people “out of charity”. Research indicates that 

sales managers should hire salespeople with characteristics similar to the customers they aim 

to acquire. However it is also important to determine which tasks that is necessary in the 

specific sales job. (Johnston and Marshall, 2006: 270). One suggestion is to let new team 

members‟ work on a sales commission during a trial period and then if proved successful, 

they will be hired as a regular employee. However straight commission is not recommended 

because it might take a while for the new employees to learn how to sell the product and reach 

their full potential. In addition, a straight commission can scare off some employees due to a 

low savings rate and the need for a daily income. 

 

While recruiting sales people, Farida must pay attention to some important characteristics of 

personal selling. Goal-direction, self-sufficiency, intellectual curiosity, self-confidence and 

stability are some personal traits of a successful salesperson (Johnston and Marshall, 2006: 

253). It is important that the sales manager of CCS is aware of these traits in the recruitment 

process and also encourages them through training and supervision. Farida explained that 

after being hired, they go through a training process to understand what they are going to talk 

about in the field, learning about the different products and service offerings of the CCS to 

make sure they are delivering the correct message. The team also has an opportunity to go 

with a cleaning team to learn how the cleaning services are being delivered. This is important 
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to: 1.) be able to disseminate the correct information – to rely on primary sources of 

information, and; 2.) act as an emergency team to make cleanings. When more people in the 

field are needed for bigger jobs, the marketing is set aside for doing cleaning jobs. Thus the 

training process seems to give the sales people enough training to attain the necessary skills to 

explain CCS services; however it is not clear whether they receive enough education about 

accurately presenting the sales message. Some important issues to avoid while interacting 

with customers are to run down competitors, being too abrasive, having inadequate 

knowledge of competing services and deliver poor sales presentations (Johnston and 

Marshall, 2006: 55).  

 

Farida confirmed that sometimes the floors or compounds are well organized and there is one 

designated person mobilizing the people living there. There are also cases when one person is 

willing to pay for others. In situations where nobody is responsible the Sales Team will have 

to talk to all of them about contributing money for the cleaning services. Mambo mentioned 

that in some situations one might have to convince ten or twelve people to purchase the 

service and contribute a fair share of the total amount. This presents a real challenge for the 

sales team to bring the unorganized compounds together, Farida explained that: “There is 

always issues everywhere, this neighbor doesn't get along with this one, so you know getting 

them to talk and discuss among themselves and contribute money takes a lot of time [...] we 

need like two or three meetings before they can agree, so shared toilets are actually a 

challenge”.  

 

As mentioned, Farida, Eliza and Mambo explained that CCS also clean houses they termed 

“self-contained” where one family have their own toilet. This sell is easier because the owner 

does not have to consult anyone else prior to signing up for a cleaning. The reason why CCS 

not only focuses on self-contained houses is because most of the families in Kenya have 

shared toilets, which presents a bigger opportunity for expansion. One of the sales team 

members mentioned that it is not difficult to sell to self-contained houses but the real 

difficulties is when it comes to shared toilets because they have to speak to everyone to 

enforce a decision. Smaller businesses sometimes have shared toilets as well. They share 

toilets together with residents and on the one hand, the bar owner claim the residents should 

pay for the cleanings because it is their toilets. On the other hand, residents argue the bar 

owner should be paying because his customers are the most frequent users of the toilets. 

Hence selling a service to a shared space can be a huge challenge. Even though CCS has 

chosen to focus on shared toilets they must not abandon the “self-contained” ones because 

these customers are often wealthier and can afford CCS services.  

 

Farida mentioned that to approach the customers they start to talk to them about different 

things, not necessarily business, to make friends with the customer and initiate a discussion. 

According to Kotler and Lee (2009:43) this is very important to create mutual understanding 

and trust, especially in regions with high rates of illiteracy. This is followed by an 

introduction of the CCS, the services they do and the importance of doing it. If the customer 

is interested then they continue talking about the prices and how they break down.  This 

involves educating them about the benefits of having a clean toilet because sometimes the 

customers do not understand why the CCS would clean the toilets better than they do it 

themselves. The slum inhabitants usually clean a toilet by reusing waste water from cleaning 

clothes and then rinsing it with water, without caring whether it is disinfectant or not. To these 

people, the sales team has to explain the hazards of having a dirty toilet and the effect of 

having a toilet that is not disinfected. One of the depictions they usually make is how much 

they can reduce their hospital bill by having a clean toilet. Farida said they would ask the 
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potential customer “how much would you spend if you go to the hospital? Like 500. Yeah, so 

if you have a clean toilet for only 300?”. With this in mind, it is important to note that if a 

family shares this particular toilet with approximately 10 other families, the price of each 

cleaning comes down to 30 per family, in comparison to 500 for the hospital bill. However 

Farida explained that some people still believe the service to be too expensive. 

 

 
 

Farida stated that the customer is educated by the sales team about the health impacts of 

having a dirty toilet, such as diarrhea and cholera. People remember the last outbreak of 

cholera in certain slum areas because it was announced everywhere on the television, on the 

radio and in the newspaper. People had to go to the hospital and some people died, which is 

an advantage for the sales team while explaining the benefits of CCS's services. These 

examples make the knowledge more tangible because often they do not understand how a 

toilet can be harmful to them.  

 

When they try selling to an institution, for example a private school, the team will approach 

its director. Then s/he will talk to the management or a school committee if they want to 

purchase CCS's services. According to Eliza, the marketers keep track of every area they have 

visited. The areas do not tend to collide with the entrepreneurs because they only target their 

own area and their institution around. The sales team sometimes goes to areas where an 

entrepreneur wants them to find potential customers. In addition, the entrepreneurs are well 

known within their communities and have often lived there for their whole lives. This makes 

it harder for them to talk to someone and trying to sell a service in a serious way, hence the 

sales team as an external party can prove valuable in such situations.  
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Joseph noted that the entrepreneurs are still looking for customers on their own, however 

since they have a limitation in how many people they can go out and talk to the sales team let 

them focus on the cleanings without worrying about customer acquisition. One particular 

entrepreneur who has been very successful is busy doing cleaning jobs and might not have 

time to do enough marketing of his/her services. Eliza mentioned that when the entrepreneurs 

have difficulties to acquire a certain customer even though there is potential for a sell they 

will contact the sales team to see if they can persuade them to buy the services. In some cases, 

the sales team has been able to get cleaning jobs where the entrepreneurs thought it to be 

impossible.  

 

Farida and her sales team realized that when they are operating as a team they are much more 

efficient than doing individual sales. This is because of the challenges involved in marketing 

and door to door selling. Farida said that “When you are alone, you don't have that psyche for 

talking to people. When someone slams the door you feel discouraged, you don't want to talk 

anymore […] but I found out that when we are a group of people, at least two or three is 

better because we motivate one another”. If the sales team consists of different skills and 

competencies to explain a complex product, then team selling is proved to be useful (Johnston 

and Marshall, 2006: 123-25).  However in this case, the sales team members share the same 

knowledge and the only purpose of being two seems to be the provision of moral support. It is 

argued that the sales team can walk in pairs but make the sales presentations alone to cover 

the areas more quickly and generate more sales. It would be interesting to compare data from 

people selling in pairs with people selling alone to see if group selling is more effective in 

collectivist cultures.  

 

Farida said that the sales team work for six days in a week and they have a rotating schedule 

between the different areas they cover. By the end of the week they have covered all the areas 

and then at the beginning of the following week they will start all over again according to the 

plan set out earlier. The next week will also focus on doing follow ups to see how the services 

was performed and if it is going to be a repeat client or not. Even though the main focus is to 

get more new clients, they still want to retain some of their customers. For this reason, they 

make visits to old clients once in a while to make sure their services have been performed 

well, usually on Saturdays because that is when most of the people are present in their homes.  

 

5.2.4 Retention  

Retention generally refers to a customer‟s decision to continue to purchase goods or services 

from a particular organization (Buttle, 1996: 122). More specifically, customer retention is 

defined by Swift (2000: 42) as the ability to retain loyal and profitable customers to grow the 

business. Because of the challenged economy of the families in the slums, the residential 

customers are usually purchasing the service once a month, even though they are advised to 

order the cleaning more frequently. The CCS encourages them to do a cleaning once a week 

because after a month the toilet is in a very bad condition. This means that more products 

have to be used and more time need to be spent on each cleaning which consequently raises 

the price of the service.  

 

The public toilets are cleaned throughout the day because of the frequency of people using 

them. They are usually cleaned four times per day, however depending on the location of the 

toilet; two or three major cleanings per day might suffice. Since the public toilets are 

operating as a business, they also make minor cleanings throughout the day when someone 

has “messed up”. If their toilet is dirty a person will go to the next public toilet, which is why 

constant cleaning is encouraged. The major cleanings will supposedly be performed in the 
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mornings, at noon, around three and in the evening around seven or eight when they are 

closing up. This is why there are no cleaning teams going across the public toilet facilities, 

because they need to be maintained throughout the day.  

 

Justin said that the CCS has many repeat customers; however they need to get them to order 

cleanings more frequently. It depends on the follow up the entrepreneur and the sales team 

does. People will usually not call them and say “hey, come back” it takes some effort from 

the teams to go there and convince them to repurchase the cleaning services. One of the 

challenges for CCS is to get the regular clients. In the commitment form the customer is 

signing on to after a visit by the sales team they can chose if they would like the service once 

or twice a week. They are currently trying to design a package aiming to grow volumes where 

the customer will be offered a particular price for three cleanings, which hopefully will lead to 

repeat sales. If the CCS can structure a package where the consumer can view the costs of a 

cleaning being cheaper if they order a number of cleanings and if the entrepreneur can see that 

s/he actually makes more money on this approach, more repeat purchases would be possible. 

However it is suggested that CCS should psychologically link payments to benefits and make 

the price bundling work for poor consumers. By timing the payment to the moment when the 

cleaning service is performed, CCS will link the benefits more closely to the payment and 

thereby encourage consumption (Gourville and Soman, 2002: 7) In addition, paying for all 

three cleanings at the same time can perceived as very expensive by the customers. Thus 

smaller installments are financially more manageable.  

 

It seems that the customers not always understand the importance of continuous cleaning, that 

the bacteria do not disappear after only one cleaning. Joseph mentioned this as one of the 

major challenges to the business; to get the people to understand that the cleanings need to be 

done regularly. Mambo said that the entrepreneurs and the sales team are encouraged to do 

follow ups. This is to receive feedback whether they liked the service or not and what could 

be improved for the future. If they liked the service they can sign up for a repeat job. Kotler 

and Armstrong (2008: 404) explain that feedback is a very important tool for assessing the 

target markets response to a marketing message. By assessing how the customers perceive 

CCS and how the service can be improved is deemed very important. The sales team should 

gather and discuss these perceptions more frequently to keep the business aligned with 

consumer expectations.  

 

According to Farida, families as repeat customers will usually order the services once every 

month while businesses, such as bars, will order on a weekly basis because of the amount of 

users. Sometimes with shared toilets they wait even longer than a month when the 

relationship between the residents of the compound is bad. The better the relationship 

between neighbors, the more frequently they contact the CCS to come and do cleaning jobs. 

Usually the less organized compounds want the service but as Farida explained “they like the 

service but when it comes to this stubborn neighbor who doesn't want to pay then it becomes 

an issue”.  

 

Apart from the revisit form mentioned earlier they have a sheet called “commitment form” 

which is completed after the client has paid for CCS's services. Farida explained that after the 

first service they can choose if they want the service to become a repeat job, either on a daily, 

weekly or monthly basis. This is then registered into a computer database and on a given day, 

they will send a cleaning team there. Currently (as of April, 2010) they have about 60-65 

repeat clients every month. The average acquisition rate of new clients are 15-20 every week 

according to Farida, however that depends on the area, in some areas they can get as many as 
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20-27 new customers per week. Out of those customers, eight or ten would purchase the 

service again, although not necessarily on a frequent basis. In addition, a closer and more 

integrated links between the parties involved in the service delivery, the greater opportunity to 

build effective relationships and encourage customer retention (Buttle, 1996: 127). This has 

been facilitated through the partnership with local entrepreneurs.  

 

5.3 The entrepreneurs 

The CCS does not employ any cleaning teams; they are helping the entrepreneurs to start up a 

cleaning business and training them in doing high quality cleaning jobs. The entrepreneurs 

have independent businesses and purchase their products from the CCS. One could define the 

entrepreneurs as a marketing channel to the CCS. Such a channel is defined by Kotler and 

Armstrong (2008: 336) as independent organizations that help make a service available for 

consumption by the consumer. In addition, the partnership with the entrepreneurs entails the 

characteristics of a franchise. Grönroos (1999: 294) explains that franchisees are given the 

exclusive right to a marketing concept and the right to a certain operational mode. The 

franchisees get an opportunity to grow with a new concept and in return, the MNC get access 

to local knowledge. However it is argued that the depth of the partnership is much deeper than 

a “regular” franchise because the entrepreneurs are not given access to a pre-defined concept, 

they are co-creators of the service concept.  

 

As both Joseph and Justin mentioned, they are a central part of the CCS because they are 

highly involved within the discourse of deciding the direction of the business. The fact that 

the initial idea to clean toilets came from one of the entrepreneurs shows that their opinion 

matters a lot in the decision making process. Eliza said that during the general meetings CCS 

ask the entrepreneurs how they can improve the following year(s) and want them to come up 

with their own ideas, rather than telling them what to do. This approach is good because a 

high degree of goal congruence makes the partnership more effective (Buttle, 1996: 35). 

Joseph explained that entrepreneurs get a chance to participate in the business through 

monthly meetings where the CCS receives feedback on practical issues. The entrepreneur‟s 

meetings are once a month and they have general meetings twice a year. CCS does not 

implement an idea in the field prior to consulting the entrepreneurs and these meetings are 

mutually beneficial for both parties. Not only does the meetings act as a channel for CCS to 

understand the entrepreneur's customers' but they also help the entrepreneurs with operational 

advice in how to expand and manage their businesses. The approach to collaborate with local 

CBO's is a good idea because many BOP consumers are suspicious to large companies and 

often regard them as exploiters (Barki and Parente, 2010: 18) In addition, research has shown 

that a greater local presence of a service provider facilitates a swift and efficient response to 

local demand (Javalgi and White, 2002: 572) 

 

Eliza explained that the entrepreneurs help CCS to make decisions although they are de facto 

customers of the CCS. They feel part of the CCS and the organization appears to be very flat 

when it comes to formal relationships because all members of the organization are interacting 

with each other. According to Eliza, any entrepreneur or cleaning team member can call 

Justin, Joseph, or whoever they prefer within the organization if one has questions that need 

to be answered. Joseph said that this is a very crucial element because disseminating 

information is very important to make sure that everyone is on the same page knowing why a 

certain activity is performed. In addition, Eliza said that “They can't say who is the boss of 

who, we are all bosses, even them [the cleaning teams] they are all bosses because they can 

clean and they can do whatever they do”. This indicates that most of the people involved in 
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the business have a mutual interest and CCS acts as a sort of catalyst for coordinating these 

relationships around its cleaning services. 

 

The entrepreneurs are usually the ones contacting CCS about starting up a cleaning team and 

to state an example Mambo said that “Let's say that you are an entrepreneur and you have 

approached CCS. You have heard about CCS and want to work for us, so the first thing we do 

is that we have to come to your area, let’s say that you are from Huruma. We have to come to 

your area to assess how well known you are within the community, how well you relate to the 

people in the community. We will walk around in the community and you must also have 

looked for two or three clients, prior to CCS coming on board. You must also have looked for 

guys and talked to them that this is the business you want to start up.  From this we [the CCS] 

can assess that this is someone who is talking to everyone in the community and this is 

someone who has a good reputation within the community”.  

 

After that, Mambo explained that they will do a follow up where they walk around in the 

community, overview the amount and type of toilets within the area to determine the 

equipment needed. They observe if there are mostly horizontal or vertical buildings and if 

there are any institutions (e.g. schools, churches, clinics) available. On the next day, they sit 

down with the team and talk about CCS to make them understand that it is a business. This is 

a crucial element because if they do not understand that it is a business, the individuals will 

end up regarding CCS as an NGO. Eliza said that they emphasize the entrepreneur's role as 

starting up their own cleaning business, as opposed to being hired by the CCS. If someone 

calls her having heard they are employing youth, she would answer that “This is not a 

project; it is about self-employment and […] you should market for yourself and get jobs”.  

 

Mambo explained it is important to make them understand how CCS operates as a business, 

how the partnership with SCJ looks like and that the entrepreneurs are their own bosses (i.e. 

responsible for their own salaries). When they are convinced that the entrepreneurs are willing 

to start up this business and certain that they can do business in their area, they are accepted 

into the CCS. The CCS is mostly working with people from youth groups which are 

community based organizations (CBOs). These groups already exist in the communities and 

they are performing income generating businesses. They play a vital role in providing services 

in poor urban and rural communities in Kenya (Mehta and Virjee, 2003: 4). Thus they have a 

high knowledge about the area and have established a business mentality. If CCS is 

approaching these entrepreneurs, they tell them about the business concept of cleaning toilets, 

which areas they are operating in and from there asking if they are interested to join. 

 

Mambo explained that the CCS determines the number of overalls, gum boots and brushes 

they need, depending on the type of toilets within that certain area. Then a date is decided 

when they will pick up the equipment at the office and a date when they are to be trained. 

After this, they are free to deliver their cleaning services to clients within their assigned area. 

According to Mambo, the teams have an average of five individuals in a team, although some 

teams have as many as eight or ten members, depending on client base. The main goal for the 

entrepreneurs is to expand and grow within their area. The CCS are still taking baby steps 

forward but Mambo envisions CCS being able to cover all of Nairobi and one day the whole 

country. In addition, Eliza mentioned they have dreams of maintaining and be called to clean 

“big cool places”, for example the impala club (a sports arena in Nairobi).  

 

In sum, the first step involves new entrepreneurs coming to CCS through word of mouth, 

community partners or business networks within the low-income communities. The second 
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step is to evaluate the area (view 5.4.3 Place for more details). In the third step, the 

entrepreneurs are evaluated on entrepreneurial experience, personal presentation, 

salesmanship, community connections and understanding of the CCS business concept. If 

they pass the initial evaluation, they are told to call the CCS to arrange in-field “training”. In 

the in-field training, the becoming entrepreneur must sell the service to at least one multi-

toilet client and coordinate a time with them. Recruit a team of three or four cleaners to work 

for him/her and get trained. This should be communicated back to the CCS operators and 

coordinated with the CCS quality and assurance team. In this last step, it becomes evident if 

the entrepreneur can clean toilets, lead a team and manage clients and community relations 

successfully. If the entrepreneurs perform according to the criteria, s/he is ready to do 

business for the CCS. The process of recruiting entrepreneurs is a good way of marketing 

CCS services, it creates buzz in the community because many of these toilets are rarely 

cleaned, let alone by professional people. 

 

When assessing the entrepreneurs at the public toilets the approach is similar. According to 

Joseph they investigate if the entrepreneurs intimidate the users into paying (i.e. if they are 

trusted by their community). They overview if their business are able to pay for the product 

and equipment the CCS will supply them with based on their current volume of business. 

Alternatively if the CCS is able to confidently project an immediate increase in their income 

due to an improvement in sanitation standards that will make the facility viable. In addition, 

they investigate if the local authorities recognize or accept the group‟s authority to run the 

facility and most importantly if they are willing to accept the CCS cleaning standards.  

 

The majority of the cleaning teams are male and Mambo thinks that is because of “a cultural 

thing, the kind of work we do is associated with men. We find that many ladies don’t want to 

get associated with washing toilets, that's why it's more guys”. However they have some 

ladies within their teams and they are very good at the work they do. According to WSP 

(2005: 3) all the people involved in latrine emptying and latrine construction in Kibera is 

performed by men. Thus there seems to be a cultural stigma attached to toilet and sanitation 

work, making women reluctant to associate themselves with it.  

 

5.3.1 Service concept 

BOP consumers value personal service highly because low-income people are used to serving 

others in their jobs and when they take on the role of buyers they expect to be served (Barki 

and Parente, 2010: 18). Mambo believes that the most unique thing about CCS is that they 

bring a service to the people, especially in the informal sector where issues of sanitation have 

been ignored for a long time. The people have often been left to tend their own sanitation 

issues. These customers do not have enough money to purchase these high quality products 

from the supermarket but the service itself is offered at a price affordable to them. The CCS 

brings a professional service using professional product and establishing a close relationship 

with the client. The cleanings are not solely about making money, it is also about informing 

the customers about the dangers of having a dirty toilet and why it should be disinfected. 

They do constant follow ups because they care about their customers well being. Hence 

elements from relationship marketing are integrated by creating and maintaining profitable 

customer relationships (Grönroos, 1997: 329) and social marketing is incorporated by 

developing approaches to support desired behaviour changes (Kotler and Lee, 2009: 48-51). 

 

To facilitate an understanding of how the cleaning process usually occurs, an example is 

provided to the reader. The process was observed by the researcher and complemented by 

interviews with Eliza and Mambo. This cleaning is documented in a shared toilet facility next 
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to a residential plot in Mathare North; there are two toilets, two shower rooms and a 

washing/sink area where people clean their buckets and clothes. 11 families share these two 

toilets with about four to five people in each family. These showers have no access to piped 

water hence the residents have to bring their own buckets with water for washing themselves. 

At this particular occasion there are three people present from the team, plus Mambo and 

Eliza to train them according to the CCS cleaning standards. This particular team was referred 

to the CCS from another entrepreneur working close by. They wanted to do the cleaning and 

then talked to the other team already working together with the CCS. They currently make 

most of their income through artwork. The size of the cleaning teams varies between 1-4 

individuals depending on how many toilets, bathrooms and sinks that need to be cleaned. 

 

First the cleaning team removes dust and cob-webs from the ceiling and works down the 

walls with a broom. If the toilet is clogged or blocked, it needs to be unblocked before any 

other areas are cleaned. After that, a mix of Mr Muscle® disinfecting All-Purpose Cleaner 

(100-150 ml) and water is used to scrub the walls and the floor. When the detergent blend has 

been scrubbed carefully onto the walls, water is poured over it to wash away the dirt. The last 

procedure is to clean the toilet and this is done with Toilet Duck® Liquid Cleaner. 100 ml of 

product is applied on the toilet bowl and then the team will let it remain for 15-20 minutes. 

After this, they will scrub the toilet bowl and wash away the product with water. The team 

will clean the bathroom and/or sink area while waiting for the Duck® to disinfect the toilet. 

The bathroom is cleaned in a similar manner as the toilet, starting with dusting off the walls 

and the ceiling, followed by a throughout scrubbing with Mr Muscle®. The CCS usually 

wash the whole area adjacent to the toilet, the sink/cleaning areas are also washed with Mr 

Muscle®, including the walls, floor and ceiling around it. As a “finishing touch” Mr Muscle® 

gel is applied to the toilet and on the walls to generate a nice smell. The smell is something 

the customers‟ value, because it is something they can actually evaluate, as opposed bacteria 

reduction. The fragrance will last up to seven days. 

 

The team is equipped with blue uniforms with the “Community Cleaning Services”, Duck® 

and Mr Muscle® logotypes printed in white on the backside. At the front the logotypes of 

S.C. Johnson and CCS is printed on the right and on the left side of the uniforms. The 

uniforms are meant for protecting the team members from bacteria and to emphasize the 

professionalism of CCS. In addition to the uniforms, the team is equipped with rubber boots 

and rubber gloves to keep the team members from getting dirty during the cleanings. In case 

of an injury, such as a cut wound, the teams have first aid kits for disinfecting and bandaging 

it. The CCS outfit is worn over the individuals shoes and clothing, easy to take on and off 

when performing a cleaning. Mambo explained that the entrepreneurs are not selling any of 

SCJ's products directly to the customers because that would compete with the current service 

offering and the profit margins on the products are very small. During one of the field trips 

one of the CCS clients wanted to buy the products used during the cleaning, however the sales 

team had to tell her it was not possible, hence the customer had to purchase their services 

instead.  



  Ericson, Johannes 

 75 

 
Figure 5.1, Mambo and Eliza together with a new cleaning team outside their office in Mathare North. 

 

Even though the main focus of the CCS is cleaning toilets, they are not focusing on toilets 

alone. If the client has other areas or things s/he wants to have cleaned, they are glad to help. 

According to Farida, they are cleaning peoples‟ houses with Mr Muscle®, particularly the 

walls. Mambo mentioned that even though toilets are their main source of income they also 

clean common areas, such as verandas and corridors. Some of the teams are cleaning 

furniture, women are invited to clean living rooms, sitting rooms and basically the whole 

house. This holds true for both self-contained houses and apartments in places where people 

are sharing toilet. However this is not a regular business mandated by the CCS, these cleaning 

jobs usually occur while they are cleaning a toilet and a customer asks if they could clean 

his/her house as well. 

 

They are waiting for a proposal from a school to have them clean all the classrooms and 

administration block. This is a major opportunity for CCS to generate a lot of money and 

good reputation. Farida said that when necessary they make demonstrations, mostly in bigger 

projects in order to show to the customer how the service is performed and make them see the 

difference. In a demonstration, the entrepreneur will go in and clean one or two toilets, 

enough to set an example and raise a discussion. Farida explained that there are places that 

have a pit latrine, usually in areas without connection to the main sewer system. For cleaning 

these toilets, the CCS use a biological digester called hypropit that makes the waste go down 

before the toilet can be cleaned. 

 

5.3.2 Residential toilet business model 

Most of the entrepreneurs are targeting the residential business line and within this segment 

they mostly focus on shared residential toilets, either in flats or in horizontal plots. This is 
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primarily because there are more shared toilets available and the frequency of cleaning is 

expected to be higher than in a self-contained house. 

Figure 5.2, Residential toilet business model.  

 

According to Mambo, the residential teams receive their first batch of equipment for free and 

products on consignment from the CCS to avoid high start up costs for the entrepreneur. After 

this, they will have to pay for any new material they wish to purchase. They bring knowledge 

of their community and CCS brings them know-how and equipment to perform the services.  

Justin explained that the CCS tries to emphasize the importance of having multiple cleaning 

teams that receive training and equipment from them. The cleaning teams are coordinated by 

an entrepreneur who is actively engaged with the CCS through monthly meetings and 

frequent dialogues. The entrepreneur purchases products from the CCS and get an active 

support from them. The sales team is driving business for the entrepreneur by recruiting more 

customers and is paid on commission by the entrepreneur (view Figure 5.2).  

 

When it comes to profit and loss (P&L) the estimated average revenue per group each month 

is about 8000 KSH. The amount of product is a little less than 50 percent of the product they 

actually need to use and these calculations are based on one entrepreneur with a group of two 

cleaning teams with two people in each team (view Appendix D). The entrepreneur pays 788 

KSH a month to the cleaners, which is well over three times the official minimum wage – an 

indicator that they are making good money performing the cleaning services. The group net 

income coming to the entrepreneur after water and product costs is 1700 KSH, leaving a good 

profit to the entrepreneur. Since the CCS has managed to generate income among the 

entrepreneurs but not being able to provide enough profits for SCJ, the business venture is 

leaning towards social entrepreneurship. Apart from profits, the social entrepreneur also 

includes its societal impact and even though s/he might attempt to increase profits, there is an 

acceptance for smaller margins as long as they are creating social value. In addition, since the 

CCS is training poor people in its main business activity (i.e. cleaning services), paying their 

workers three times the minimum wage and provides services to poor communities, they can 

definitely be defined as a social enterprise according to George (2009: 1-3).  

 

5.3.2.1 Other activities performed by the entrepreneurs 

Apart from cleaning services, the entrepreneurs engage in other activities and the most 

common one is garbage collection. Tatiana mentioned that all the entrepreneurs except one 

group focus on garbage collection apart from CCS. From a corporate perspective, this would 
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be considered as a big competition to the CCS because it takes away from their ability to 

clean more toilets. Hence CCS is just a part of their portfolio of income generating activities. 

There are many benefits attributed to the CCS, such as getting paid every time they work, 

have a certain prestige and professionalism associated with the uniform. However they are not 

going to give up their garbage collection because it is profitable. They have worked with it for 

a long time trying to get acceptance within the community, achieved a close relationship with 

the city council and providing a service that is not being provided by the public sector.  

 

 

Tatiana explained that they get paid every 

month and the structure differs from the 

CCS because each group have a number 

of plots where they collect garbage, 

hence they will know exactly the amount 

they are going to earn every month. 

These plots are strictly divided into 

certain territories and the mantra “don't 

come into my base otherwise I am going 

to kick your ass” is echoed into the 

garbage collection business for this 

reason. The cleaning business, on the 

other hand, is more volatile in terms of 

predicting income because the cleaning 

jobs differ from month to month. It is 

potential to earn more money from the 

CCS in the long run in relation to the 

hours they put in. In addition, the CCS 

business does not have demarcated 

territories in the same way as the garbage 

collection. An entrepreneur would never 

imagine going into another persons 

“base” collecting garbage, however with 

the CCS they can go anywhere, which 

was openly agreed upon during an 

entrepreneur's meeting. By collecting 

garbage in another entrepreneurs “base” 

they are hurting each others businesses, but if their CCS business overlap they consider it as 

healthy competition. This is an indication that the entrepreneurs perceive themselves as being 

a part of CCS, rather than just a client. In addition, it shows that the entrepreneurs see a 

benefit for themselves in having a strong CCS network.  

 

As mentioned, the garbage collection business is a very profitable business for them. Eliza 

explained that performing cleaning services and garbage collection generates about the same 

amount of money for the entrepreneurs. The difference between these income generating 

activities is when they are performed. They can get CCS jobs all the time and if they have to 

say no to a job, they will loose the customer. According to Mambo, they usually have garbage 

collection on a specific day and the rest of the days can be assigned to CCS work. However 

many of the teams do not want to work every day, hence many of them want to increase the 

number people in their team. It is important to note that even if a CCS job collides with the 

Figure 5.3, This CBO in Huruma has collected plastics, 

when it is full they will weigh it and a truck will pick it up. 

Then it will be shopped into smaller pieces to make new 

buckets.  
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garbage collection day, two people can still go off and do the cleaning meanwhile four people 

remain and do the garbage collection.  

 

When it comes to garbage collection, Tatiana explained that plastics are a big part of the 

business by selling it to companies in the industrial area for re-usage. One of the groups owns 

a shredder which is used by adjacent groups for adding value to selling these products. One 

kilogram of plastic in terms of the actual receptacle (e.g. jerry cans) would be 10-13 KSH but 

shredded plastic would come up to 15-18 KSH because the company would not have to do it 

themselves. There are also advantages in involving these entrepreneurs within the toilet 

cleaning business because the CCS can leverage the existing entrepreneurial capabilities of 

the garbage collectors. Tatiana said that these entrepreneurs are comfortable with talking 

about and dealing with waste, hence they are more likely to clean toilets than a “regular” 

entrepreneur or business person. 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As mentioned, many entrepreneurs are highly involved within their local community. For 

example, one of the entrepreneurs explained that they are having a campaign about 

HIV/AIDS prevention, garbage and toilet cleaning in Mathare 10. The event involves 

traditional dances and other children performances to create awareness of these issues within 

the community. In addition, they want to enlighten the society what their group does to 

alleviate these issues. In their group there are 28 members and only 8 of them (plus 2 

currently being trained) are performing toilet cleaning. Other activities within this group 

include drama, poultry, printing and a football team to create awareness. The income from 

every activity goes to the bigger group and is split between all members collectively. Youth 

groups are according to Kennedy, one of the entrepreneurs, between the age brackets 15-30 

years old.  

Figure 5.4, one of the entrepreneurial group‟s offices in Huruma, the wall advertises some of their 

service offerings. 



  Ericson, Johannes 

 79 

5.3.3 Public toilet business model 

Most of the public toilets in Nairobi were built during the colonial era and they have received 

little maintenance the last couple of years. Many of them are barely functioning and are in a 

very unhygienic state. (WSP, 2004a: 2) The toilet owner is the government or an NGO, with 

an outsourced operating contract to a local youth group or organization within the local 

community. These operating contracts vary between lease-type arrangements to full 

concessions, where the operators invest their own funds in the effort (Mehta and Virjee, 2003: 

16). This means that the CCS has to sell their services to both the local organization as well as 

the actual owner (i.e. municipal/government authorities). The CCS is currently trying to 

establish a relationship with the owners of the toilets in order to gain access to these facilities. 

This means that the toilet owner would buy products from CCS and someone within their 

organization will be trained according to the CCS standards to do their own training and 

follow ups on the people managing the toilets. The entrepreneurs at the public toilets wear 

CCS uniforms and represent CCS in the work they do. In addition, the toilets are repainted 

with the Mr Muscle®, Duck® and CCS logotypes highly visible to create brand awareness.  

 

 
Figure 5.5, Public toilet business model.  

 

In 2002, there were 138 public toilets in Nairobi. 18 of these facilities were located within the 

CBD in locations with heavy human traffic. However the majority of the public toilets are 

found in other areas, located to service residential estates, commercial centers and markets 

(WSP, 2004a: 3). The first public toilet was “acquired” by CCS through the CDF and CCS 

got permission to manage a particular toilet with a team to see “how it goes”. The CDF had 

seen the positive impact CCS had within their administrative area and thought they could also 

have a positive effect on some of the public toilets within their constituency. It proved 

successful and since then this line of business has expanded. 

 

Joseph mentioned that when the public toilets are cleaner, they find their income and revenues 

rising as more people want to visit these toilets. The logic seems very simple but it has been 

difficult for CCS to convince the toilet owners about the benefits for them and their customers 

of having a clean toilet. Many of the people working with the CCS have now started to realize 

the correlation between a clean toilet and raising revenues. One of the entrepreneurs stopped 

their partnership with CCS for a while and purchased product from elsewhere. However they 

noticed a decline in their customer base and had to reinitiate contact with the CCS.  Joseph 

explained that “[...] one marketplace area where quality assurance people have been visiting 
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today, a very busy marketplace, probably about 10,000 people pass through there every day. 

The place has about six toilet facilities and we have been cleaning two facilities there. Now 

everybody has noticed the difference, and I think they are getting more business, the other 

facilities are not owned by groups like the ones we are cleaning, but they are owned by 

individual entrepreneurs. These individuals have now started saying: ok, these toilets smell 

better than ours, they seem to be getting more customers, how can we also work with these 

CCS guys? And that is what our team has gone to see”.  

 

5.3.4 Master cleaners  

Joseph explained that as more people are entering the business and as new people are joining 

the existing teams they are learned how to clean by the people within the team they are 

joining. Some of these people get sent out on their own to service customers and because they 

are new to the business they do not know the history of CCS and their cleanings are not 

according to the CCS standards. For this reason, they decided to start training people within 

these teams and develop what they call Master Cleaners. Eliza mentioned that large cleaning 

teams (e.g. nine people) needs to be split into two teams and “from these nine people we find 

that we have to train one who we know is going with the other team, he is there to see and he 

can do the job according to the CCS standard. Because the more people that are joining, the 

more the standard might become low […] because they wont train them the same way as CCS 

would have done”. Thus they have chosen to start training Master Cleaners to maintain 

consistency and quality across the cleaning teams.  

 

Mambo said that if the entrepreneur is busy serving customers a Master Cleaner can be sent in 

his stead. This person will be trained in the office not only in how to clean a toilet and 

maintain a facility but also the history of the CCS, the partnership with SCJ, bacteria in the 

toilets and health problems associated with a dirty toilet. The Master Cleaners has evolved as 

a response to a situation developing where the cleaning teams has been unable to answer 

certain questions from the customers and the CCS want everybody throughout the 

organization to have and share the same knowledge. 

 

Mambo explained the goal is that every team will have a master cleaner, because if the 

entrepreneur is not present, someone else needs to know how to maintain the CCS standards. 

If a team is big, there might even be two or three master cleaners depending on the team size. 

A cleaning manual for the master cleaners is currently being developed by Joseph, Mambo 

and Justin. 

 

5.3.5 CCS mentors 

As of September, 2010, the mentor program has been operating for 8 months. Joseph and 

Mambo explained that the best performing entrepreneurs who have attained a high level of 

product knowledge, cleaning technique, attention to detail and excellent people skills were 

appointed CCS mentors. Eliza added that one of the mentors is called Calay and he is 

maintaining the public toilet in Pangani. The other mentor is called Masai who has a 

residential cleaning team in Kawangware and assists the entrepreneurs in that area. According 

to Eliza, one of the mentors is working with a residential team, however according to Joseph 

and Mambo, these mentors are only working with public toilets. Eliza said that since the 

residential toilets are more difficult to deal with, they mostly go to public toilets. The 

approach of assessing the quality is different between the two business lines. In the public 

toilets the quality assurer observes how they are doing, measure the product and then leave. In 

the residential teams one has to join them in the cleaning, which can be hard because of 

infrequent cleaning times and customers.  
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Mambo said these two mentors were trained in quality control, taught about the history of the 

CCS and how to engage with a client. 

Joseph mentioned that CCS has 21 public 

toilets, seven active residential teams with 

a number of customers and it is really hard 

for the quality assurance team to cover all 

this. Mambo said that more people were 

needed to not compromise on quality. 

According to Eliza, they are assisting the 

CCS in checking the product, quality and 

how the client wants the service. If the 

entrepreneurs want to order products they 

can go through these mentors as well. 

 

Because of the frequency of visitors to 

these public toilets there is a need to be out 

in the field all the time. This in a 

combination with an expansion of the 

public toilet business line has led them to 

the consideration of recruiting more 

mentors as they may be needed in the 

future. These entrepreneurs are paid a daily 

wage once a month to do follow-ups on the 

people managing the public toilet business 

because the quality assurance people did 

not have time to do this. As mentioned, 

there are two entrepreneurs who visit 

public toilets and helping them to maintain 

their quality which releases the quality 

assurance team to focus on other areas.  

 

According to Joseph, these entrepreneurs 

will probably do about two or three visits 

per week and a visit usually lasts for two or 

three hours. When they check if the quality 

is maintained they use a schedule. They are 

not looking for new clients themselves but they are trained to do follow ups to make sure that 

quality is maintained on the public toilet side. 

 

In sum, there are two separate types of business. There is the public and the community toilets 

where the entrepreneurs have been given the right to operate a facility and CCS train these 

people to clean their own toilets. To the residential toilets the entrepreneurs within the 

communities perform the cleaning services in teams. Their customers are the end users - the 

toilet visitors. According to the business strategies developed by Gollakota et al. (2010: 359-

363) CCS has successfully managed to incorporate all steps into their business model, for 

example inclusive channels (recruiting local people as entrepreneurs and salespeople) and 

reengineering the value chain through limiting the costs of packaging. 

 

Figure 5.6, A water cart CCS recently invested to 

transport water to the cleaning sites. When there is a 

water shortage it becomes a challenge for the cleaning 

teams because water is a crucial part of the cleaning 

process. 
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5.4 Marketing mix 
In accordance to the framework provided by Anderson and Billou (2007: 14-20) CCS has 

managed to make their services available by a close partnership with CBO entrepreneurs. 

They have made these services affordable by eliminating the cost of packaging and providing 

a service that is cheaper than if the customer would have brought the product in store. By 

letting the customers split the cost of having their toilets cleaned, they can purchase the 

services with a daily income. They have managed to make their services acceptable because 

of a close partnership with local entrepreneurs. CCS has allowed them to perform other 

income generating activities besides the cleaning services and the teams are willing to clean 

other areas than toilets by adapting to individual needs. Awareness has been created by 

important promotional tools, such as personal selling and advertising. In this section, the 

marketing mix is explained to analyse their marketing activities. 

 

5.4.1 Product 

CCS offers physical products, training and support to the entrepreneurs. However this section 

describes the cleaning products delivered from SCJ. According to Justin, SCJ's products do 

not sell well in these areas, which is one of the reasons why they are involved in this business 

initiative because their base products are not applicable to a 

slum setting. The products were developed for industrialized 

economies were people can afford to buy their own cleaning 

products for their toilets. However the people in the slums 

do not have enough money to buy these products the way 

they are designed now. That is why the service model was 

brought forward - to take the same juice inside the product 

and apply it without adding the extra cost of packaging. 

Eliza said that CCS gets a 50 percent discount on SCJ's 

products.  

 

SCJ has introduced a gel in Europe and in the United States 

that is meant to go inside the toilet pool called Mr Muscle 

Gel®. Every time one is flushing the toilet a little bit of the 

gel dissolves, smells good and helps to clean the toilet. In 

Kenya the gel is used as an air freshener because it cannot 

be removed hence no one can steal it. The CCS sells a 

plastic bag with 300 grams of gel and the entrepreneur will 

snip off the corner and put the bag into a pastry bag (view 

Figure 5.7). The gel can be squeezed out of the pastry bag 

and applied where the cleaner finds it suitable. A sample of 

the gel was given to the entrepreneurs at the introductory 

stage and now it is used more frequently.    

 

                    When applying the three levels of product described in the 

theoretical chapter to the entrepreneurs‟ customers it is argued that the core product (or 

personal benefit) occurring from its services is a clean disinfected toilet. They receive toilets 

with significantly reduced bacteria count; the cleanest toilets in the slums. Even though this is 

the core benefit the customers‟ main motivation can be the pride in having a clean toilet or the 

status it brings forth in the community. Thus the core benefit does not necessarily have to be 

the reason why the customer actually purchases the services. The “actual product” is referring 

to the cleaning process, described in 5.3.1 Service concept. The customers‟ opportunity to 

leave feedback to the sales team and the Mr Muscle® Gel are part of the augmented product 

Figure 5.7, Pastry bag. 
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offering. If the costumers decide to leave feedback they can tailor the service to their specific 

needs in the future, making their input very important to CCS. The Mr Muscle® Gel is 

applied to the walls to generate a good smell inside the toilets, even though it also contains 

disinfectant components. When applying the same framework to the CCS the core benefit 

offered to the entrepreneurs is the partnership per se. The actual product offering entails the 

training, equipment and products sold by the CCS. The augmented product refers to the 

support functions offered by the sales team and the Quality and Assurance (Q&A) team. By 

measuring product the entrepreneurs get better at managing their costs and the sales team 

assists them managing their customers. 
 

5.4.2 Pricing 

Justin explained that CCS charges the entrepreneurs the same amount of money for the 

products, regardless of whether they are public or residential but unfortunately they barely 

make any money out of it. The difference is how they use the products and how frequently. 

The first batch of products is provided on consignment to avoid high initial costs and a big 

outlay of funds. The idea is for the entrepreneurs to start making money on those products and 

then pay back CCS for that last product before they get resupplied. The CCS are getting more 

strict about payment because a lot of people expect multinational companies to give away 

“stuff” to them for free and that is not the kind of business that CCS strives to become. 

 

The price of the products has according to Joseph been a long iterative process. One of the 

first things CCS considered in the model was trying to figure out what price they could charge 

and still make a profit. Based on that price they negotiated a price from SCJ to allow them to 

make a profit. Farida mentioned that in most residential places they find a room with a toilet 

and a shower. According to Eliza, Mambo and Farida, the entrepreneurs charge between 250-

300 KSH for cleaning a doublet together with a sink (which is the guidelines set fourth by the 

CCS). The charge varies but the minimum would be 250 KSH divided among the residents. 

However Eliza explained that the entrepreneur sometimes gets paid around 150 KSH for one 

cleaning, but washing it twice a week. In total, the entrepreneur receives more money because 

the time and energy spent on cleaning the toilet will go down as the cleanings get more 

frequent. This is also a good way for CCS to manage demand fluctuations; since they provide 

a service that cannot be stored they should encourage the customer to make use of the services 

more often (Srinivasan, (2004: 27).  

 

Mambo said that per toilet the charge is usually 150 KSH and in for example schools there 

might be around 40-50 toilets, generating a lot of money. 300 KSH can be hard for a resident 

to pay alone but giving around 20-40 KSH is affordable to the people living in the slums. 

Farida explained that “You find that sharing is much cheaper for them, it's going to be 20, 30 

shillings per person, other than having a person paying for that service”. Mostly people 

living in the slums get paid on a daily basis and a person working between 10-12 hours each 

day will earn 150-200 KSH per day. Farida said that having many bills and responsibilities to 

pay for in one day can be difficult for their customers. After the service has been performed, 

the customer pays everything because CCS do not want to go back continuously asking for 

money. The CCS usually gets paid after the service is performed because the customers do 

not want to pay in advance for a service they have not seen. However they are trying to get 

paid in advance from clients who have a reputation of not paying on time. 

 

Joseph explained that one of the issues with pricing is how the entrepreneurs price the service. 

The CCS provides them with price suggestions but getting to a standardized price has been 

difficult. Mambo explained that CCS tries to provide guidelines to the entrepreneurs in what 
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price to charge for a typical cleaning. During the training process the entrepreneur and the 

cleaning team will learn how much product to use and how much that transfer in terms of 

costs. This helps them to think about how they should price their products. Ultimately the 

entrepreneur is the one who gets paid and will agree upon a price. This is defined by Kotler 

and Armstrong (2008: 318-9) as dynamic pricing; adjusting prices continuously to meet the 

individual needs of the customers and situations.  

 

It is suggested that this “negotiation culture” is prevalent in Kenya, thus a fixed pricing 

strategy would not be applicable. However the pricing guidelines are still important for the 

entrepreneur to have as a point of reference. The risk with not having a standardized price is 

that customers that have paid more for the cleaning service will be upset if they realize that 

other customers have paid less.  In April, 2010, the sales went down by 22 percent from the 

previous month. However the revenue only decreased with 10 percent. This is an indication 

that they are either charging a higher price for their toilets or that the costs are managed more 

efficiently. Either way, the loss in sales can be an indication that they price the service too 

high and they will need to look into that to avoid loosing too many customers. In these cases 

it is important to collect feedback from customers who stop purchasing their services to better 

understand their motivations for leaving. 

 

The CCS only gets paid for product and equipment, hence not being able to control the 

pricing of the cleaning services. This can sometimes be an obstacle to frequent purchases 

because as Joseph said “Sometimes they [the entrepreneurs] insist on a too high price to 

persuade someone to become a frequent customer. Yet, if you are cleaning more frequently, 

even the cost of actually doing the cleaning comes down because the cleaning is more 

frequent […] so we are trying to show the entrepreneur that they will definitely make more 

money as a total than what you would have done in one cleaning, but the percentage of every 

cleaning is slightly lower”. The CCS should encourage the entrepreneurs to make more repeat 

business because it would save both money and time it takes to acquire new customers. In 

addition, more frequent cleanings require less product (i.e. lower costs) and it is easier to 

estimate future profits and manage demand fluctuations if they have more regular customers.   

 

There are two price categories explained by Kotler and Lee (2009: 201) that best apply to 

CCS. These are maximizing retained earnings by focusing on moneymaking and maximizing 

the number of customers using the service. As mentioned, CCS emphasizes the importance of 

their entrepreneurs making money performing the cleaning services. However this is balanced 

with maximizing the amount of customers. One important aspect in achieving this balance is 

the measurement of product the Q&A team is doing to prevent product costs from escalating. 

The price tactics they use are mostly focusing on nonmonetary incentives to encourage 

behavior change, such as reduced child mortality rates and preventing infectious diseases.  

 

5.4.3 Place 

Kotler and Roberto (2008: 258) identified three major players in the distribution chain; the 

change agent (CCS), the target adopter (the slum inhabitants) and the distributors (CCS 

Entrepreneurs). The entrepreneurs are the intermediary that is providing the services and 

interacting with the consumers in the slums. The distributors (i.e. the entrepreneurs) are the 

ones that make it possible to reach out to the target market in the most efficient way. CCS has 

managed to not only use them as distributors but also include them as their partners. This 

facilitates information sharing throughout the business.  
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The CCS entrepreneurs (i.e. distributors of CCS‟s services) operate with highest density in the 

Mathare Valley as well as operations in Kawangware, Makadara, Dandora and Karobangi. 

They also operate in Huruma, Kariokor, Korogusho, Zimmerman, Mlango Kubwa, Eastleigh, 

Kiamaiko and Pangani. Joseph said they have left Kibera but are planning to re-enter that 

area, more as a symbolic act rather than having the intention of making business there. Kibera 

is one of the most famous slums in Africa and for that reason CCS wants to have business 

there. This could make it easier to get acceptance within the international aid communities 

and promote CCS as a “good” organization. But Justin said that it is very difficult to start up a 

business there because everyone is expecting donations. It is challenging to try selling 

products to people expecting charity.  

 

Joseph stated that when the CCS expands into a new area the first thing they will investigate 

is whether there is an opportunity to exploit and whether there are shared toilets that need to 

be cleaned. If there are no entrepreneurs within close proximity to this new area there is a 

reason to establish a new team. The next step would be finding a willing entrepreneur or 

people willing to work with the CCS, which sometimes can be an issue due to the dirty nature 

of cleaning toilets. Joseph explained that “We tried to start working in Dandora and has been 

trying to get into that place since 2006 but our main reason not being there we just couldn't 

find anyone who was interested in washing toilets”. Thus the criteria for entering a new area 

according to Joseph and Mambo are: 1.) Shared toilets should be available 2.) The area cannot 

be supported by an existing entrepreneur 3.) People willing to clean these toilets must be 

available. Other criteria used in the evaluation process are freedom to operate, security, size 

and infrastructure. 

 

Mambo adds that even in some cases where areas overlap the entrepreneurs are not regarding 

competition as something entirely negative. However when expanding their business they 

have usually seen a potential in the area, either from talking to people saying there is an issue 

with sanitation and toilets or referrals from the cleaning teams. If an entrepreneur gets a client 

in an area already covered by an existing CCS team, there is usually no problem as long as he 

informs the other entrepreneur about the cleaning job. At the general meeting Eliza explained 

that the entrepreneurs agreed that “if someone goes to my area to wash, it is marketing for me, 

because now the people in this area will know that I am not alone in this CCS business. It is 

everywhere, not just in this area, performed by different people!” This is also confirmed by 

Tatiana, who said that they promote each others businesses (i.e. representing the CCS brand) 

by coming into each others areas, hence it is regarded as healthy competition.  

 

5.4.4 Promotion 

The CCS often use negative emotional appeals, described by Kotler and Armstrong (2008: 

406) as fear and shame that get people into an acceptable behavior (i.e. have their toilets 

cleaned). These promotional messages mostly focus on the unhealthy environments of the 

slum inhabitants toilets. It is argued that there are two parts that needs to be explained to 

understand CCS‟s promotional message as a whole. First of all, they use negative emotional 

appeals to make the customers understand that dirty toilets are dangerous from a health 

standpoint; it leads to increased child mortality and diarrheal diseases. This is the social 

marketing side of CCS‟s business concept, articulated by Joseph as being a movement to 

change a negative behavior. Secondly, when promoting CCS‟s cleaning services to the 

customers as a solution to this “new behavior” they use rational appeals. This relates to the 

customers self-interest, focusing on the quality and performance of the services (Kotler and 

Armstrong, 2008: 405). For example, the sales team emphasizes the high quality of the 

products and the professionalism of the cleaning teams in performing the services. Even 
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though quality and performance is related to masculine societal values it is argued that quality 

should be emphasized because quality cues are indifferent of the cultural dimension (Tai and 

Chan, 2001: 559).  

 

It is argued that Tai and Chan (2001: 550) states that consumers in collectivist cultures (view 

Figure 4.7) prefer image-based appeals that point out the positive social consequences of a 

particular purchase. In collectivistic cultures, the individual‟s identity is based on the social 

system to which they belong and avoiding loss of "face" is important. In these cultures, 

priority is given to relationships with people (de Mooij, 2009: 77). This indicates that the 

marketing should focus on the group benefits, rather than the individual‟s. Thus CCS should 

not communicate why the individual should have a clean toilet, but how the whole group (e.g. 

extended family, friends) benefits from a clean toilet. Since CCS is performing a service, it is 

argued that the marketing activities should focus on establishing relationships as opposed to 

single transactions. When it comes to relationship marketing, the marketer does not plan 

primarily for short-term results. In contrast, the objective is to create results in the long run 

through enduring and profitable customer relationships. (Grönroos, 1997: 329)  

 

There are five major promotional tools companies use to communicate their value 

proposition(s) to their customers and build customer loyalty. This section is categorized by 

these tools to explain how they 

are blended together within the 

CCS to create most value for 

their customers. Advertising 

can be defined as any form of 

non-personal presentation of the 

services by an identified 

sponsor. Sales promotion is 

short-term incentives to 

encourage purchase of the 

service. Public relations imply 

building good relations with the 

target publics by gaining 

favorable publicity and heading 

off unfavorable rumors and 

events. Personal selling 

constitute the activities 

performed by CCS‟s sales team 

and direct marketing involves 

the contact with selected 

individuals to obtain an 

immediate response and cultivate lasting customer relationships. (Kotler and Armstrong, 

2008: 398-9)  

 

CCS‟s promotional messages need to be consistent throughout the organization in what they 

are communicating to their end customers. Kotler and Armstrong (2008: 399) write that 

conflicting messages can result in a confused message about the company‟s brand image. 

Thus all CCS‟s marketing communication channels must deliver a clear message about the 

organization. Someone (e.g. Farida) should be the one responsible for all marketing activities, 

making sure that all promotion materials remain compelling and consistent. To make 

someone responsible for the overall communication efforts helps to produce better 

Figure 5.8, adapted from Kotler and Armstrong (2008: 402)  

a carefully blended mix of promotional tools. 
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consistency, greater sales impact and unify the company‟s image (Kotler and Armstrong, 

2008: 402).  

 

Two times in one of the field trips people were complaining about the whiteness of the toilet. 

They had been promised a white toilet bowl; however the whiteness of the toilet did not 

correspond to their expectations. This indicates that the cleaning teams are not thinking in 

terms of repeat jobs. They must be honest to the customers by explaining that it will take a 

couple of cleanings before the toilet is completely white. It is important that they set the 

customer expectations on a reasonable level; otherwise they will not be satisfied with the 

services. One of the sales techniques used by the sales team was a “social pressure technique” 

where they told all neighbours‟ they were the only ones not signed up for the service. This 

could be an efficient short-term strategy but it is also very risky in case it gets revealed that 

they are not completely honest about it. To quote Arnott (2007: 984) "Building trust is like 

free mountain climbing – one slip and you’re dead" illustrates the importance of keeping 

promises and maintaining trust. Building trust between the business and the consumers is 

essential for private firms entering the BOP market (Prahalad 2009: 43-46). It is important for 

the sales manager to establish standards of ethical behavior for their subordinates, 

communicate them clearly and enforce them vigorously. This is important because unethical 

selling and marketing practices make the customers reluctant to deal with the CCS and leads 

to less sales and profits over time (Johnston and Marshall, 2006: 18). It is argued that he if 

they tell the truth they will set the foundation for much deeper relationships and increase the 

likelihood of repeat purchases. Kotler and Armstrong (2008: 418) explains that it is important 

to engage all communications functions in the planning process, this includes customers, 

suppliers and other important stakeholders at every stage of the process. Thus assigning a 

marketing director responsible for all communication will make the sales messages more 

consistent.   

 

5.4.4.1 Advertising 

According to Mambo, calendars are advertising material they use for creating awareness in 

the communities. Every year they make as many calendars as they can afford and those are 

handed out to the teams who can distribute them freely among shop owners, landlords, 

offices, schools, hospitals and the like. The calendars have pictures of the teams, names of the 

areas they are operating in and there is a space where the entrepreneur or the sales team can 

leave their contact information. This is usually how they get contacted by the customers. This 

is a very good way of creating brand awareness within these communities. It has been 

observed that people in the slums usually use calendars as wall decorations in their living 

rooms, even though they might be outdated. Since the living room is a central area where 

people meet and socialize, calendars is a cheap and good way for CCS to get access to good 

promotional space. Although the calendars create awareness, they do not have a specific 

promotional message. Whenever possible, CCS should emphasize quality in their 

advertisements. Since quality is core information in services advertising the advertisers should 

place emphasis on the service quality dimension in designing information content (Tai and 

Chan, 2001: 559) According to Farida, the Sales team are distributing calendars after 

explaining to the customers what they are doing, providing contact information in case they 

need CCS's services.  One calendar is distributed to every house they visit, after the residents 

have understood the service concept. The calendars are hanged on the wall and when the 

customer needs the service s/he will call someone in the sales team and say they have 

organized the families and want to have a cleaning.  
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According to Mambo, they have newsletters of important happenings within the CCS. These 

are distributed in the field by the sales team, the entrepreneurs and by the quality assurance 

team. People receive them when they talk to anyone within the CCS and they are put up on 

notice boards within the communities. These newsletters generate curiosity from people as 

they read about the entrepreneurs and recent happenings of the business. Communicating a 

service offering is often more difficult due to its intangible nature. Even though a picture in a 

brochure or catalog showing cleaners scrubbing a toilet can provide tangible cues, it will not 

fully communicate the performance of the service. Because of different needs among the 

individual consumers, mass communication must often be supported by one-on-one follow 

ups. (Czinkota and Ronkainen, 2008: 518) Another important advertiser is the cleaning teams 

and the sales team themselves. As they go through the communities in their CCS overalls or 

CCS t-shirts people keep asking what they are doing. In one of the field trips together with the 

sales team the researcher experienced this frequently during the four hour visit. For instance 

an old man stopped a CCS person asking what they were up to in his neighborhood and they 

got the opportunity to explain to him the whole service concept.  

 

They sometimes use community radios to reach out to potential customers. Mambo explained 

that they did a radio show in one of these radios and an entrepreneur called them after 

listening and was interested to do cleaning in the Kibera slum. These radio stations do not 

have a big coverage, usually they are broadcasting in a certain area. However they are very 

powerful tools because people identify with them in their communities and most of the radios 

within an area are tuned to that particular broadcasting station.  

 

One promotional activity suitable for example NGOs and other big organizations is a 

documentary about the CCS, called "CCS the movie". Tatiana is leading this initiative and it 

has recorded the actual work performed by the CCS within the slum communities in Nairobi. 

To send them a link to watch the movie can be an effective way to attract potential partners 

and investors, especially in developed countries.   

 

5.4.4.2 Public relations 

The community led total sanitation approach is a special event worth noting as a good sales 

promotion tool to create awareness of the sanitation issues in the slums. The audience of 

CCS‟s CLTS initiative is community leaders that excel influence within their local 

community. The goal of the campaign is to move the perception of feeling favorably about 

improved sanitation into convincing them that it is of major importance to them and their 

communities. This can be illustrated in the buyer readiness stages, adopted from Kotler and 

Armstrong (2008: 404). It is argued that the people in the slums are aware of the unsanitary 

conditions of their toilet and they would obviously want to improve them if possible. Hence 

they are probably within the liking or preference stage. They would need to be persuaded 

living in good sanitary conditions is an essentiality for them (i.e. conviction). The last step, 

purchase, would better be described in this situation as “action” (i.e. doing something about 

the problem) which could involve contacting CCS and having their toilets cleaned, or stop 

using the “flying toilet”. It is important to note that this model can be applied to CCS‟s 

services as well. Their sales team creates awareness of their cleaning services and moves the 

customers into the conviction that they perform the best high cleanings. However in the CLTS 

case the focus is on changing the mindset and for people to adapt a healthy behavior, not to 

sell CCS‟s services. Rogers (2003) states that if an organization does not represent any 

commercial interest their opinions are valued higher by the consumers. For this reason it is 

argued that CCS must be careful when engaging with organizations providing “informal” 



  Ericson, Johannes 

 89 

advice to these groups, otherwise the intended message can loose credibility. CCS must 

remain adamant about its decision to not use their uniforms while attending the CLTS event.  

 
Figure 5.9, Buyer readiness stages, adapted from Kotler and Armstrong (2008:404). 

 

As in many other markets around the world, word of mouth has proved to be a very valuable 

method to reach out to new customers in Nairobi. One reason for this can be the consumers‟ 

reliance on their peers and in-groups as a major source of information (view Figure 4.7). If 

CCS has washed a toilet the customers will talk about it with their neighbor(s) and s/he might 

contact the CCS. Eliza explained that “they [the entrepreneurs] are not using so much time to 

talk to the clients, door by door selling to them. Where they have washed the toilets the people 

say: oh, our toilets are cleaned, can you come and see?”. Then the neighbors would ask them 

to call the CCS to have them do their toilets as well. One step to make personal 

communication channels, such as the one described above, to work for the CCS is to create 

opinion leaders for the brand. Opinion leaders are individuals who possess a high knowledge 

in a certain area; they spread information, influences decisions and behaviors (Fournier, 2009: 

109; Solomon et al., 2006: 374-79). Important opinion leaders to reach in these social 

contexts are retailers, community organizers and leaders of local self-help groups (Sridharan 

and Viswanathan, 2008: 459). If marketers manage to influence the opinion leaders they will 

have positive spokespeople for their products (Tsang and Zhou, 2005). It is good that CCS 

together with plan international is trying to influence community leaders and make them 

understand the importance of good sanitation in the slums. This is a first step towards 

adapting a positive healthy behavior in these areas. The second step involves marketing 

CCS‟s services as the most viable solution to clean people‟s toilets. These opinion leaders can 

be offered initial discounts for getting their toilets cleaned trying to create a buzz within the 

community. Cleaning institutions and visible gathering points can also create positive 

information spread through word of mouth. This is defined by Kotler and Armstrong (2008: 

408) as Buzz marketing – cultivating opinion leaders to spread information about a service in 

their communities. Thus it is important to find people that the slum inhabitants trust to spread 

their message, such as entrepreneurs with their CBO background.  

 

Another form of PR for CCS is performed indirectly by its entrepreneurs. As mentioned, they 

are highly involved in their community and often have various events to create awareness 

within these communities. Since the entrepreneurs are engaged in the cleaning business they 

are often promoting clean toilets as a solution to a major problem in the slums. However there 

is the trust factor involved when promoting a product or service that oneself is involved in. 

Hence it is good if an external organization provides facts about the necessity of having a 

clean sanitary environment and CCS argues for its superiority in cleaning toilets.  

 

5.4.4.3 Sales promotion 

Because low-literate consumers often focus on experiential attributes there is a need for 

realistic product testing situations using concrete, visual stimuli to represent the product in as 

close to real form as possible (Sridharan and Viswanathan, 2008: 459). Mambo mentioned 

that they occasionally make cleaning demonstrations to receive feedback from the 

community. They will tell an entrepreneur in a certain area if they can identify a place where 

the toilets are really bad and are used by a lot of people. They would go into that toilet and do 

a cleaning demonstration for one week, free of charge. After this week when the cleaning has 

stopped they ask their customers for feedback. Sometimes when they have cleaned a school 
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this way people have been asking who cleaned their toilets, thus getting increased business 

from that.  It is argued that this is indeed a very efficient promotional tool and it should be 

considered by the CCS if they should make these demonstrations more often. One suggestion 

is to pay a certain team to go across different areas and clean toilets highly visible to the 

public without charging them. This would give the CCS a positive reputation in these 

communities, show people that the organization operates not only within their particular area 

and be a major promotional tool for attracting more customers. 

 

Another form of sales promotion currently under process is to develop a model of how the 

price would decrease as the frequency of cleaning increases. If a consumer signs up for 

frequent jobs, s/he will get a cheaper price per cleaning. If such a model could be made for the 

CCS to use it would present a good selling point for the sales team and the entrepreneurs. 

 

5.4.4.4 Personal selling and direct marketing 

Uncertainty avoidance and collectivism are both positively related to loyalty (Usunier and 

Lee, 2009: 77). This suggests that CCS should establish close relationships to their customers 

based on East Africa‟s ratings in Figure 4.7. Hence, marketing activities must be attentive to 

the high relational nature of poor consumer markets (Sridharan and Viswanathan, 2008: 461). 

Personal selling is more interactive than other forms of communication and encourages two-

way dialogue. Since many people are unaware of the hazards of having a dirty toilet, personal 

selling is arguably a strong promotional tool acquire customers in the slums. This is because 

the service is complex to explain, it can be tailored to specific customers and there is a need to 

convince them that the cleaning service is better than competing offerings (Johnston and 

Marshall, 2006: 93). In addition, personal selling in BOP markets is confirmed to be a source 

of competitive advantage because it creates a close relationship with the customers. They trust 

the salesperson and the lack of formal education often make these customers unable to extract 

other external sources of information. (Barki and Parente, 2010: 18) Hence it is very 

important to create trust and consistency. It is argued that lying can hurt the relationship 

enormously. Personal selling through sales presentations is central part of CCS and has been 

explained earlier in the customer acquisition part. In addition, the entrepreneurs are 

considered as “personal sellers” of the services because they are marketing the cleaning 

services as they perform them. They are the people working in the front line representing 

CCS. Adapting the role of “part-time marketers” of a service provider they often have a much 

more important impact on the future purchasing decisions of a customer than professional 

salespeople (Grönroos, 1990 in Grönroos, 1997:326). Thus it is crucial that the entrepreneurs 

receive appropriate training in managing customer relationships.  

 

To promote efficient salespeople, it can be good to offer an incentive program for those who 

succeed in attracting more customers to the business. A base salary plus incentives related to 

performance is the most popular compensation plan used in this type of business (Heide, 

1999: 39). It is important to encourage dialogue and interaction to establish social bonds with 

customers (Patterson and Smith, 2001: 438). Hence it is important not to promote the sales 

people to think in short term sales because the goal of CCS is to acquire long-term, repeat 

clients. In addition, since they are selling in teams the incentives should not be individual 

focused. Johnston and Marshall (2006: 340-1) argue that if the focus is directly related to 

short-term sales, then a large incentive program should be offered. Thus the salary should 

receive more weight than the short-term incentives (e.g. bonuses and commission). The sales 

people (or sales teams) who manage to acquire more long term customers should be offered a 

higher salary. However one short-term objective is to acquire more customers and there 

should be some compensation related to sales people who generates more sales. CCS should 
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initiate a discussion at the general meetings with the entrepreneurs and ask them how much 

(or what) they are willing to contribute to the sales people for each new customer they 

acquire. Good sales people should also be encouraged by nonfinancial incentives, such as 

recognition in the CCS newsletters or at the sales meetings. In any case, employees should be 

rewarded in such a way that customer retention is achieved (Buttle, 1996:13). To further 

reflect the objective of long-term commitment, the salespeople can be renamed to relationship 

managers.  

 

When it comes to direct marketing, CCS should consider establishing a telemarketing sales 

force, if telephone lists can be obtained through for instance Safaricom or Airtel
3
. A call 

center can be established at the CCS office, acting as a sales force and a customer help center. 

However this is based on availability of telephone number directories. If not accessible, a 

database with contact information containing existing and potential customers should be used. 

This can become a major strength of the CCS to complement its sales people out in the field. 

Interested customers can call the customer help center and receive information about the 

cleaning services. If needed, the telemarketing sales force can coordinate a meeting with the 

customer and the sales team for a face to face contact. The indoor sales force would be able to 

reach more customers, hence being more cost efficient. In addition, they can keep records of 

current and old customers and call them when new service offerings or upgrades are available.  

 

5.4.5 Training Process 

Process relates to how the service is provided to the customers (Clarke, 2000: 45) and to work 

towards consistent service delivery, CCS has developed a standardized training procedure. As 

mentioned earlier, the entrepreneurs are the ones approaching CCS and showing an increased 

interest in the business. Joseph mentioned that one of the struggles is to identify if the person 

wanting to start up a cleaning team is the right entrepreneur or not. This is determined by 

organizing a cleaning within their local community, explained earlier in section 5.3.  

 

Justin said this proves if the entrepreneurs are able to bring a team together, to show up on 

time and show up sober before CCS makes a big investment in them. In addition, it shows 

whether the entrepreneurs are truly willing to clean toilets because it is not “a fun” or pretty 

business. Mambo explains that on the actual training day they are instructing which brush to 

use on different surfaces, how to measure amount of product (e.g. per toilet, wall) and the 

methodology of the cleaning. They go through the different steps of cleaning (view “5.3.1 

Service concept” for a detailed description) and safety aspects, for example what one needs to 

do if they swallow some product. It is a very engaging process and in the beginning they 

make constant follow ups to make sure they are learning the correct procedures. Sometimes it 

takes them a week to learn the whole process. 

 

As mentioned, they used to have workshops and training sessions but then people would just 

come for these occasions and leave when it came to the actual work. Hence the “prove 

yourself worthy”-approach has proved critical to the CCS and dissemination through word of 

mouth is more beneficial for them. Joseph explained that the public toilet operators are trained 

in a similar manner. If a youth group is managing a public toilet facility, then the team is 

trained at that particular facility. According to Mambo, the CCS trains the entrepreneur plus 

his team when he is starting up the cleaning business, usually one entrepreneur and three other 

individuals. CCS do the training in the field and a concept follow up, however most of the 

entrepreneurs work together with them closely and are able to train new people they add on to 

                                                 
3
 The largest mobile network operators in Kenya.  
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their team. They inform CCS that they have two individuals they are training and the CCS can 

visit and overview the learning process.  

 

Joseph said that they do not charge the entrepreneurs for the training or start up materials. 

They purchase equipment and products from the CCS. The average margin of equipment is an 

administrative charge of about five percent because the equipment allows them to do the work 

properly. The CCS source good equipment in bulk and the entrepreneurs can buy them well 

below retail prices.   

 

When it comes to public toilets, Mambo said that CCS train the people maintaining the toilet 

to do the cleanings themselves. These people are operating the toilet and are present at the 

facility throughout the day. They are charged the same price as the residential cleaning teams 

for the products, but they also have to pay the initial costs for equipment because they have 

financial means to do so. 

 

To ensure that the quality is maintained Joseph mentioned that they are having constant 

training and monitoring of the cleaning teams. In addition, they emphasize the pride around 

the cleaning work they do. An entrepreneur would feel bad if someone told him that the 

standard of the toilet is bad and encouraging that kind of thinking is important in order to 

work towards a higher quality. The quality assurance team visits toilets on a daily basis to 

make sure quality is maintained. In addition to the quality assurance team, the CCS Mentor 

program was started to alleviate the work by visiting some of the public toilets in their stead. 

The person delivering the service communicates the values and attitudes of the service 

corporation, hence the cleaner is both producer and marketer of the service. For this reason, 

the cleaning teams should receive additional training in customer relationship management 

and image projection, apart from service delivery and design. (Czinkota and Ronkainen, 2008: 

518-19) Nurturing the customers in the early stages and treating them as family members is a 

good strategy to create strong relationships. It is suggested that once a service relationship has 

been developed in a collectivist culture the exit barriers are substantial. Hence recruiting and 

training staff should have the development of social bonds in mind. (Patterson and Smith, 

2001: 438-443) The entrepreneurs should be updated on the marketing messages that is 

communicated throughout the organization and be informed about what emotional appeals 

that correspond best to their customers.  

 

5.4.5.1 Quality and Assurance 

D‟Andrea et al., (2004: 3-6) claim that emerging consumers are very brand conscious and 

tend to buy brands regardless of price. This is due to the financial loss from an 

underperforming product is greater for consumers with limited financial resources. If this 

holds true for Kenyan consumers as well, it is indeed very important for CCS to maintain its 

strong brand image of high quality cleanings. In addition, consistent quality over time can be 

sufficient to differentiate products (Ireland, 2008: 434). 

 

Joseph mentioned that the quality and assurance team consists of Mambo and Eliza who will 

go to both public and residential toilets to make sure that the quality is maintained. In 

addition, they are helping with business expansion, negotiations with new customers and 

present information about the CCS. The quality and assurance team are not there to control 

whether the toilets have been cleaned or not, they are visiting a toilet before the cleaning to 

explain to the entrepreneurs how to do it properly. According to Eliza, they are going through 

the site when the cleaners are doing the job because if they would come a day after the 
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cleaning, it would not be possible to see if they cleaned it properly. If they go there at the 

same day they are able to see if it is cleaned according to the CCS standards.  

 

Either Eliza or Mambo will go to the cleaning site when the cleaning team arrives to overview 

the process. They will not be in the front line to wash, they will be measuring the product, 

helping out with rinsing, washing doors, see how they wash the urinal and the bowl according 

to the standards. To assess the quality, Mambo explained, they have a standard data set that 

explains the specific amount of product that has to be used for a specific cleaning and its 

different areas (e.g. toilet bowl, walls). These standards are enforced by visiting teams out in 

the field each week. Thus Mambo and Eliza can visit many of them within a week and do the 

actual cleaning with them. The quality assurance is mainly about doing the actual work 

together with the teams using their equipment and showing them how to do it properly. After 

that, the cleaning teams can ask any questions they might have about the process. According 

to Mambo, the Q&A team has different schedules to make sure they have covered everybody 

in the team by the end of each month. Although they go together when they are training a new 

team because then they need more manpower, or manpower and ladypower as Mambo said 

with a laugh.  

 

In addition, Eliza explains they are able to see how much detergent was used during the 

cleaning because that is one of the struggles the teams' have. A full bottle is 500 ml and they 

will compare with marks on the bottles to see how much detergent remain. Eliza said that “If I 

can see that only 200 ml is left, it means they washed with 300 ml for one toilet, which is not 

the exact amount you should use. You should use 100 ml, but depending on the situation of the 

toilet, even if the situation is very bad, it cannot go up to 300 ml, it might go up to 200 ml […] 

but that one was during the time we were using the GPC [general purpose cleaner] when we 

were not using the Mr Muscle”. The Mr Muscle® detergent is more concentrated hence the 

entrepreneurs used to the GPC that was used before would have to be relearned how to 

correctly measure the amount of product. CCS has a cleaning manual, which was developed 

with the help of an SCJ employee. The manual is based on the work the entrepreneurs have 

been doing in the field and it presents a documentation of how the process of cleaning is being 

done based on CCS's best practices. The measurement of service capability and delivery 

efficiency is often qualitative in its art (Czinkota and Ronkainen, 2008: 518). However CCS 

has managed to quantify some aspects, such as measuring product usage and bacteria count. 

 

In addition to the Q&A team, the sales team has an important role to play when it comes to 

quality assurance as well. After a cleaning, someone from the sales team will call the client or 

meet with them personally to ask whether the cleaning service was satisfactory or not. Before 

the initial cleaning, one from the team will go there and see exactly what needs to be done and 

what needs to be cleaned. After the cleaning, one person will go there to check if the toilets 

are cleaned according to the CCS standards and at the same time talk to the client to receive 

feedback. As mentioned, this serves the important purpose of understanding the BOP 

customers‟ situation and enables CCS to develop more effective service offerings (Gollakota 

et al., 2010: 365; Weidner et al., 2009: 567). 

 

5.4.5.2 Data collection 

Create and maintain a detailed customer database is important to successfully maintain a 

relationship with customers (Buttle, 1996:13). The CCS have a list of different kinds of 

customers and every month Farida check the list and type in that information in the computer. 

She will fill in how many cleanings that has been performed and which type of customer has 

been served.  They are currently hiring a data clerk to insert information into the computer. 
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This person will be stationed at the CCS office 8 hours a day to handle data coming from the 

business, answering calls coming to the office, taking care of visitors and to some extent do 

sales.   

 

Justin mentioned that a big challenge to CCS is the operational information coming out of the 

business. Even though many of the entrepreneurs can read and write, they have not received 

much formal education. When it comes to the level of problem solving, logical – and 

analytical thinking in terms of numbers is not prevalent among them. It is essential for the 

entrepreneur to break down how much one liter of product would cost and how much wages 

to pay. For example, the cost of cleaning a dirtier toilet would be higher due to a higher 

amount of product usage. To facilitate this type thinking, CCS has introduced an SMS-service 

the entrepreneurs should use to report essential data coming from the residential business. The 

SMS includes who the client was, how much they got paid for the service, amount of product 

used, how many cleaners involved and how long time it took. This information is then 

compared with the actual data gathered earlier. The data is stored in the CCS central and 

keyed in manually as the text messages come in. When this system is fully operational the 

CCS has plans to build a system where the text messages are going automatically into the 

database. However there are still some obstacles to this, such as compatibility with everyone's 

phone.   

 

Mambo explained that one of the reasons why they put a lot of importance in collecting data 

on a weekly basis is to measure the amount of product used during the cleanings. Each team 

sends a text message which specifies which type of client being served and amount of product 

used. From this information they are able to generate a report showing the amount of product 

used on a weekly and a monthly basis for each entrepreneur. Hence facilitating procurement 

of SCJ products and reducing the risk of being without products. They are currently trying to 

automatize the process to make the reporting process more efficient.  

 

According to Eliza the quality assurance people and the CCS mentors have a form and a 

notebook they use for assessing the quality and measuring the stock levels in the field. This 

data is then given to one person from the Q&A team who compiles the lists and reports from 

the last month and types it into the computer. It is a good idea to compare the data gathered 

from the field to the data coming from the entrepreneurs. This way, the entrepreneurs will 

start thinking in terms of product costs and encourages them to develop a “business mindset”. 

 

Another implementation useful to the entrepreneurs is a scheduling system for future 

cleanings. If, for example, a cleaning team cannot cover its existing customer base, they 

should be able to temporarily “outsource” the customer to another CCS entrepreneur. Sending 

a text message including client, location, date and time to the CCS central will be forwarded 

to the closest entrepreneur who can respond to the request. Responsiveness to demand is 

critical because services not sold “perish” and cannot be inventoried (Zimmerman, 1999: 213) 

 

5.4.6 People 

The contribution of employees to customer acquisition and retention cannot be 

overemphasized. Ultimately, it is the individuals who develop and delivers according to the 

marketing strategy. (Buttle, 1996: 84) It is especially important for service firms to forge 

strong customer relationships because of the intangible, experiential and often high personal 

nature of the delivered service (Patterson and Smith, 2001: 426). Since the cleaning services 

involve a high amount of interaction, especially before and after a cleaning, the recruitment of 

the right people is definitely one of the most important tasks to consider. In addition, since 
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East Africa has characteristics of being a highly collectivistic society, the importance of 

creating and maintaining strong relationships should not be underestimated. As explained 

earlier, it is difficult to find good sales people, entrepreneurs and individuals willing to clean 

toilets. There is a struggle according to one of the entrepreneurs to introduce new team 

members because “it takes people with big guts, it's not a walk in the park, you have to have a 

passion for this type of work”. He is referring to cleaning toilets as an art, because there is a 

certain way one needs to clean the toilets. They need someone “with a big heart” because 

most of the people are having a difficult time doing the cleaning and they will have to be 

convinced about the benefits of having a clean toilet. Thus there are the challenge of finding 

the right people and convincing them of the importance of having a clean toilet. One 

entrepreneur explained that “I know the people very well because if you don't know one of 

your team members it could be a thief, so you have to recruit the right people”. This is in line 

with CCS's approach to recruit people known within their communities to prevent the “wrong 

people” to get involved in their business. As they are cleaning shared spaces and sometimes 

peoples homes, it takes a fair amount of trust from the customers to let them do their cleaning 

services. The same holds true for public toilets, where reliable and trustworthy people must be 

recruited not to endanger CCS‟s position as a high quality cleaning firm.  

 

5.4.7 Physical evidence 

The last P in the extended marketing mix entails the physical environment that is emitting 

cues aiming to describe the service. Berry and Bendapudi (2003:102) argues that service 

organizations should understand the story they want to tell, and then make sure the people and 

its facilities provide evidence of that story to customers, day in and day out. Research has 

shown that poor consumers successfully employ several coping mechanisms in their 

consumption rituals. For example, they might not be able to process a message about quality 

from textual information; however they can nevertheless process the same information 

pictographically. (Sridharan and Viswanathan, 2008: 457). This suggests that the BOP 

consumers, due to their limited education and literacy, are more prone to looking for 

intangible cues to assess the quality of the cleaning service. Thus the element of providing 

physical evidence can be even more important in these consumer markets.  

 

The uniforms, equipment and CCS gear looks very professional and people recognize the 

team as they walk through in their communities. They look confident and proud in their 

uniforms, highlighting that this is a team that knows how to clean a toilet. Since CCS is 

providing a service, it is impossible for the customer to know what to expect before it is 

performed. Hence they are looking for cues in the environment to assess the quality of the 

service. Another implementation to further highlight the quality of the service is to issue a 

CCS cleaner‟s certificate provided to the entrepreneurs. Every year, the certificate will be 

issued and the entrepreneurs can hang the diploma onto their walls. The certificate includes 

the names of the cleaners who “passed” the cleaning standards test and are allowed to perform 

cleanings. This is an intrinsic reward to the cleaners by offering them recognition and feelings 

of accomplishment. This will strengthen the cleaners‟ relationship with the CCS and the 

certificate can be shown to potential customers.  

 

In addition to the certificate, personal IDs should be issued every year and given to each 

cleaner. These should be worn on the uniforms to further distinguish them from competitors. 

A photograph of the cleaner with an expiry date will ensure the customers that they receive a 

high quality cleaning. If an entrepreneur decides to start up their own cleaning businesses, 

they will not receive a new id and will not be associated with the CCS. In addition, staff name 

tags encourage the customers to engage in dialogue with their service provider, hence 
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developing social bonds and increases switching costs Patterson and Smith (2001:438-43). It 

was observed that CCS put up stickers on toilets currently being cleaned by their teams. It is 

important to remove these stickers if the customer stops purchasing their cleaning services to 

avoid being associated with dirty toilets.   

 

5.5 Competitors 

CCS primarily has two areas where they are facing competition; competing services and 

competing behaviors. These will be further elaborated upon in this section. 

 

According to Justin, they do not have any competitors doing the service concept; however 

there are plenty of organizations building toilets, such as EcoToilet, Umande Trust and other 

NGOs. For example EcoToilet has standards it is trying to maintain from an economics and 

an operational standpoint; however they are not doing the cleaning as a separate business. 

Hence there are no direct competitors performing the same kind of service as the CCS does. 

This is confirmed by Farida who explained that people say “we have never had a better team, 

people coming into our home and clean for us […] they say it is unique and that this has 

never happened before”. She mentions that the only companies that do cleaning are located 

within the city center and are hired to clean offices, but not residential toilets within the 

slums. 

 

However there are people who are using locally made products, such as general purpose 

cleaners, that do not have the same disinfecting capabilities or technology level as SCJ's 

products. Joseph and Farida said it is common for the people in the slums to use water and 

soap for cleaning their toilets. They clean the floor and the manhole with a powder soap used 

for laundry costing approximately 5 KSH, thus providing them with a cheap solution. In terms 

of an organization selling high quality products and training people to do cleaning services, 

there are no other direct competitors to date. However the mind set of the consumers 

themselves can be seen as a competitor to the CCS and its entrepreneurs. They do not 

understand the importance of disinfecting the toilet and cleaning the walls around the toilet. 

As long as the consumer do not see the difference, the “do-it-yourself”-alternative still seems 

like a viable solution to them. In addition, they argue that their toilet has been dirty for the last 

ten years and they are still doing well. Levitt (2004: 1-13) states that railroad executives must 

see themselves as being in the transportation business rather than the railroad business. This is 

because their customers want to take themselves from one location to another but the means 

of transportation is less important. In a similar way, the CCS is in the cleaning business, 

bunched together with low-quality alternatives because the customer cannot see the 

difference.  

 

Sometimes the customers believe that the landlord should be the one paying for cleaning the 

toilet. One of the entrepreneurs explained that it is difficult to convince the residents that they 

should pay for the service because often they claim that the landlord is responsible for the 

toilets, even though s/he is not using them. This is probably because the service is often 

included in the rent in many communities. The landlord pay someone to come and “clean” 

(i.e. rinse with water) the toilets on a regular basis. Even though this service is not comparable 

to CCS‟s cleaning services, it builds on the perception that the landlord is the one responsible 

for hiring a cleaning team.  

 

Mambo argued that most of their competitors are within the residential business. Sometimes 

care takers are employed and paid by the landlords to provide cleaning services for the 

residents or they might have an independent agreement with the tenant. Japheth mentioned 
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that there is a vibrant private sector in emptying the pit latrines. There are youth groups 

working within the communities who come and ask if people want their toilets emptied and 

cleaned. Joseph mentioned there are currently youth groups “cleaning” toilets in slums that by 

no means offer services comparable to the CCS. However it is argued that as long as the toilet 

users do not understand the difference in having a clean disinfected toilet versus a toilet 

cleaned with water, they should be considered as competitors.  

 

These youth groups have a long history of cleaning and emptying pit latrines within the slum 

areas of Nairobi and these groups are probably what comes up to mind when the people needs 

their toilets cleaned. However as the mind set gradually starts to change, these services will 

not suffice for their demands and CCS will be the stronger alternative. In addition, one CBO 

in Mathare 10 mentioned that employees paid to clean bars, churches and restaurants are 

competing with CCS‟s services. Thus anyone who “cleans” a toilet is a competitor, even 

though it is not according to the CCS definition of a cleaning.  

 

Due to the limited sewerage coverage in the slums, there is a significant demand for latrine-

cleaning services (Mehta and Virjee, 2003: 16). When the pit latrines are full Maureen 

explained that the residents have two options of getting rid of the waste in the toilets. Either 

they can treat the waste with a biological (or chemical) digester (e.g. the hypropit solution 

provided by the CCS) or ask someone to empty it for them. The latter alternative is very 

common, hence when the toilets are full they hire someone to go with a bucket and carry 

away that waste to a plain area, which is very risky for them (e.g. the toilet can collapse and 

they do not wear protective gear). They will enter the pit latrine by bending over and dipping 

the bucket inside until the waste that can be reached is gone. Two pit latrine cleaners, George 

and Edwin, were interviewed about the “cleaning” process. They used wheel barrels and 

buckets to scope up the waste from the pit latrines. They would dump it in a certain field 

where it could be dried for a while and then be used as a fertilizer for plants. After they had 

removed the feces they usually cleaned it with water and soap. They got paid 150 KSH on 

average per toilet and charge 30 KSH per bucket. According to Maureen, a person emptying 

pit latrines gets an average of 500 KSH per toilet. The discrepancy in their stories might exist 

because of size variations of the latrines. The people who share the toilet will split this cost 

among themselves. According to WSP (2005: 3) the manual exhausters are paid US$72 on 

average per month, in comparison to the wage minimum of $46 for general laborers in 

Nairobi. Thus they are getting paid a competitive salary of more than 50 percent above 

average. 

 

During one of the field trips, Farida found out that an old employee of theirs might have 

started up his own business of cleaning services, going around offering them to people in the 

area. This is one of the risks of franchising their cleaning concept to entrepreneurs; they might 

start up their own business with other competing cleaning products. These cleaning products 

are probably not as good as SCJ's products, however they might appear the same to the 

customers. CCS is doing a great job preventing this by involving the entrepreneurs into all 

important decisions CCS makes. This makes the entrepreneurs more involved in the business 

and at the same time offers a platform to share best practices among themselves.  

 

One future competitor to the CCS is Excloosive - a company hiring out portable toilets. They 

clean their toilets with high quality products using well worked out cleaning methods and are 

interacting with youth groups in the slums to form some sort of partnership. Excloosive have 

teams in all their public toilets in Mombasa, on average two people are stationed on each 

toilet facility. These people clean the toilets on a daily basis, collect revenue from the people 
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visiting and do overall repair and maintenance. Once or twice a month they will do a 

throughout cleaning. The toilets in Mombasa are connected to a sewer system and every 

morning they use a cleaning disinfectant to clean the toilet. The brands they use are Pine 

disinfectant, multipurpose cleaners and VIM. They are very clear about not compromising on 

quality or protective clothing in a similar manner as the CCS.  

 

One of the projects they want to start up this year is to improve the level of sanitation in 

public schools. Private schools are expected to have clean toilets because of the fees people 

pay to them. Although public schools is a huge challenge because the condition of their toilets 

are really bad. The toilets are very dirty and due to small operational capital they are currently 

looking for strategic partners (e.g. public schools and private organizations) to make this 

project possible. The focus will be to rehabilitate toilets within the schools to run and manage 

them as toilet experts. Maureen said that they would like to start up this business in Nairobi 

because “it is here our offices and business really are and out of Nairobi they still use pit 

latrines. I went to a high school were we used pit latrines, it is a prestigious school in terms of 

excellent academic performance but they still had pit latrines and I had a problem adapting 

to it”. Instead of letting the schools take care of the toilets, Excloosive wants to run the 

facilities themselves. In addition, they want to enlighten the children in the schools about the 

benefits of having clean toilets because they argue that if such information is disseminated 

within a formal setting it will have a positive effect on society. 

 

The issue they are facing is the small amount of budget allocated for maintenance. Maureen 

explained that “What most of the schools has done is they have a cleaner which is on a 

payroll, everything including the toilet. But because the budget is minimal they compromise 

on soap so even if you get some soap you get very little. That's one of the challenges they are 

facing”.  In this agreement they would do the cleaning and maintenance after the toilet has 

been rehabilitated even if this means absorbing the current cleaners and training them in the 

standards of cleaning.  

 

Moses has an idea of capitalizing on making toilets cheaper for the population in the slums by 

offering cheap toilets for about 1 shilling per visit. This could work if they use the by-

products, such as reuse the urine and feces, to make fertilizers in agriculture. Moses believes 

there is a possibility to make a business model of bringing portable toilets into the slum areas 

around Nairobi. In South Africa, the local government has given contracts to such 

organizations to put up toilets in the perimeter of the slums or next to a road and maintaining 

them on a regular basis. However in Kenya this poses a problem of getting involved in 

politics and Moses claim that even if such solution would be lucrative for Excloosive, it is not 

a long term solution for sorting out the sanitation problems in the slums. 

 

It is also important to note that organizations promoting a behavior different from the 

behavior CCS is trying to promote should be considered as a competitor. Peepoople has 

created a bag that sanitizes human excreta after defecation (Peepoople, 2009). From a 

commercial marketing perspective they are not a direct competitor to the CCS. According to 

Kotler and Lee (2009: 54-5) commercial marketers see competitors as organizations satisfying 

similar needs whereas social marketers see the current behavior of the target audience as a 

competitor. From a social marketing standpoint, Peepoople is a competitor because they 

encourage people to continue defecating in a plastic bag instead of using a proper toilet. 

Hence CCS has two kinds of competition; the first one being the mindset that both Excloosive 

and CCS wants to change. The second one is competitors in terms of cleaning services in the 

slums.  
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5.6 Collaborators 

Kotler and Armstrong (2008: 334) explain that delivering a service not only includes building 

relationships with customers but also key suppliers and resellers. Case studies of Coca-Cola, 

P&G, Avon and Polar showed that improving access to BOP markets involved elaborate 

distributors and multilevel marketing channels that used social skills and energy of BOP 

residents (Ireland, 2008: 436). This case study confirms previous research by showing the 

importance of using local intermediaries, such as the entrepreneurs and the sales team. 

Through these effective intermediaries CCS has gained access to local markets and deepened 

the relationship with their customers. The entrepreneurs should be considered as one of the 

most important collaborators of the CCS, they are considered both as partners and clients to 

the organization. Since the entrepreneurs‟ relationship with CCS has already been explained it 

is not necessary to elaborate more on that matter. Other key stakeholders are explained further 

in this section.  

 

It is of great importance to collaborate with the government to get access to new markets. For 

instance, Joseph mentioned that CCS needs a letter from the city council to allow the cleaning 

teams to work in public schools on a continuous basis. It is argued that a close collaboration 

with the government could expand CCS's business tremendously to involve other institutions 

and sanitary facilities as well. However as Joseph said, the process is time consuming and 

involves a high degree of politics.  

 

Moses explained that NGOs put toilets in the slums but never do anything to maintain the 

toilet and keeps it running for longer. If the CCS can convince NGOs building toilets to think 

more long term, they could assign cleaning teams to maintain the toilets built by NGOs and 

donor organizations. The people managing these toilets should be well known members of the 

community where the toilet facility is established to get a greater acceptance by its customers. 

This would prolong the life of the toilets, hence being able to serve more people. Joseph 

mentioned that they will hopefully begin offering services to NGOs because they are giving 

out much money to build toilets but they do not have the know-how in organizing the 

community to clean them properly. What CCS wants to do is to train people maintaining these 

toilets to a professional standard. It is suggested that improving the maintenance of the toilet 

will prolong the life of the facility, thus lowering the cost per person (unit costs) 

tremendously.  

 

Joseph explained that historically, the CCS collaborated with Karolina for Kibera to gain 

access to the youth groups and they were also their social auditor. Pamodia Trust also 

introduced the CCS in some of the areas they are currently working in. They are planning to 

collaborate with Plan International about engaging the community about the hazards of 

having a dirty toilet. 

 

It has been proved that educating the customers is a crucial element in dealing with low 

educated customers. A study of Hindustan Lever Limited in Southern India showed that a 

promotional campaign for hand soap combined with an educational campaign promoting hand 

washing behaviour lead to effective and persuasive communication (Sridharan and 

Viswanathan, 2008: 458). Mambo mentioned that the organizers of CLTS want to extend the 

program by moving into the cities and can use the experience CCS has within urban 

environments. Joseph explained that the CLTS program is currently performed by Plan 

International, an international NGO. They are working in rural areas to inform people about 
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the necessity of having a proper sanitation facility and informing about the bacteria in feces. 

Together with the CCS, they are trying to reformulate the approach to be better suited for an 

urban setting. In many urban areas there is a problem with open defecation and the facilities 

are not maintained properly. Plan international said that the assumption of people not having 

proper latrines because they are poor is a fallacy. They do not have adequate facilities because 

of low priorities on sanitation. 

 

During a meeting with plan international the CLTS approach was planned for an urban 

setting. First of all, they select the people who are involved in the initiative, because not 

everyone will be a good spokesperson for proper sanitation. According to Joseph, the people 

involved in this program will mostly be natural leaders from the community, meaning a 

person who knows the community and its dynamics (i.e. opinion leaders, discussed earlier). 

This is not necessarily the formal leaders; it can be kiosk owners, “regular people” and 

landlords. Rose is currently trying to identify these leaders within Mathare 10, where the first 

session will be held.  

 

The idea of the initiative is to trigger the community into action, hoping for a snowball effect. 

To facilitate this, a social mapping technique is used as a visual guide showing where people 

defecate. This is very participatory and everyone will show on a map where they defecate and 

then they walk around in the community. In addition, they chock the communities by placing 

human excreta near food to illustrate how flies spread bacteria to human groceries. The 

purpose is to explicitly show that open defecation affects everyone within that community. 

After the event, people will have to take responsibility of their own sanitary situation. The 

CLTS approach is necessary because marketing communications need to take on the 

challenge of consumer education, rather than solely transmitting one-way information 

(Sridharan and Viswanathan, 2008: 460). 

 

This program is very important to the CCS because the mindset needs to be changed in these 

areas – people must understand the need for proper handling of human waste. This campaign 

will not provide any money to the community, its sole purpose is to provoke a change in 

mindset within these communities to change the way they live and their attitudes when it 

comes to sanitation. Plan International will be the front people and the CCS people will not 

wear any of their t-shirts, hence participating as members of the community. As mentioned 

earlier, this is good for enhancing the credibility of the promotional message. If a change in 

mindset can occur in the slums it will be easier for CCS to explain the benefits of their 

services and can attract more customers. This campaign is in line with the disincentives 

approach described by Kotler and Lee (2009:202-3) based on the embarrassment people feel 

when they are “eating their own feces”.  

 

Kotler and Lee (2009:54-5) describes that social marketers wants to influence behaviors as 

opposed to offer products or services and that the focus is individual or societal gain. When it 

comes to CCS‟s community initiatives to change people‟s perceptions about the importance 

of sanitation, they are clearly adapting the role of social marketers. Their CLTS efforts are 

clearly contributing to changing the communities‟ idea of handling human waste. However 

they are also promoting a service that helps the customers to engage in this healthy behavior. 

Thus they have a dual role in both promoting a desirable behavior (e.g. clean sanitary 

facilities, a healthy lifestyle) as well as their cleaning business.  

 

According to Mambo, Pamodja trust are active with groups within the community about 

income generating activities and give the CCS referral to youth groups to work with. They 
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help them coming into contact with new entrepreneurs, usually when they have a difficult 

time in a certain area they operate in. They help out with the logistics of the area and talk to 

the people on the ground. 

 

5.7 Sustainability 

When it comes to sustainability, CCS is clearly working towards incorporating the triple 

bottom line into their practices (view Elkington, 1998 for a review of the concept). According 

to Justin and Mambo, the CCS is importing all their products in bulk and then pouring the 

product into smaller packages, which are reused to reduce new waste. This avoids eroding 

profits due to a higher cost of packaging and reduces pollution in the environment 

simultaneously (Pitta et al., 2008: 399). As a consequence, they have been able to close the 

loop when it comes to environmental waste. They are importing products in barrels from 

SCJ's facility in Egypt, poured into jerry cans brought by the entrepreneurs and they will pour 

the product into smaller bottles themselves before the cleaning. Justin explained that CCS 

asked SCJ's chemists in Racine, Wisconsin about the effect of the products going into rivers 

through open sewers. They argued that the products will help to kill some of the bacteria in 

these rivers which improve the situation, as opposed to harming the environment. They have 

not done any specific studies to date but CCS's aim is to get more rigorous and scientific 

about showing bacteria reduction and the health impact they have within the communities. 

Results from a bacteria meter have shown significant bacteria decreases after doing a 

cleaning. Before a CCS cleaning, a typical toilet in Nairobi has five times more bacteria than 

a routinely cleaned toilet in the United States. After a cleaning, it has been reduced to 

approximately 2/3 of the bacteria count in a US bathroom.     

  

As a consequence, CCS is clearly contributing to the social side of sustainability through the 

health benefits and social empowerment (e.g. education) it provides to the slum communities 

and their employees. The economical side of sustainability is shown through the income it 

generates to the entrepreneurs working within these communities as well as the profits SCJ 

makes when providing its products to them. The ecological part of the triple bottom line is 

also considered when CCS imports their products in bulk and reusing the bottles used during 

the cleanings. 

 

5.8 SWOT Analysis 

 

5.8.1 Strengths 

The fact that CCS comes from the grassroots is key, which gives them a great acceptance 

within the slum communities. They literally grow from within the community through 

established youth groups. Since the people are from these communities, they also possess a 

high knowledge about their customers and are more receptive to perceptual changes in this 

environment. 

 

Eliza mentioned that a unique thing about the CCS is that they are “a family” because they 

always consider the entrepreneurs‟ thoughts and suggestions. One example is when they were 

thinking about replacing the GPC with the Mr Muscle Cleaner. The CCS gave out a 5 liter 

promotion bottle, telling them how to use it and training them with it. Then they were asking 

the entrepreneurs for feedback and if they want to use this product instead. The general 

meetings show how the CCS cares about its clients/partners (i.e. the entrepreneurs). It is 

argued that this kind of relationship fosters loyalty from the entrepreneurs because they feel 

engaged in the business. This makes it much harder for them to start up their own cleaning 

services with competing products.  
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5.8.2 Weaknesses  
There are too few cleaning teams per entrepreneur. The CCS is investing much time and 

energy in the individual entrepreneur and if s/he could run multiple cleaning teams, the profit 

margins would be improved. At the moment, most of the entrepreneurs only got one cleaning 

team but if they start making more business then more products would be purchased from the 

CCS, hence increasing the profits. In addition, the cleanings need to be more frequent. It is 

implied that there is a high cost of acquiring new customers, especially through personal 

selling. Thus existing customers must be convinced that the toilets must be maintained 

regularly to combat diarrhea and infections effectively.  

 

The entrepreneurs have not yet developed a business mindset in terms of problem solving and 

analytical thinking. It is essential for them to learn this kind of information to run their 

businesses more efficiently. As mentioned earlier, CCS is trying to facilitate thinking in terms 

of profit and losses by measuring product usage.  

 

For almost eight thousand shillings worth of business, the CCS only makes 1350 KSH which 

means that the business needs to achieve scale in order to make more money on product sales. 

CCS could increase the prices of their products but that would reduce the sustainability of the 

entrepreneur's business. Thus the volume needs to be increased in order to make higher 

profits. Karnani (2007b: 101) mentioned four factors leading to higher costs in serving the 

BOP segment that would reduce the opportunities for attaining economies of scale. These are 

weak infrastructure, small size of each transaction, culturally heterogeneity and geographic 

spread. These are weaknesses associated with any company targeting the BOP and CCS has 

made some major steps to alleviate these issues. By focusing on shared toilets, CCS has 

managed to collect payment from a group of people, who can afford their services by 

contributing a fair share of their money to the groups benefit. Geographic dispersion is 

avoided by focusing on urban slums and even though cultural heterogeneity can be a problem, 

it is suggested that a clean toilet facility is valued high across cultures. In addition, if the 

business would expand into other slum communities around the world, the CBO partnerships 

would provide valuable cultural insights within their local communities. The poor 

infrastructure in the slums is hard to overcome, but CCS‟s partnership with the entrepreneurs 

made their distribution system much more efficient because these people possess high 

knowledge about their local communities.  

 

5.8.3 Opportunities 

Start acquiring landlords and try to incorporate CCS's services as inclusive of the rent. 

Mambo mentioned that they are trying to approach the landlords and having a dialogue with 

them about sanitation. It will be much easier to acquire customers if the landlords themselves 

can agree to pay for the service or include it in the rent. This takes away some of the efforts to 

go door to door and convince people. In addition, as the landlords probably own more 

facilities, the cleaning jobs will be much bigger. For example, a landlord that authorized CCS 

to clean his six story building means six new shared toilets for the CCS to clean. These toilets 

are also located in the same area, which saves money for the entrepreneur in travel time. It is 

argued that a rent increase of about 30 KSH (e.g. from 300 KSH to 330) would not affect the 

residents economy dramatically. Including the money saved from not attending health care 

institutions due to infections and diarrhea, they would most likely have more money left in the 

end.  
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Any company that builds toilets need to maintain them and CCS should be there at the 

moment of completion. As argued earlier, CCS should find NGO partners to maintain their 

toilets to help the toilets become a sustainable alternative to the current sanitary situation in 

the slums. CCS can either train the toilet operating entrepreneur in a similar manner as the 

public toilets or they can schedule different teams to clean these toilets at different days. In 

addition, CCS can discuss with EcoToilet if they want to form a partnership. CCS can offer to 

train EcoToilets cleaning teams in CCS standards and provide them with product in a similar 

way as the public toilet business model.  

 

There is an opportunity for the entrepreneurs to collaborate more across their cleaning areas. 

For example when cleaning bigger projects, such as schools and institutions, they should 

gather members from different cleaning teams across Nairobi. This would enhance the feeling 

of being part of a big organization, encourage knowledge sharing across the teams and show 

the community that they can manage bigger cleaning challenges. In addition, they should start 

cleaning offices in the CBD. If CCS establishes a small office or outpost close to the business 

district, they can start to compete with other cleaning businesses in this area.  

 

By offering cleaning services in this area, CCS can use segmented pricing strategies to 

capitalize on richer segments in Nairobi. Kotler and Armstrong (2008: 312) describes this 

strategy as selling a service at two or more prices, where the price difference is based on 

something else than the actual costs. CCS teams should start to clean offices and apartments 

within the CBD and charge a higher price for these services. It is suggested that their standard 

of cleaning is very competitive even when comparing to cleaning firms in the more developed 

part of the town. This could be done by “lending” cleaners from different community groups 

that would gather in a central location on a given date or use some of the groups that have 

certain days available to do cleaning. Apart from the increased revenues this would bring it 

would increase CCS‟s reputation as a high quality cleaning business and encourage more 

collaboration through the organization. In addition, the customers who purchase their cleaning 

services for aspirational reasons (e.g. wanting to distinguish themselves from the extreme 

poor) would value the services higher if they know that more affluent neighborhoods hire 

them as well. This is based on the notion that low-income consumer groups respond to 

messages highlighting the idea of inclusivity meaning access to a “middle class” standard of 

living (Auletta, 2002 in Ireland, 2008: 434; Aguiar et al., 2008 in Barki and Parente, 2010: 

14). It is argued that such aspirations can be high in Kenya because of the unequal distribution 

of power in East Africa (view Figure 4.7). 

 

One opportunity is to reduce the upfront costs of incorporating new entrepreneurs to the CCS 

business. This can be to link up the entrepreneur with a microfinance institution, hence 

moving the financial risk from the CCS to the entrepreneurs themselves. The entrepreneur 

will take out a loan to finance the start up product and equipment. That would let CCS focus 

on their core capabilities (i.e. delivering product, support and training). Microfinance 

institutions in Kenya already have about 30 percent penetration of the poor; however it is 

suggested that these proportions can be increased. In many cases, CBO‟s rely on private 

savings rather than bank loans. If the government and the financial institutions provide 

financing space for communities and improves the regulatory frameworks (e.g. lowering 

interest rates and make available long term funds) the attractiveness of microloans would 

increase for small service providers, such as CBO‟s. (WSP, 2003) It can, however, be difficult 

for a new entrepreneur to receive a bank loan. Financial institutions are less willing to provide 

financial support for services than for products because the value of services is difficult to 
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assess and service performance is difficult to monitor (Czinkota and Ronkainen, 2008: 519-

20). Thus some assurance from CCS might still be needed.  

 

CCS should offer more add value to their services, such as other health related services and 

products. CCS cleaning teams can sell hand sanitizer products to promote hand washing 

behavior after using the toilets. This can increase their profit margins and further promote a 

healthy environment. Hand sanitizers could either be purchased by the customer or offered for 

free if they sign up for a regular cleaning. For example, if a restaurants signs up for a repeat 

job CCS can provide soap containers with hand sanitizer or liquid soap that is refilled on 

every cleaning job.  

 

5.8.4 Threats  

As mentioned, there is always a risk that an entrepreneur leaves CCS and starts up his/her 

own cleaning business. However CCS is doing a good job involving the entrepreneurs‟ as 

partners in the business, hence mitigating this risk. By issuing “Cleaner-IDs” CCS will further 

distinguish themselves from competition by having quality-certified cleaners. This will also 

make it harder for entrepreneurs to start up their own cleaning teams.  

 

Other cleaning companies entering the market are a potential threat to the CCS. However 

given the high demand for improved sanitation in the slums this could also be viewed as 

something positive (from social/behavioral standpoint).  

 

Changes in the political environment can be a threat to their business lines (especially the 

public toilet business). Thus CCS employees and entrepreneurs must be careful not to take a 

political stance. This could be a challenge when many of their entrepreneurs highly involved 

in their local communities. To prevent any political associations, cleaners can only wear their 

uniforms or CCS gear while moving to or from a cleaning site. 
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6. Conclusions and scientific contributions 
This thesis has studied how multinational companies market services to the BOP through 

conceptualizing and analyzing S.C. Johnsons BOP project in Nairobi, Kenya. In this chapter, 

key insights and scientific contributions are presented followed by suggestions for further 

research.  

 

This case study research delved deeper into making businesses work at the base of the 

pyramid in Kenya. Research coming from countries such as India, Brazil and China has 

received much attention during recent years. However, Sub-Saharan Africa has long been a 

target for charity organizations and many businesses have often regarded this geographic area 

as “a black hole”, and thus not worthy of any attention. As this perception gradually starts to 

change, there is an increased need to make sense of this environment from a business 

perspective. The outcome of this work is a marketing plan describing CCS, its customers, 

competitors and collaborators. In addition, the marketing mix configuration and SWOT 

analysis was provided to further analyze its external and internal marketing activities and 

provide suggestions for future improvements.  

 

CCS has managed to overcome many of the challenges described by Pitta et al. (2008: 400). 

First, CCS has managed to reinvent the organization to respond to the BOP segment by 

performing a service needed within these local communities. Secondly, the income of their 

segment has not been established, however they have identified shared toilets as a main focus 

for their attention. Hence their pricing structure allows people to share the economic burden 

of having their toilets cleaned. Thirdly, by collaborating with CBOs they have reached out to 

people on the ground who are in close contact with these customers. Fourth, by not seeking 

short term profits they have set the foundation for a long term commitment to the BOP that is 

more likely to succeed. Lastly, if profits will not occur they are prepared to collaborate with 

NGOs. This is one of the first case studies to investigate the marketing of a fully fledged 

service business at the BOP. For that reason, more case studies would be beneficial to claim 

replication and create hypotheses for further research about services marketing in poor 

consumer markets.  

  

By now the reader should understand that conventional strategies for coping with consumers 

in the developed world are not suitable when targeting the BOP. It is evident that there is a 

potential within the BOP for MNCs to explore. Yet, this study did not validate previous 

theories proposing a fortune at the base of the pyramid (e.g. Prahalad and Hammond, 2002; 

Hart and Christensen, 2002). It did, however, confirm that the people within the BOP are true 

agents of change and can provide tremendous innovative solutions to their daily problems. To 

succeed, MNCs need to understand that the prevailing logic in the developing world is 

different from “business as usual.” Some notable characteristics of the BOP market are small 

unit packages (e.g. sachet packaging), low unit margins, high volume and high return on 

capital employed. (Prahalad, 2009: 28-51) When it comes to price performance CCS has 

shown that it is possible to create a service concept based on SCJ‟s cleaning products that has 

not been performed in the slums before, catered to poor consumers. The service is well suited 

for slum areas and they successfully reach out to their customers through an active 

engagement with local CBOs. This case study supports evidence from previous research 

regarding the importance of co-creating a concept together with local people and 

intermediaries (e.g. Ireland, 2008; Sridharan and Viswanathan, 2008; Webb et al., 2010; 

Gollakota et al., 2010: 365). SCJ‟s high technology products have together with local 

demands created a mutually beneficial service concept. It is argued that this business is 

scalable and transportable across countries, cultures and languages. The key is for the new 
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business to create partnerships with community organizations, hence adapting the services to 

local conditions more effectively. However, similar case studies in other urban slums around 

the world are needed to validate this proposition.  

 

It is suggested that multinational firms should form partnerships with NGOs to take advantage 

of their knowledge of local institutions, gain access to local networks, and understand daily 

norms in the BOP society. This can increase the firm‟s opportunity recognition, ability to 

adapt capabilities to local needs, and use NGO networks to achieve economies of scale in a 

shorter period of time. (Webb et al., 2010: 565-69) The position of the NGO as an 

intermediary can indeed be valuable for a MNC, especially in the immersion and growth 

stages. However, one aspect not covered is the negative influence an NGO can have on the 

business. The empirical findings of this study indicate that when CCS was perceived as an 

NGO project, it was almost impossible to conduct a business in the slums. Too close 

associations with NGO partners can create a perception of being a charity project, hence being 

treated accordingly and attracting charity seeking individuals. This is a very important insight 

because many MNCs aiming to expand in emerging economies collaborate with NGO 

partners to gain access to local knowledge. If the company emits unwanted connotations they 

might recruit the “wrong” people and hurt long term profitability. Therefore, further studies 

can investigate how MNC/NGO alliances should be formed not to hurt each other‟s goals or 

interests and how the extent of NGO involvement affects the business.  

 

As previously mentioned, BOP customers are willing to pay more for reliable quality, 

technical superiority, social integration, convenience and brand meaning (Ireland, 2008: 436). 

This study suggests that MNC's might be overly focused on the technical (i.e. quality) aspects 

of their products when targeting the BOP, and thus being more product focused than customer 

oriented. The CCS mostly focuses on explaining the health benefits of having a clean toilet 

through their high quality cleanings and its technically superior products. These are of course 

very important attributes because diarrheal diseases contribute to many deaths and 

productivity losses in the area. However, other gains attributed to good sanitation should also 

be communicated to the customers. Even though quality is a necessity, it is not a condition for 

retaining valued customer relationships (Patterson and Smith, 2001:426). As mentioned, 

many people in Nairobi sometimes have a difficulty seeing the correlation between a dirty 

toilet and a child being sick due to diarrhea. Thus, it is also imperative to market other 

benefits provided by a clean toilet, such as enlightening comfort (no bad smell), avoiding the 

humiliation from neighbors using the toilet (no feces on the walls), dignity and social status.  

 

A recent study of the BOP market in Brazil showed that consumers demonstrate a high 

concern about maintaining their self-respect and dignity. (Barki and Parente, 2010: 15) Thus, 

it is argued that CCS must go beyond satisfying the consumers‟ objective needs (i.e. health). 

To establish a higher-level relationship with them, CCS needs to understand the social and 

psychological needs of self realization and satisfy their customers‟ symbolic needs. (Barki and 

Parente, 2010: 21) The sales team should market their services based on the dignity and the 

social status which a clean toilet brings fourth, preferably in a test market to observe if these 

new sales messages have a larger impact on their customers. These benefits can make more 

people willing to pay for their services. In fact, a study showed that prestige gained from 

visitors, less embarrassment when friends visit, and reduced smell in the compound were 

valued higher for the householders than potential health benefits. (WSP, 2004b: 2-6) As a 

consequence, it is very important to understand the BOP consumers‟ underlying motivations. 

It can be even more important than in developed countries due to the financial constraints of 

these poor consumers. It is important to note that quality should still be emphasized in the 
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promotional messages. However, the communication should focus on how quality (e.g. a 

disinfected toilet) can help the consumers to improve their social status or dignity. Due to the 

collectivistic culture in East Africa, the promotional messages should not focus on the 

customer‟s self-interest but how the whole group benefits from the service.  

 

The importance of establishing a close relationship with the customers has also been 

emphasized throughout the analysis. It is argued that sanitation has a social symbolic value, 

hence the level of involvement in sanitation-related services is likely to be higher than 

products used for private consumption. (Usunier and Lee, 2009: 74-77) This in a combination 

with the collectivistic culture of East Africa and the intangible, experimental, and often highly 

personal nature of services, emphasizes the need for establishing strong customer 

relationships. The implication for service companies operating in similar contexts is to focus 

on establishing close relationships with their customers because they are likely to rely on 

established social bonds when making their purchasing decisions. Hence loyalty is likely to be 

rewarded in these social contexts. This involves keeping promises and employ ethical selling 

practices. In this case, CCS should provide consistent sales messages (i.e. not guarantee a 

white toilet bowl after only one cleaning), not lie to the customers and deliver according to 

their expectations.  

 

In sum, the single-case study design poses restrictions on the statistical generalizability of the 

study. However, replication can be claimed through analytic generalization if at least two 

cases support the same theory (Yin, 2009: 38-40). This study supported the notion of co-

creating a service concept together with local people and intermediaries, although they should 

avoid being too closely associated with NGOs as it can hurt their business. In addition, it 

seems that trust and relationship building with the BOP consumers is very important to 

consider for multinational companies expanding at the BOP. To understand the customers is 

equally important in developing countries as in the developed world. Organizations targeting 

the BOP must have a clear customer focus because services that do not appeal to them will 

not be purchased, regardless of their superiority in comparison to the competition.  
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Appendices. 
 

Appendix A, Letter of Introduction in English and Kiswahili.  

To whom it may concern 

Letter of introduction for Mr Johannes Ericson 

Mr Johannes Ericson is about to undertake a “Minor Field Study” in Kenya, financed by the 

Swedish International Development Cooperation Agency, Sida.   

 

For many years Sida has been giving scholarships to Swedish university students. The aim of 

these scholarship is to raise the level of knowledge and interest of Swedish students in 

Swedish international cooperation and to give them the opportunity to learn about other 

countries, thus promoting international understanding and forming a basis for the recruitment 

of future international workers.  

 

The students use the scholarship to carry out an in depth study as part of their university 

programme. The lay-out and plan of the study have been agreed upon by representatives of 

the institution concerned in your country and a supervisor representing a Swedish university. 

The scholarship are intended to cover a study visit abroad of approximately two months. 

 

One of the objectives of the visit is to give the institution in the host-country information in 

the form of a report by the student on the findings of the study. Another objective is to 

promote contact between students in Sweden and in Kenya. It is hoped that the Minor Field 

Study Programme will be of benefit to both our countries. Sida would therefore appreciate 

any assistance that can be offered the student in pursuit of his mission, including necessary 

permits. 

 

Please note that the Minor Field Study Programme is not a research commission. 

 

Kwa yeyote anayehusika 

Barua ya utambulisho kwa Bw Johannes Ericson 

Hivi karibuni Bw Johannes Ericson anatarajiwa kuanza "Minor Field Study" nchini Kenya, 

mradi ambao unadhaminiwa na Shirika la Maendeleo la Kimataifa la Uswidi, Sida. 

 

Kwa miaka mingi Sida imekuwa ikitoa skolaships mbalimbali kwa wanafunzi katika vyuo 

vikuu vya Uswidi. Madhumuni ya skolaships hizo ni kuongeza kiwango cha ujuzi na 

kuwahamasisha wanafunzi wa Kiswidi kwenye maswala ya uhusiano wa Uswidi kimataifa na 

kuwapatia nafasi ya kujifunza mambo kuhusu nchi mbalimbali, na kwa njia hiyo kukuza 

uelewano wa kimataifa na kujenga msingi wa uandikishaji wa wafanyakazi wa kimataifa kwa 

wakati ujao. 

 

Wanafunzi wanatumia skolaship kwa kufanya utafiti kwa undani ikiwa kama sehemu 

mojawapo ya utaratibu katika mafunzo yao ya chuo kikuu. Matayarisho na mpango wa 

masomo umekubalika na wawakilishi wanaohusika wa chuo nchini mwako na wasimamizi 

wanaowakilisha chuo kikuu cha Uswidi. Skolaships zinakusudiwa kufanyika ng'ambo kwa 

ziara ya kimafunzo ya kama miezi miwili hivi. 

 

Lengo mojawapo la ziara ni kukipatia chuo katika nchi-mwenyeji taarifa kwa njia ya ripoti 

inayotolewa na mwanafunzi kuhuso matokeo ya mtaala. 
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Madhumuni mengine ni kuendeleza uhusiano baina ya wanafunzi wa Uswidi wa Kenya. Ni 

matumaini kwamba, Minor Field Study Programme italeta manufaa kwa nchi zote mbili. Kwa 

hivyo, Sida ingeshukuru sana kwa msaada wowote unaoweza kutolewa kwa mwanafunzi 

huyo ili kufanikisha kazi yake, ikiwa ni pamoja na vibali vinavyotakikana. 

Kumbuka kwamba, Minor Field Study Programme siyo tume yautafiti. 

 

Appendix B, Case study protocol. 
 

A. Overview and purpose of the case study 

The main objective of this case study is to investigate S.C. Johnsons BOP-project in Kenya. 

Their project, Community Cleaning Services (CCS) offers affordable public and pay per use 

toilets to the slum inhabitants in Nairobi. The stated research question of the thesis is “How 

do multinational companies operating in emerging economies market to the base of the 

pyramid?” and the purpose is to investigate how international companies are leveraging their 

capabilities and market them to the “base of the pyramid” in emerging economies. The aim is 

to conceptualize Community Cleaning Service‟s way of doing business in the urban slums of 

Nairobi and the impact it has on its people. This is analyzed through the lens of marketing by 

using frameworks used for consumer and marketing research.  

 

The business project is based on theories arguing for the importance of the private sector‟s 

role in poverty alleviation. They are based on the notion that companies can do well (in terms 

of profit) and at the same time do social good. For an overview of the theoretical 

underpinnings of the thesis, please view the theoretical framework section of this thesis. The 

output of my research will be valuable for both S.C. Johnson and other companies operating 

in emerging economies. It will provide important insights in how companies operating in 

these economies work and how their marketing efforts are focused.  

 

The case study is partly financed by the Swedish International Development Cooperation 

Agency, SIDA.  

 

B.) Field procedures 

The first interviews will be conducted with the managers of the project to establish an 

overview of the project and learn more about important issues involved. The time for these 

interviews will be scheduled during the first meeting with S.C. Johnson in Kenya. The 

managers will give the researcher permission and access to interview more people within the 

organization. During the interviews, a dictaphone and a notebook will be used. During field 

observations, a notebook and camera might prove useful. In case any unanticipated events 

occur, including changes in the interview schedule or the need for conducting additional 

interviews, planning is essential. For this reason, the empirical data will be gathered in April 

to allow for delays in case any of such events occur.  

 

At the start of each interview, a letter of introduction will be handed out in English, a copy in 

Swahili is also available. The research will be conducted with the highest ethical standard. 

The participants will be informed about the purpose of this thesis and explained that their 

participation is strictly voluntarily, thus receiving informed consent from all individuals 

involved. The research should not deceive, harm or take advantage of any participant during 

the process. Hence their privacy and confidentiality will be protected and they will not be 

unwittingly put in any undesirable situation.  
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C.) Case study questions 

These questions are included as reminders to the researcher of what is being studied. These 

questions are “Level 2”-questions, thus not specific (i.e. Level 1) questions asked during the 

interview. These questions are stated to keep the researcher focused on the main purpose of 

the study.  

 

1.) How to market the BOP-project – describe the current marketing and business 

strategies. Keep Customer, Competitors, Collaborators and “The 4P‟s” in mind at all 

time. 

2.) Describe the needs, wants and the situation of the people in the slum areas when it 

comes to sanitation and health services? 

3.) Describe how the project has evolved from initiation to date? 

4.) How does the formal/informal economic activity function in the slums? 

5.) In what ways can the project be improved? Goals? 

 

It is important to remember that these questions are addressing the unit of the analysis (i.e. the 

project) not the individual participant. This is because the outcomes (results) of the research 

should be holistic, not focus on a certain individuals responses.  

 

D.) Case study outline, see 1.6 Disposition.  

 

Appendix C, Interview Guide. 

 

This interview guide was used during all interviews, although not all specific questions were 

needed. Most of the questions were used to remind the researcher of facts that needed to be 

extracted from the interviewees. While interviewing other organizations than CCS (e.g. 

NGOs) the focus was on describing the current situation of the slum inhabitants to better 

understand this market.  

 

First, the purpose of the research to investigate marketing in emerging economies was 

explained to the interviewee. At the same time, the letter of introduction was handed out to 

them.  

 

Question 1.) Describe yourself and your function in the organization. (What are your 

responsibilities?) 

 

Question 2.) Situation analysis 

 

-Describe the market/the customers: - who are your key customers? Why are they the 

customers? What do they value? Who is the typical customer when it comes to cleaning 

services? Describe the (sanitary) situation in the slums? (Types of toilets used and who 

maintains them?) 

 

- What is your point of differentiation? (Why would someone come to you instead of hiring 

someone else?) 

 

- Size estimation of the market/market demand? 

 

-Acquisition/retention (how do you reach out to- and retain customers?)  
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 Follow up on any specific factors mentioned.  

 

-Describe the service offering: -Describe the service. What unique skills do you have in 

serving the customer? Why do the customers value the service? What is the key to success? 

 

- How does the service solve the problem of the customer? What is the core competency? 

 

- Who are your competitors? Who, what, where, how and why? If people do not purchase 

your services, what do they do? How do they serve the customers/not serve them? How 

vulnerable are you to competition? (Is the concept easy to copy?) 

 

- Collaborators – Who do you think can help you in achieving your goals? Government? 

NGOs? Strategic Alliances?  

 

-Describe critical issues your organization is facing (if any). 

 

Question 3.) Marketing strategy 

 

-Describe the purpose of the business: Goals, mission, vision, objectives of the cleaning 

teams. How do you achieve these objectives? 

 

- Marketing mix: Which price do you charge? How do you make the service affordable?  

 

- What criteria do you use when expanding the services into a new area? Only operating in 

slums? 

 

- Who is performing the services? Are they receiving any education? Describe the training 

process? How do you recruit these people? 

 

- Describe how the service is performed? How to ensure/assess its quality? How does it 

appear to the customer? 

 

- How do you promote your service/product? Sales strategies? Do you promote hygiene? If 

so, how?   

 

Question 4.) Complementary information.  

 

- Explain how sustainability (triple bottom line) is incorporated into your practices 

 

- Have you done any marketing research? 

 

- Is there anything else I should know about? (follow up on any specific factors mentioned) 

 

- Thank you for your participation.  
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Appendix D. 

Let me know if you want me to send you this information, Johannes.ericson@gmail.com 

 

  

mailto:Johannes.ericson@gmail.com
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