Serving A//Urban Consumers






Serving A//Urban Consumers

A marketing approach to water services in
low and middle-income countries

Book 2: Guidance notes for managers

Kevin Sansom, Richard Franceys, Cyrus Njiru,
Sam Kayaga, Sue Coates and Srinivas Chary

Ay

Water, Engineering and Development Centre
L oughborough University
2004



WEDC
Ay

Water, Engineering and Development Centre
L oughborough University
Leicestershire
LE11 3TU UK

Cranﬁeld

INIVERSITY
Silsoe

Institute of Water and Environment
Cranfield University
Silsoe, Bedford
MK454DT UK

Produced as part of a WEDC/IWE partnership

Published by WEDC
ISBN Paperback 1 84380 055 1

Sansom, K., Franceys, R., Njiru, C., Kayaga. S., Coates, S. and Chary, S. (2004)
Serving All Urban Consumers - A marketing approach to water servicesin low and
middle-income countries. Book 2: Guidance notes for managers.

WEDC, Loughborough University, UK.

A reference copy of this publication is also available online at:
http://www.boro.ac.uk/wedc/publications/

Any part of this publication, including the illustrations (except items taken
from other publications where the authors do not hold copyright) may be copied,
reproduced or adapted to meet local needs, without permission from the author/s

or publisher, provided the parts reproduced are distributed free, or at cost and
not for commercial ends, and the source is fully acknowledged as given below.
Please send copies of any materialsin which text or illustrations have been used to
WEDC Publications at the address given above.

This document is an output from a project funded by the UK
Department for International Development (DFID)
for the benefit of low-income countries.
The views expressed are not necessarily those of DFID.



Acknowledgements

The financial support of the Department for International Development of the British
Government is gratefully acknowledged. The valuable assistance and contributions of
engineers, managers and consultants in our field research cities is much appreciated by
the authors. Key people include: A. Narender in Guntor, India, G. Bhattarai in various
small townsin Nepal, S.K. Gupta, Agra, Indiaand MsA. Kamalie for the L esotho report.
Many other utility, NGO and college staff provided valuable assistance in our fieldwork
in the main research locations: Mombasa, Kampal a, Durban and Guntor for whichwe are
most grateful.

The advice and review work of Dennis Mwanza, Alison Wedgwood, Kimberly Clarke
and Guy Howard is also appreciated.

How to use this series of books

Thisbook isthe second in aseries of three on marketing approachesto water services. The
main target audience of thisbook is utility managersin low and middle-income countries
who are interested in innovative ways of serving more of their consumers. It is also
designed to be of value to government staff, to policymakers and regulators who have
responsibilities for the sector, as well as to donors.

A key question that is considered is how best can commercia/marketing approaches to
utility management be adapted to serve low-income areas so that sustainable services are
achieved? Thisissue is addressed in this series of three books titled: 'Serving All Urban
Consumers.

Included in this publication (Book 2) are many examples of applying different and useful
marketing approaches for the urban water sector, which has made it a relatively long
document. It is intended as a sourcebook for readers to refer to as and when it is
convenient, using the table of contentsto navigate around the text, together with the notes
on the document structure at the beginning of Parts|, Il and I11.

Therearetwo other publicationsin thisseries. Book 1 provides guidance for government's
enabling role in using marketing approaches and moving towards serving all consumers.
Book 3 gives a detailed explanation of the PREPP methodology to facilitate utility
consultation with low-income communities.
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