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CSO Learning for Impact
Research guestions

Partners

1. How do CSOs learn and
improve WASH programming
and practice to align with
evidence-based approaches?

Communities Think tanks

Governments

Donors Multilaterals

Service providers Consultants

2. What materials, formats and
communications mechanisms
are most preferred in
influencing CSO learning?

Academic
bodies

Research

institutes Private
sector

3. What materials, formats and
communication mechanisms
are most effective and
innovative in improving CSO
WASH program in alighment
with good practice?
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Businesses

Specialist WASH
knowledge groups




Methodology

* Literature review (>50 academic and grey sources
of literature consulted)

* Literature review mapped against research
guestions

* Survey questions designed (one for CSOs; and one
for other stakeholders)

* 60 CSOs responded to online survey

e 22 other stakeholders responded to online survey

* |n total, over 100 WASH sector practitioners were
involved in the research

* 14 CSO reps interviewed, and 6 other stakeholders



1. Peer to peer learning
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‘Discussions within
organisation very

Image sources: http://sanitationandwaterforall.org

important’



2. Time for reflection

7 7 % (CSOs)

M&E reports are

routinely analysed
a nd Used Image source: http://leadershiptrag.com




3. LEADERSHIP

72% +




4. K&L in work-plans

ALLIANCES
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Choose their K&L
opportunities

K&L in work plans Funded for K&L




5. Time and funding
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6. Monitoring and Evaluation

“Moni toring dat a
considered donedriven and
may lack meaning for the
artners—[it] requires

P : [ ] q . d M&E is not at all used
Commltment to training an effectively for continuous
ongoing support for staff to improvement in the WASH
understand M&E CSOs that we work with
information and incorporate
into implementation ”

40%

(non-CSO respondent)



Key themes (summary)

1.0pportunities for peer-to-peer learning
2.Time for reflection processes
3. Leadership driving a learning culture

4. Knowledge and learning duties identified
in work-plans

5.Adequate resources (time and funding)
6. Effective M&E feedback loops



Preferred types of communication

i First choice i Second choice . Third choice i Fourth choice i Fifth choice
.': Conferences, presentations and face-to-face networking
Reports and working papers
Fact sheets and case studies

Toolkits and training materials _-_

Manuals, field guides and "how to" guidance notes _—_

Briefing and policy notes

Videos (e.g. TED talks, animations)
D-groups and e-discussions

Peer reviewed literature
Webinars and web forums

Massive open online courses (MOOC)
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Types of communication perceived to have
led to the greatest level of improved practice

M A lot of improvement

Conferences, presentations and face-to-face networking

Manuals, field guides, and "how to" guidance notes
Toolkits and training materials

Social media

Fact sheets and case studies

Videos (e.g. TED talks, animations)

Reports and working papers

Briefing and policy notes

D-groups and e-discussions

Peer reviewed literature

Webinars and web forums

Massive open online courses (MOOC)
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Number of respondents
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Examples

UNICEF

Sanitation Marketing Learning Series

GUIDANCE NOTE 1

Situation Analysis: How do | know if Sanitation Marketing will work in my country?

Mimi Jenking and Danielle Padi

Inthis Guidance Note you will leam:
THE +  How Saniation Marketing (SanMark) and CATS complement each other, and soma important operational

FIELD GUIDE

differencas between the two approaches

Haw to identify favorable market conditions where Sanitation Marketing has the highest likefihood of
success

Some key roles for local geverment in the early planning stages for Sanitation Marketing

Three steps for deciding whether and where to starl your Sanitation Marketing initiative

1. SanMark Can Bulld on the Strengths of CATS Approaches

In over 50 countries, UNICEF is engaged i ¥ to Tatal Sanitati ATS) 1o eliminate open
defecation. CATS has dramatically increased cemmunity awaraness of sanitation and triggered new demand for
building and using 2 latrine. As people bacome motivated 10 change their sanitation behaviors, they must have
access to durable, affordable sanitation solutions. Sanitation Marketing uses market-based approaches to stimulate
market demand and privale sector supply that can, under the right conditions, address this need for sustained local
supply of afforcable, desirable sanitation products and services.

2. SanMark Helps Link Demand and Supply
Sanitation Marketing aims o increase sustained access to and use of improved sanitaiion amang low-income

ions. SanMark increasss for improved sanitati GN2: Consumer behavior) and
encourages household investment in durable, hygienic latrings. Al the same time, the approach catalyzes the
market by helping local businesses 1o expand the private sunoly of affordable, desirable sanitation products and
senvices (see GN 3 Supply Chain and Busingss Models and GN4 Private Sector Development |.

SanMark focuses on household: [ttakes 2 focused tered approach to designing
latrine procucts (see GNS: Getting the product ‘right’] that peaple want and can afford, and helps local businesses 1o
profitably preduce and sell them (see GN4: Business models for supplying latrines). SanMark promotes lecal
demand for new sanitation products using commercial and social markating techniques to address the 4Ps of
marketing — product, price, place and promaticn (see GNT: Demand promotion and marketing). The SanMark
approach ensures thal local governments play key rales in facilitating, regulating and manitoring the new sanitation
market (see GNg: Enabling envi that suppliers can conti their businesses and reach mare
consumers long after initial market facilitation aciivities are finished.

unicef &

https://www.ideo.com/work/human-centered-design-toolkit/

unite for children

http://www.sanitationmarketing.com/sanitation-
marketing-blog/sanmark-learning-
series#.VwrL3LR4FiE



https://www.ideo.com/work/human-centered-design-toolkit/
http://www.sanitationmarketing.com/sanitation-marketing-blog/sanmark-learning-series#.VwrL3LR4FiE

Take home messages

CSOs developing a learning culture:

Leaders - important
Resources - actively identified and budgeted

K&L opportunities need to be provided from field
to HQ

Greater focus on M&E feedback loops

CSOs producing materials:

Traditional forms - still relevant
Face to face learning - valued

Guidance materials — preferred, but require clarity
and adaptation

Online formats — use a variety to accommodate
range of preferences

WATER AND SANITATION i

THE PATHWAY TO A
SUSTAINABLE FUTURE

6.1 SAFE oe
DRINKING WATER @ @

6.2 SANITATION
AND HYGIENE

Image source: UN Water

6.6 WATER-RELATED
COSISTEMS
GROUNE  PROVDES

@ ssWEME @ @
WATER RESOURCES -~ o

MANAGEMENT
r o

1 POALLD
TRESS B




