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According to IDEO.org, “human-centered design is a process that starts with the people you’re 
designing for and ends with new solutions that are tailor made to suit their needs. Human-centered 
design is all about building deep empathy with the people you’re designing for; generating tons of 
ideas; building a bunch of prototypes; sharing what you’ve made with the people you’re designing for 
to learn from them and refine your concept. Eventually you’ll put your innovative, new solutions out in 
the world.” Throughout the course of this workshop, the PSI Ehtiopia WASH team was given the tools 
to approach their pay for use toilet project, LiyuClass, with a human-centered design and iterative lens 
in the weeks prior to its pre-launch. 
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Implementation 
• Keep Iterating 
• Live Prototyping 
• Pilot

Synthesis 
• Download Your Learnings 
• Find Themes and Insights 
• Craft“How Might We”  

Questions 

Brainstorming 
• Brainstorming Rules 
• Top Ideas

Prototyping 
• Storyboard 
• Rapid Prototyping 
• Test and  

Get Feedback 
• Integrate Feedback  

and Iterate

Frame Your Design Challenge 
Research 
• People, Experts, Immersions, 

Analogous Inspiration 
• Extremes and Mainstreams 
• Interview Techniques 

Create a Plan 
Field Research
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designkit.org/methods

THE METHODS

INSPIRATION
In this phase, you’ll learn how to better 
understand people. You’ll observe their lives, 
hear their hopes and desires, and get smart 
on your challenge.

IDEATION
Here you’ll make sense of everything that 
you’ve heard, generate tons of ideas, identify 
opportunities for design, and test and refine 
your solutions.

IMPLEMENTATION 
Now is your chance to bring your solution to 
life. You’ll figure out how to get your idea to 
market and how to maximize its impact in  
the world. 

Resource provided by IDEO.org Resource provided by IDEO.org
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Wish for WASH is a social impact organization that seeks to bring innovation 
to sanitation through culturally specific research, design and education. 

Rooted in a Georgia Tech senior design class project, Wish for WASH began 
as an exploratory design project where the team sought to create a mobile 
sanitation solution intended for diverse usage in a refugee community. By 
utilizing a human centered design approach to sanitation, Wish for WASH 
has designed and iterated 2 versions of their SafiChoo toilet based on user 
feedback in both Kenya and Zambia. Among other features, the novel sit-
squat seat that the SafiChoo toilet provides allows users to choose how to 
use the toilet to best me their cultural and physiological needs. Empowering 
the user to feel dignified in using the SafiChoo toilet is a huge part of the 
Wish for WASH team mission. 

Jasmine Burton, founder and president of Wish for WASH, was connected 
with Ephriam and Shannon from the PSI Ethiopia WASH team at the 
PSI Total Market Approach to Sanitation workshop that was held in 
December 2015. After a series of correspondences, it was deemed 
valuable and important for the PSI Ethiopia WASH team to better 
understand the methods and mindsets of human centered design as it 
relates to sanitation to more effectively launch the Liyuclass toilet pilot 
in 4 resource constrained areas of Addis Ababa, Ethiopia. Jasmine was 
brought on board as a pro-bono consultant for this workshop to help the 
team navigate human centered design as it relates to sanitation through 
knowledge sharing from her Wish for WASH experiece. This report acts as 
a compilation of PSI Ethiopia’s past WASH research and brand positioning, what 
PSI Ethiopia accomplished during the human centered design workshop, as well as 
recommednations for where PSI Ethiopia can go with this santiation project moving 

forward.

Since 2003, Population Services International/Ethiopia (PSI/E) has been working with public and private 
sectors to create improved, sustainable health impact through social marketing campaigns. Urban 
sanitation is a huge problem in Ethiopia and it is therefore a flagship program for the government. To help 
curb this problem, PSI will support the alignment of all market actors by piloting a pay-per-use public 
toilet franchise in Addis Ababa slums. In 2015, Erin Sullivan conducted and compiled Sanitation market 
insights from households across Addis. These are his key findings: 

Addis Ketema
Addis Ketema is the most densely populated sub city in Addis Ababa, with an estimated population of 
over 300,000. The average household size in urban areas of Ethiopia is 3.7 persons and about 19 percent 
of these homes have foster children. About 10.9 percent of the urban population is under five years old 
and 35.6 percent is under 14 years old (DHS 2011).

On average, between four and 20 households share one small toilet in Addis Ketema. In the past, NGOs 
like CCF and Abebech Gobena built community latrines, but most were not maintained and have gone 
out of use. Open defecation is very common in the area at night.

There is a large amount of public space in Addis Ketema, including Alemu Meda, a large field where people 
gather and play soccer, Showel Demon, an elementary school, Kebele 32, a major slum area, Abebe Bikla 
stadium, Fofe Tera and inside the bus terminals 1 and 2. Addis Ketema has undergone some construction 
in the past five years, most notably demonstrated by the new train: the railway runs through the slum and 
there are metro stations throughout the area. Furthermore, the area “American Gibi” will be demolished 
in the near future to clear space for

Respondent Background
The respondents either live with four to ten family members in a rented room or rent a daily bed on a 
compound with thirty or more people. Two of the respondents completed grade ten and one completed 
what he refers to as a “religious education.” Two of the respondents are sex workers, one makes and 

Wish for WASH: Case Study PSI Ethiopia: Sanitation Insights
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plays traditional instruments, one has no job and is dependent on his uncle and one is a broker who 
sells secondhand equipment. The respondents claim that most residents in the area generate income by 
renting daily beds or by doing sex work with those who rent daily beds. The participants earn between 
1,000 and 2,000 birr a month. None own a refrigerator, two mention owning a television and radio and 
one mentions owning a mobile phone. The daily renter owns nothing but clothes. His transcription reads:

He owns nothing except for clothing; he even claims that he uses a friend’s phone. The land and house 
owners from whom he rents have a refrigerator, phone and television, but no radio, car or bicycle.
The respondents with jobs wake up in the early morning, wash their faces and use the toilet if they have 
access to one. They then eat breakfast, work and spend time with their friends. The respondent without 
a job sleeps until 11 am or noon and spends the day with friends in the kebele center or in other kebeles.

Current Facilities
Most of the respondents share one latrine with nine to 30 other households. Each household has seven to 
11 members, so sometimes one toilet is shared among 150 users, and these latrines are often far from the 
users’ homes. Landlords do not allow daily renters to use their latrines, so households usually have keys 
to enter the facilities. However, these latrines are often broken into by desperate daily renters at night. 

Almost all of the respondents say their latrines are filthy, and half claim that their toilet has no door. “Since 
it has no door, we are not able to prevent people from other areas from using it, especially during night 
time,” a participant reveals. The latrines are also so small that even children cannot use them comfortably, 
and they do not have lights for nighttime use. Most of the latrine pits are also small and fill quickly, so 
users fear using too much water to clean themselves after defecation. 

Many of the toilets use wooden slabs, but users defecate on the surface and do not clean the toilet after. 
There is also human waste on the path to the latrine, and the walls contain a foul smell. One transcription 
reads:

You have to take three or more big stones so you can step on the pit without touching filth. There are 
people who just defecate on the surface of the latrine—I can show you after this interview, if you’re 
interested. Since you are looking for the real situation, I am telling you, frankly. I am so happy you are 
assessing the magnitude and gravity of this problem we are facing. There are times I’ve stepped in others 
waste and gotten my shoes dirty: it’s really embarrassing!

Households who use these facilities try to keep them clean by contributing money each month. One 
respondent explains:

Each household contributes ten birr to empty the latrine when it gets full and to clean it afterwards. We 
usually pay around 176 birr for people to empty it when it gets full, and we actually do not pay much for 
the people who clean it; we usually give them a small amount of money that they use to drink coffee or 
tea.

Mothers, children and those without access to a toilet often use flying toilets or bedpans at night, and 
sometimes people pay to use hotel latrines or public toilets. One pay-per-use public toilet, CCF, belongs 
to the Consumers’ Association and charges one birr per use. It is open between 8 am and 5 pm and offers 
a hand washing facility and a shower. However, one resident notes that he has to walk 350 to 500 meters 
to get there and suffers additional problems because the facility is not open at night.

There are other pay-per-use toilets in the area, but women get assaulted on the way there, children 
defecate on top of the slabs and there is often a long waiting line for use. One respondent complains, “I 
sometimes wonder if I would wait in such a long line for a worthy cause, like to get oil or bread. It is really 
frustrating to wait in a long line just for a silly and simple purpose like answering the call of nature. There 
are times I get frustrated and return home before using the toilet.”

There is also an area called “Miriam Gibi” known for being very clean. A respondent says that the kebele 
built each household their own toilet and shower in this area. 

PSI Ethiopia: Sanitation Insights PSI Ethiopia: Sanitation Insights
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Post Defecation Cleansing
All of the respondents agree that water is the best post defecation cleansing method, which they carry 
to the toilet from their homes. If people do not have access to water, they will use newspaper or stones, 
but no one uses toilet paper. 

People prefer water because they think it protects them from sanitation-related diseases, whereas toilet 
paper does not. Most respondents question the cleanliness of a public latrine if it does not offer water. 
One participant says:

There are commercial sex workers living here and we share the latrine with them. The commercial sex 
workers sell sex to different men and are at-risk to sexually-transmitted infections like gonorrheal. To 
protect ourselves from acquiring these diseases, we pour water before we use the latrine to flush out the 
dirt.

When respondents were asked if they would rather walk 20 minutes to use a toilet with water or use a 
clean toilet right next to them with toilet paper, all agreed they would rather walk 20 minutes to use the 
toilet with water.

Child Defecation
Children often have problems using latrines, even if they are located on their compounds. Sometimes 
these latrines are locked, so children cannot use them without their parents, and sometimes they are 
far from their homes, so children cannot use them at night. Many children therefore use bedpans, flying 
toilets and “Chaka Meda,” a field commonly used for open defecation, and parents dispose of the waste 
in open fields or in tubes designed for water waste removal.
Open Defecation
Open defecation is accepted by the general community because it is widely understood that people have 
no other options. Most people defecate hidden in fields, but some “rebellious people” are so angry with 
the government for failing to provide toilet facilities that they defecate on public roads or on the newly 

constructed train tracks. 

Many people use Chaka Meda for open defecation—an open field where children play football during the 
day. A respondent maintains, “You can ask a friend confidently without getting embarrassed to escort 
you to Chaka Meda for open defecation.” Other people purchase plastic containers from the government 
for 25 to 50 cents or use plastic bags or bottles. 

The most common reasons people practice open defecation include having no other option or having an 
emergency like diarrhea, in which case it is impossible to make it to a toilet in time. Merkato is a highly 
transient area and many people rent beds for just one night, and these daily renters usually do not have 
access to a toilet. What’s more, pay-per-use toilets that they could use are far and not accessible at night. 

Consumer Motivations and Preferences
Respondents think a “good” toilet is moderately sized, comfortable and easy to use, especially for 
children and people with disabilities. It offers water, soft tissue and a dustpan and has a janitor to maintain 
cleanliness. A good toilet also has a strong metal door that is easy to lock. This door would not be made 
of aluminum because that is easily damaged by urine. 

Participants believe a “clean” toilet smells like cleaning chemicals, is wide, white, shared by only a few 
people and has a strong door. A clean toilet provides water for post defecation cleansing and offers a 
shower and hand washing facility. 

Place
The respondents agree that space is not a problem for a new public toilet facility, as many people are 
willing to provide land and there is an option to renovate existing failed toilets. Existing pay-per-use 
toilets are far from people’s homes, so a new toilet facility should be closer. One respondent suggests 
constructing a toilet in the market or around the pharmacy and another suggests “Quchura,” a highly 
congested area with no latrine. 

PSI Ethiopia: Sanitation Insights PSI Ethiopia: Sanitation Insights
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Price
All of the respondents claim people in the area are willing to pay to use a toilet, unless it is a time of 
emergency like diarrhea or if a person has no more than 25 cents in his or her pocket. Current pay-per-
use toilets are too far from people’s homes. One respondent says:

Yes, paying for a clean latrine is preferable, but such latrines are located far from our homes; you have to 
go far to look for a hotel latrine and urinate there. People prefer paying for a clean latrine since the latrine 
that is found here is not clean and doesn’t offer a sustainable water supply. Paying is preferable. When 
you use a nearby latrine, you can stand on human excreta. Open defecation is better than such latrines.A 
majority of the respondents agreed that one birr is a reasonable price for a clean pay-per-use toilet that 
provides water, but two think that one birr is too expensive and 50 cents is more reasonable. No matter 
the price, however, a pay-per-use toilet must offer water and tissue paper. Some respondents would pay 
more for a clean, ceramic toilet with a hand washing facility, and one would pay up to five birr for a toilet 
with a shower. None of the respondents care if the toilet offers a mirror. 
The respondents’ other priorities for daily investments include mobile cards, food, soap and bed or house 
rent. 

Promotion
People are aware of the link between sanitation and health and know that dirty latrines cause diseases, 
but they have no other options. There is a major shortage of toilets in the area and they have been asking 
the government to help them. In general, younger people watch TV whereas older people listen to the 
radio. Most people do not take messages from the TV or radio seriously. For health information, people 
trust kebele meetings, house-to-house orientations, school classes and health extension workers. 

So the main problem is that 77% of households in Addis do not have access to a hygenic toilet. 

Cultural Infrastructure Total Market Approach
The availability of water is essential for 
genital washing

Some toilets exist- they are just 
disgusting and do not meet users 
needs. There is also a limit to where 
the government allows toilets to be 
built. 

Community associations and groups 
operate public toilets (largely chosen 
by the governement to help employee 
the unemployeed people of the city) 
to varying degrees. Many of the 
chosen groups do not have extensive 
business knowledge or experience 
so the quality of operation could be 
improved.

Users sometimes do not use toilets 
correctly, and because it is a public 
service and is very messy. 

Waste management options are 
limited and overstretched. 

AAWSA has started building similar, 
nice sanitation centeres but are 
looking for help with the backend. 

 

 

PSI Ethiopia: Sanitation Insights PSI Ethiopia: Sanitation Insights
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Based on these series of findings, in mid-2015, PSI Ethiopia began to seek to prove the viability of a 
privately operated pay-for-use public toilet franchise, while developing long term solutions for waste 
management and a human centered toilet design. 

After determining the PSI Ethiopia sanitation project approach, the team then had to determine the 
project objectives that would effectively prove the profit in this sanitation market. The following 5 
objectives were selected: 

Reduce cost of 
infrastructure and 

operations 

Improve access to 
and use of clean 
and functional 

toilets  

Generate evidence 
to attract funding 

and scale-up 

Create strong 
brand equity and 

awareness 

Get government 
buy-in on 

business model 

 

 

PSI Ethiopia: Project Strategy PSI Ethiopia: Project Objectives 

Issue Implication PSI Approach

Toilets are dirty and poorly 
managed

High urbanization rate 
(4.7%/ yeart)

Lots of waste, limited collec-
tion and reuse options

The need for a new model 
of toilet management that 
encourages ournership, 
high standards, and profit 
incentives

Design mobile, cheap toilets 
and infrastructure. 

Waste collection and reuse 
could be a big business 
(government wants PSI to 
support this)

Franchise model to ensure 
quality standards and 
motivate operators

First pilot with a fixed pour 
flush model and then design 
the long term solution. 

Explore opportunities to 
reuse waste and develop a 
back end business
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The juxtaposition of the sanitation insights and the project approach lead PSI Ethiopia’s original 
archetype development for this sanitation project in 2015. The idea was to use an influencer strategy to 
first target higher profile people to establish the quality and desirability of the PSI Ethiopia sanitation 
brnad in the hopes that the eventural target of the very poor in slum communities will come. For 
operators, PSI was looking for people who already owned a successful business, allowing them to take 
on the risk and who have a unique offering  which indicates an entrepreneruial attitude. With this idea 
in mind, the following two archetypes were developed in house by PSI Ethiopia. 

The development of these two archetypes and the insights gained in order to develop these two 
archetypes, led PSI Ethiopia in their brand positioning. The goal was to create a brand and a toilet that 
fits with Challo’s increasingly modern lifestyle, making him feel sophisticated and current. Challo wants 
to look at himself in the mirror and see a modern man who cares about his community, and wants to 
show that to others as well. This brand positioning ideal is what founded the LiyuClass brand that 
seeks to reinvent the toilet experience. 

 

PSI Ethiopia: Original Archetypes PSI Ethiopia: LiyuClass Brand

Man, 28 
1 child, 1 wife. Does not live in the 

area, visits for business 

Trader 
To identify an “early adopter” mentality, we 

will look for traders who are selling 
something unique in the market place 

such as a bulk book seller  

Prefers water washing 
He is generally disgusted with the 

existing toilet options in the area, and 
wants something more fitting with his 

increasingly modern lifestyle   

Literate 
Makes 5,000 ETB/month, compared 

to day laborer at 3,000 

Woman,44 
Married, 3 children. Lived in  Addis 
Ketema her whole life, finished 
primary school.  

Early Adopter 
She owns a beauty supplies kiosk. The area is    
crowded with other shops, but she surveys others’ 
inventory to find unique products that no one else 
sells  

Willing to take a risk  
Has another income stream from her kiosk, and is 
willing  to take a risk and invest in another  business 
opportunity 

Frustrated and embarrassed  
Hates the public toilets near her kiosk because they are 
unclean, and it is not common for women to use. At 
home she shares a latrine with four other families. It 
does not have a door and she doesn’t like to walk there 
at night  

Challo, The Client Tigest, The Operator
  Challo, The Client LiyuClass Brand

LiyuClass Brand is beyond clean toilet tha 
makes Challo feel Neqe (street smart, up to 
date) 16 17



PSI Ethiopia: LiyuClass Toilet PSI Ethiopia: LiyuClass Toilet

The LiyuClass brand was created with the intention of offering something different with the 
catch phrase “this is not the toilet you know”. Because PSI Ethiopia has not yet finalized a water 
washing, waste reusing capable design, the team planned to star with a fix model to first establish 
the business and brand standards. The toilets were originally supposed to have 4 cabins, 2 
showers, handwashing stations and a small shop. Due to some land right obstacles, the size of the 
toilet structure had to be minimized for the initial brand and bathroom pilot. 
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Prior to PSI Ethiopia launching their first 4 toilets in various parts of Addis Ababa, the WASH team 
recognized the need for a human centered design approach to the creation of an insightful data collection 
tool as well as recommednations for physical design improvements. Wish for WASH became involved 
in this project to help facilitate this human centered design process with the intention of delivering 
evidenced based archetypes for pre pilot and launch activities as well as to help establish an initial 
data collection tool and recommendations for future product and service iterations. 

On the first day of the HCD workshop, June 30th, 2016, the team identified two hypothetical user 
stakeholders based on the locations of 2 of the toilet sites. One site was anticipated to have much more 
use by a transient population where as another site was predicted to have much more of a local, and 
residential user group. Based on these two user group or Sara hypotheses, the team then abstracted the 
focus of the conversation to the larger PSI Ethiopia WASH project stakeholders to better understand 
the environment in which these two Sara groups exist. The following are the 5 project stakeholders 
(including the two Sara user groups) that were selected for further analysis: 

  1.  Transient Users
  
  2. Residential Users

  3. LiyuClass Franchise Owners

  4. Ethiopian Government

  5. Population Services International

Following the human centered design mindset of “empathy”, the team then conducted an empathy 
mapping excercise for each of the 5 identified project stakeholder groups. In this excercise, participants 
are asked to take on the persona of the project stakeholder that they are assigned to and write about how 
the persona would say, think, feel, and do regarding the sanitation project at hand. In an effort to make 
the excercise more visual, participants are asked to draw something similar to the image below fo help 
enable an iterative environment to better understanding the project stakeholders as a group. 

PSI Ethiopia: Pre-Pilot HCD Needs PSI Ethiopia: Empathy Mapping
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The following are the key insights from the empathy mapping conducted regarding the 

Transient User group
The following are the key insights from the empathy mapping conducted regarding the 

Residential User group

PSI Ethiopia: Empathy Mapping PSI Ethiopia: Empathy Mapping

SAY: This person is here for work or is a pedestrian 
and has a lot of questions as they are unfamiliar 
with the area. They might say “What?” or “Where 
can I go pee?” and has very little time to chat 
with others or read signs. 

THINK: Typically, this person is a hurry or is 
from out of town with little money to spare. They 
would be thinking “do people pay money to 
pee”? or “can I trust this facility if I pay them to 
pee?” But they will pay if there is no other choice. 

FEEL: This person might feel that people are 
selfish and are always trying to make money. If 
they are from out of town they might think that 
they hate how busy and confusing big cities are, 
and if they are frequent business owners, they 
might being thinking of how anxious they are to 
get to work that day. 

DO: This person is passing through on their 
way to work (business man/woman, housewife, 
trader). This person is typically understands the 
value of money from their work but will pay since 
there is no other choice and since they have some 
sort of income. 

 

SAY: This person is from the community and 
makes very little to no income so they might 
say something like “I need more money” or “I 
cannot afford to pay for a toilet”.

THINK: This person may think “life is very 
hard and I am often discouraged”.  This 
person may think/feel that they are always 
struggling and fighting to get by. They are 
hopeful that there is a better life then what 
they often see and is open to learning more 
about what that may look like. 

FEEL: This person has hope and believes that 
with God’s help and the right opportunities, 
she/he can improve her life. (a large belief in 
Divine intervention to improve the the quality 
of life so faith is huge and love of their family/
community is huge as well). 

DO: This person (largely agreed upon the 
group as a middle aged female) rents rooms 
in the community for sex work, is engaged 
in sex work and kicks out drunk people from 
the area in order to feed and provide for her 
kids. 

Based on this empathy mapping, the transient persona values speed, efficiency, cost effectiveness, and 
credibility. This is a stakeholder group that PSI Ethiopia chose to target for data collection purposes in 
this pre-launch development phase.  

Based on this empathy mapping, the residential persona values stability, family, community growth, and 
cost effectiveness. This is a stakeholder group that PSI Ethiopia chose to target for data collection 
purposes in this pre-launch development phase.  
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The following are the key insights from the empathy mapping conducted regarding the 

Franchise Owner Stakeholder Group
The following are the key insights from the empathy mapping conducted regarding the 

Government Stakeholder Group

PSI Ethiopia: Empathy Mapping PSI Ethiopia: Emapthy Mapping

SAY: This person chosen buy PSI Ethiopia/
the Ethiopian government to run these 
toilet business may say “ I am providing 
quality service, but the profit is still less 
than my expectation”. 

THINK: These frachnise owners may think 
that they have to make a profit because 
running a toilet business is a tough service 
especially when open defecation and 
flying toilets are so prevalent throughout 
the country. 

FEEL: Despite the foreseeable challenges 
that they see, these franchise ownders are 
happy for a chance to be employeed and 
to run a business. However, at times they 
may feel desperate when people say they 
may not use their service because of the 
cost. They feel anxious and excited. 

DO: This person does their best to increase 
the number of customers or even price of 
the service to make their own personal 
profit higher. 

Based on this empathy mapping, the franchise owner values sustainable profit and continued/credible 
employment. This is not a stakeholder group that PSI Ethiopia chose to target for data collection 
purposes in this pre-launch development phase since they were not prepared for interviewing at this 
time. They will be interviewed in the future as they are PSI Ethiopia’s direct customers. 

SAY: The Ethiopian government is 
committed to addressing the publics’ 
concerns about their

THINK: The Ethiopian government thinks 
that business development/entreprenuerial 
opportunities around the country are 
opportunities to address social problems 
such as unemployment. Also, since land is 
a limited resource throughout Addis, the 
government has set steadfast regulations 
about land rights in an effort to address 
the public concern of limited space. They 
believe in equal opportunity for growth. 

FEEL: The government feels that if they do 
not address or have a plan for most social 
issues in their country, then they have failed 
in their duties. They themselves have limited 
capcity. 

DO: The government practices good 
governance and engages with partners to 
help address some of the social ailments 
that they have prioritized. 

Based on this empathy mapping, the government values equal opportunity socially and economically. 
This is not a stakeholder group that PSI Ethiopia will target for data collection purposes, but is 
a stakeholder that the team must constantly seek to  understand and communicate with as they 
define the operating environment in which PSI Ethiopia works. 
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The following are the key insights from the empathy mapping conducted regarding the 

      PSI Stakeholder Group 

PSI Ethiopia: Empathy Mapping PSI Ethiopia: Data Collection UX

SAY: PSI Ethiopia says that they as a 
stakeholder and leader of this project hope to 
create aspirational sanitation infrastructure for 
use across Addis by developing sustainable 
community owned businesses that create 
a sense of ownership, accountability, and 
cleanliness unlike any other public bathroom 
in the city. 

THINK: PSI Ethiopia thinks that for-profit 
business models are key to developing 
sustainable health impact (especially related 
to sanitation).

FEEL: PSI Ethiopia feels that access to  
healthcare is a baseic human right and 
they seek to keep the users (Saras) at the 
center of their health interventions by truly 
understanding them and their needs before 
going to scale. 

DO: Works tireless with their stakeholder 
project partners to pilot this franchise 
sanitation model with the intention of iterating 
the business, service, brand and design to best 
meet the end users needs. 

Based on this empathy mapping, PSI Ethiopia values this for-profit business approach to sustainable health 
impact. And from this understanding, the group collectively created a list of PSI’s priorities for the date 
collection tool. Due to the newness of the franchise owners who are still being solidified and trained, PSI 
Ethiopia chose to select the customers (both transient and residential users) to collect demographic 
information, user experience information (toilet/customer service), and value information. 

After determining the values and mindsets of each stakeholder 
group and subequently determining what PSI sough to gain 
from the data collection tool, the team then determined 
some overarching user experience (ux) hypotheses to begin 
determining the tools’ potential format and flow. The following 
are the data collection ux constrains that were was determined 
during the July 30th 2016 in house workshop: 

  

  1. PSI will conduct these interviews 
  
  2. Simple format
   -Survey style
   -Relatable questions
   -Short timeframe to conduct 

  3. Something that can be used    
    to create long term/more complex  
    health impact indicators (ie    
           converting open defecators to toilet  
    users or frequency of LiyuClass use)

  4. Different types of questions or   
  adedums to the same questionaire   
  for the  varying users (resident and  
  transient and in the future for the   
  franchise owners)
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After determining the data collection tool PSI priorities 
and stakeholder data collection tool user experience 
constraints all based on the previously conducted 
empathy mapping, the team then started formulating 
the data collection tool questions begining with the 
flow of information and then ending with the creation 
of the final tool for field testing. 

As noted previously, the types of questions identified 
were general demographic information (gender, 
age, where they are from, socio-economics, type of 
toilet they are used to), experience information (their 
views on the toilet ux and ther service ux), brand 
understanding information (did they like the name and 
colors), and lastly values-based information (was this 
experiece worth 2 Birr or what can 2 Birr buy you in 
your everyday life?)

The team divided up and brainstormed their own 
wording for the types of questions that would be 
included under each segment that fit within the 
created data collection ux criteria. The first iteration 
of the data collection tool was a compilation of the 
questions on the following page. 

This first iteration or round 1 
(R1) iteration of the PSI Ethiopia 
Sanitation data collection tool was 
the final output at the end of the 
human centered design in house 
workshop on June 30th 2016. As 
a team, we learned the basics of 
have to utilize human centered 
design in this work as well as how 
to think like a designer in addition 
to learinng fo Wish for WASH as 
a case study. Then we identified 
the key stakeholders and through 
emapthy mapping determined their 
core values and priorities in this 
project. Then we identified PSI’s 
priorities for this tool in addition 
to some ux constraints, and finally 
began ideating some questions and 
format to create a tool that could 
be tested in the field. 

PSI Ethiopia: Data Collection Questions PSI Ethiopia: Data Collection Tool (R1)
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This is what the final version of the first iteration of the data collection tool looked like for the 

Transient User Group

PSI Ethiopia: Data Collection Tool (R1) PSI Ethiopia: Data Collection Tool (R1) 

This is what the final version of the first iteration of the data collection tool looked like for the 

Residential User Group

*A data collection tool was created for the franchise owners also, but since most of them were not present, 
there was not enough data to include in this report. The raw data has been provided to PSI Ethiopia if 
needed in the future. 
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Following the 1 day in-office workshop on June 30th 
2016, the team went to one toilet site in Merkado 
in Addis Ketemba to field test the first iteration of 
the data collection tool to determine its long term 
feasibility and success in effectively capturing the 
health and usability indicators of the LiyuClass toilets. 
In a span of 3 hours, the team conducted 5 transient, 
7 residential and 1 franchise owner interview(s). The 
following are some of the overarching learnings. 

Observations:
There were many people who seemed interested and 
looked at the toilet and walked in with their friends, but 
were not interviewed or didn’t want to be interviewed. 
Some of the things that people thought the facility was 
was a water reservoir, a shower service, a meditation 
place and a toilet. Businessmen seemed very interested 
in getting involved in the strategy of the toilet business. 
And it seemd that largely people supported paying 1 
Birr over paying 2 Birr for use of the toilet. It was also 
suggested to make the toilet facility bigger if it will be 
charging 2 Birr because Merkado is a busy market, and 
if we generate demand for this product/service, with the 
facility that we have, the 2 toilets and 1 shower are not 
enough of a supply. People were concerned about long 
wait time and the ability to maintain the cleanliness/

upkeep if the use is so high and the available services (2 
toilets/1 shower) is lower in comparison.  In terms of user 
feedback, after 1.5 hours, we finally got 2 users to try the 
toilet and then report back about the experience. Perhaps 
others did not need to go to the bathroom then or that 
they felt/awkward or some pressure with us all standing 
around. Additionally, there were several people that walked 
away mid-interveiw because it was lasting too long. 

Quick Recommendations:
Perhaps in future data collection, we could shorten the 
questions to be sure to capture what we need as quickly as 
possible?  Also the team had to actively go out of their way 
to find females to interview since they might have been shy 
to come up on their own. For the future, we should keep 
that in mind that the females have opinions and will use 
the toilet, but might not talk about it opennly and that we 
might have to pursue their feedback further particularly in 
this setting. Lastly, there were about 5 people seen near the 
facility with crutches/were disabled. For future iterations of 
the physical toilet, perhaps there could be some provisions 
for people with limited mobility (ie hand rails or bars or 
even a hook to hang their cane on the back fo the door) . 
Overall, branding confusion/opinions and cost confusion/
opinions seemed to strike the most conversation.

PSI Ethiopia: Site 1 Field Testing PSI Ethiopia: Site 1 Field Testing
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The second site visit and data collection tool field 
testing was conducted on July 4th 2016 in a residential 
community just a 10 minute walk from the Merkado 
Addis Ketemba LiyuClass toilet. Since this area has 
a higher prevalence of residential users, the team 
thought it would be best to use the same data 
collection tools in this setting in order to determing 
the feasibility of the R1 version of the tool in 2 distincly 
different settings.  In a span of about 3 hours, the team 
conducted 5 official residential interview(s) and the 
franchise owners were not available to be interviewd. 
The following are some of the overarching learnings. 

Observations:
This site visit was drastically different from the first in 
that it was largely more residentially focused with a 
higher prevalance of women who approached the PSI 
Liyuclass team with questions whereas at site #1, it was 
largley males and the Liyuclass team had to go engage 
women in order to get their feedback. Additionally, 
there was a large presence of children who were very 
excited to use the toilet; there was approximately 10 
children that used the toilet whereas in site 1 there were 
only 2-3 people who use the toilet after we asked them 
to. The PSI Liyuclass team als engaged with disabled 
members of the community (since there are many who 
are on crutches or in wheelchairs) about any potential 
provisions that could be incorporated into the design to 

be more user friendly for disabled users (such as bars or 
a less steep entry platform). Overall, the feedback that 
received from these users and community members was 
largely positive, as they were interested in learning more, 
getting involved, and helping their community progress. 
Based on this feedback the PSI team collectively agrees 
that the community buy-in level at this site is much 
greater and will therefore be an easier market for the 
Liyuclass toilet to enter. 

Quick Recommendations:
Perhaps in future data collection, we could shorten 
the questions to be sure to capture what we need as 
quickly as possible and have some intentional method 
for capturing feedback from the older children (perhaps 
a smartphone version in Amharic to engage them in the 
conversation). As for the physical design, (in addition to 
the adding bars for disabled users) the slope entrance 
to the LiyuClass toilet is a bit steep so in the future if that 
incline could be reduced by 15 degrees, that could help 
with accessibility. Also if there could be some method 
for detracting goats from the site. As pictured to the 
left, goats seem to love the Liyuclass toilet at this site 
which could lead to some upkeep issues if they are able 
to get into the facility or prevent users from entering it. 
There was also a lot of conversation around improving 
the gravel flooring into something that is easier to keep 
clean like concrete. And lastly, many women suggested 
having hooks or a mirror within the facility as final 
touches. 

PSI Ethiopia: Site 2 Field Testing PSI Ethiopia: Site 2 Field Testing
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Following the 2 days of rapid field testing, the PSI 
Ethiopia WASH team gathered with Jasmine to discuss 
the final conclusions and reflections of the process. 

Overall, the team reflected that the process was beneficial 
in learning about their targeted user groups in a more 
in depth and empathetic fashion which can help inform 
pre-launch promotional activities and messaging. The 
members of the team also reflected that many people 
seemed to like the LiyuClass toilet, but that most of te 
confusion that they saw from potential users regarded 
the brand. Largely, it seemed as though the transient 
population was confused by the brand while the 
residential users seemed more inclined to know what it 
was. 

As for pricing, almost everyone who was formally 
interviewd said that they would pay 1 Birr since they are 
used to paying that amount. Additionally, this field testing 
further proved that the members of the community 
really are not willing/able to pay more than 1 Birr at this 
time. Perhaps that will come once they can beliece in 
the brand. Users also suggested that they be charged 
5 Birr for a shower with soap and 4 Birr for a shower 
without soap. 

Other members of the team noted that users liked the 
cleanliness but worried about how long that would 

last. Perhaps if there was a transparent way to show the 
cleaning and maintenance plan to the community that 
could help them buy-in to the brand.  Users really liked 
the convenience of the location and suggested that the 
toilet facilities be open from 5am until 10pm for the more 
residential toilet and from 6am until 9pm for the more 
transient toilet. 

As for the site overviews, 

 Site 1 was overall not as open and or friendly since it 
is a public place populated by mostly non-residents who 
have no real stake in the quality of life of the community. 
The community engagement activities for this toilet area 
will be challenging since these users largely do not have 
time or interest in learning and just want to do what is 
the fastest and most cost-effective thing to do. Perhaps 
finding a way to engage some of the business men as part 
of the community engagement (ie to support the franchise 
owner who is not from this community) and gives them a 
stake in the success of the business. 

 Site 2 was overall very open to learning and seemed 
very excited about this new technology. This site had largely 
mothers and children who engaged with PSI Ethiopia who 
seemed optimistic about the health impact that the toilet 
could have for their families and communities. Perhaps 
different costs structures could be put in place for them as 
well as another way to engaged them on “how to use” the 
toilet since many of them are illterate. 

PSI Ethiopia: Field Testing Debrief PSI Ethiopia: Field Testing Debrief
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The following is the new archetype created for the Transient User Group: 

Girma

Demographic 
Information

Promotional 
Information

Community 
Engagement 
Information

Data Collection Tool 
Information

•	 He is a business man 
(trader) and comes to 
Merkado for business

•	 He is between the age 
of 20-30

•	 He makes about 
2,000-3,000 Birr per 
month

•	 He is living 
somewhere else (not 
from around here)

•	 He does not like open 
defecaion and is 
willing/proud to pay 2 
Birr where he can get 
soft paper and water. 

•	 He is in a hurry so 
add to the tagline 
something about “toilet 
and shower” for his 
ease. 

•	 He could pass out 
or wear stickers to 
promote the cause. 

•	 Create fast promotional 
strategies that are not 
educational focused but 
about making Girma 
feel proud about ending 
open defecation

•	 The PSI Ethiopia 
community engagement 
strategy should be one 
that is very quick and 
interactive and should be 
conducted by a member 
of the community (ie 
community ambassador 
who passes out branded 
stickers or something 
aspirational like a money 
clip or wallet)

•	 Girma is on the go so PSI 
needs to make the second 
iteration of this tool quick 
for him (ie make a survey 
monkey and have simple 
ranking yes or no answers 
to get the information 
needed as quickly as 
possible) 

•	

The following is the new archetype created for the Residential User Group: 

Alma

Demographic 
Information

Promotional 
Information

Community Engagement 
Information

Data Collection Tool 
Information

•	 Alma is a 35 year old 
female. 

•	 She has several kids. 
•	 She is a housewife or 

petty trader. 
•	 She lives in the 

community and has 
a very low education 
level but aspires for her 
children to have more. 

•	 She makes 1500 Birr per 
month. 

•	 She values the health 
and future of her kids/
community. 

•	 She is concerned with 
the toilets and is willing 
to pay 1 Birr.

•	 Promotional activities 
that mean the most to 
Alma is word of mouth 
from her community 
and people she trusts. 

•	 Stickers used for 
Almsa could have 
some element of 
“being a modern 
mother” or something. 

•	 Alma would also like 
promotional buy in 
items like branded 
wash bins, water 
treatment, soap, 
hand towels or hand 
sanitizers. 

•	 Having one of the several 
franchise owners being 
tasked as a LiyuClass brand 
ambassador would help Alma 
buy into the brand. 

•	 The chosen franchise 
owner could use a job 
aide/infographic that is 
educational and talks 
about how clean sanitation 
promotes health lifestyles. 

•	 In the future, PSI could also 
help/teach the community 
in how to clean their existing 
toilets as a sustainable 
educational model. 

•	 Shorten the existing survey
•	 The chosen brand 

ambassador would have to 
know the community well 
in order to annoymously 
identify open defecators 
in the community to 
determine a tracking 
method to see if the 
brand is converting open 
defecators to toilet users. 

•	 Also the brand ambassador 
could hand out coupons 
to track open defecators 
who convert to using the 
LiyuClass toilet

PSI Ethiopia: Girma Archetype PSI Ethiopia: Alma Archetype
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As mentioned previously, the Data Collection tools 
should be iterated upon based on the feedback that the 
team received in the field to ensure that the best quality 
data is collected as effectively and efficiently as possible.

Below is a brief summary of how I iterated tool for the 
Transient User Group/Girma for the next field testing 
usage: 

Recommended edits to the tool can be seen in the image 
to the left where I abbreviated the customer profile by 
removing questions that are not necessary for Girma. I 
made the experience questions easier to get feedback 
on (especially on a tablet via survey monkey) and limited 
the brand questions to only two simple questions. 

The less words ad the more direct feedback that you can 
get without taking too much of Girma’s time is the key 
to the next iteration of this tool. (the word document of 
it has been sent to Shannon as well).  

Below is a brief summary of how I iterated tool for the 
Residential User Group/Alma for the next field testing usage: 

Recommended edits to the tool can be seen in the image to 
the left where I abbreviated the customer profile by removing 
questions that are not necessary for Alma. Additionally, I made 
the experience and brand questions much or succint to take 
less time to get actionable feedback from the users. I kept 
the values questions at the this end of this tool since I think 
PSI Ethiopia is still determining the cost for the residential 
useage of LiyuClass since their income is drastically less 
then transient users. As discussed, I think that this tool would 
be most effective for Alma if continued to be used as a paper 
survey by PSI or by a selected brand ambassador. (the word 
document of it has been sent to Shannon as well).  

PSI Ethiopia: Data Collection Tool (R2) PSI Ethiopia: Data Collection Tool (R2)
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Hopefully the learnings from this human centered design 
process will help create evidenced based pre-launch 
promotional and community engagement activties for 
PSI Ethiopia’s target user groups, Girma and Alma. Below 
are a series of recommendations that I have for the team 
moving forward: 

PRODUCT: Throughout this report I have noted several 
phsycial design changes (ie bars, less slanted slopes, 
hooks, etc), but I do believe that it will be necessary 
to utilize the data collection tool to inform the toilet 
design. The turkish squat toilet is beautiful, but may not 
be intuitive to all users especially with the flushing water 
tank on the bank end. 

SERVICE: It might be useful for the PSI Ethiopia team 
to develop a data collection tool for vaccuum truck 
operators to determine if the design actually works for 
them and their job  in addition to collecting data from 
the franchise owners once they are all selected (tools 
can be developed using an abbreviated process that we 
did for the Girma and Alma tools). 

DATA COLLECTION: Since the PSI Ethiopia WASH team 
is small, it might be beneficial to create a data collection 
strategy or onboard a data collection brand ambassador 
for each of the sites to ensure the efficacy and timeliness 
of the data collected so that products and services can 
be iterated accordingly. Overall, I am excited to see these 
launch and congratulate PSI Ethiopia for all of their hard 
work in this process!

PSI Ethiopia: Overall Recommendations

Thank you!

jasminekburton@wishforwash.com
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