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“At LIXIL, our purpose to ‘make better homes a reality for everyone, 
everywhere’ focuses everything we do. But we know we cannot do that 

alone. Our Make a Splash! partnership has reached almost 20 million 
people,  proving partnerships are key in building a sustainable sanitation 
economy.  Together with UNICEF, we’ve given awareness and resources to 
the network of stakeholders in local sanitation economies continuously 

driving progress across the five market-strengthening dimensions. Creating 
market ecosystems is critical to LIXIL’s renewed commitment reaching a 

further 100 million people with improved sanitation and hygiene.”

Erin McCusker, Chief Impact Officer, LIXIL

“Reaching almost 20 million people shows what becomes possible when 
safely managed sanitation is built into local markets and government 

systems, rather than delivered as a one-off project. Through our 
partnership with LIXIL, families are investing in their own toilets  

with dignity, and children are growing up healthier. Our focus now  
is to sustain and scale that progress.”

Evariste Kouassi Komlan, Director of WASH, UNICEF

Since 2018, the MaS! partnership has supported 
almost 20 million people to gain access to 

improved sanitation and hygiene.1

 1	 The cumulative number of people supported since 2018 is 19,983,861. The headline figure of 20 million reflects 
rounded country results presented in this report; minor discrepancies may arise from the rounding of figures.
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Make a Splash! Impact Update 2025–2026 

This update summarizes the results of the Make a Splash! 
Phase III partnership between LIXIL and UNICEF, spanning the 
12 months to March 2026 across six focus countries: Ethiopia, 
India, Indonesia, Kenya, Nigeria, and Tanzania.

During this period, by working across five market-strengthening dimensions, the partnership 
directly increased access to at least basic sanitation2 for 1.3 million people and indirectly 
reached an additional 1.8 million people.3 It also increased access to basic handwashing 
services4 for 625,000 people.

Hajia Adamu at her home in Bauchi, Nigeria. Across its six focus countries, the Make a Splash! partnership 
works to put safe, affordable sanitation and hygiene within reach of families like hers. 

2	 Basic sanitation is the use of improved facilities that are not shared with other households. Improved facilities are 
designed to hygienically separate human excreta from human contact, including wet sanitation technologies such 
as flush and pour flush toilets connected to sewers, septic tanks or pit latrines, and dry sanitation technologies such 
as dry pit latrines with slabs, ventilated improved pit latrines and composting toilets.

3	 A “direct” intervention is Make a Splash! support that directly results in the increase in the number of people with 
access to sanitation, usually through implementing partners. “Indirect” interventions impact the broader population 
which includes activities such as policy reform, strengthening national data systems, domestic resource mobilization, 
formalizing private service providers and strengthening institutional accountabilities. These interventions work at scale 
and influence access beyond direct programme beneficiaries. 

4	 Basic handwashing refers to the availability of a handwashing facility with soap and water.
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Financial support

$1.2 million in financial 
support was facilitated for households 
and businesses alongside

$9.5 million in government budgets
allocated to enable households and businesses 
to invest in and access improved sanitation 
and hygiene. This enabled the construction of 
household toilets in India and Indonesia, supported 
stipends for Community Health Promoters (CHPs), 
and contributed to the evolution of Community-
Led Total Sanitation (CLTS) in several African 
countries. Expanding access to sanitation requires 
a range of customer financing options to address 
affordability barriers for lower-income households. 
In 2025–2026, the partnership unlocked critical 
sanitation financing by leveraging community 
savings, microfinance institutions (MFIs), and 
government-led credit programmes.

Enabling environment

32 national and local policy 
instruments were developed to

support governments to scale up sanitation and 
hygiene services. Governments play a central role 
in creating a conducive business environment by 
reducing or eliminating barriers to market entry 
and expansion, and making business transactions 
easier for both customers and businesses. In 
2025–2026, the partnership expanded its focus 
on enabling environments, which focused on 
institutionalizing safely managed sanitation into 
national policies, strategies and guidelines. 

Supply chain 

2,150 local 
enterprises were

supported to expand availability 
and access to sanitation products 
and services. A strong network 
of suppliers, businesses and 
distributors of affordable sanitation 
and hygiene products is needed to 
grow and expand beyond cities and 
towns to reach more remote areas. 
In 2025–2026, the partnership 
strengthened last-mile supply 
chains by recruiting hundreds of 
new retailers and professionalizing 
thousands of artisans to ensure 
product availability in remote 
communities. 

Five dimensions of market strengthening5

Demand
creation

	 8.1 million
people were reached through 
demand creation activities to drive 
household uptake of sanitation  
and hygiene services. Customers 
need to be willing and motivated  
to invest in their own sanitation and 
hygiene system. In 2025–2026, the 
partnership implemented a diverse 
mix of community mobilization, 
high-profile advocacy and digital 
media campaigns. 

Sales 

60,861
sanitation and hygiene

products were sold, including 
43,793 SATO products,
helping to translate demand into 

uptake and expand access to sanitation and hygiene 
at scale. Sales performance provides an indicator 
of the effectiveness of market-based sanitation and 
hygiene approaches. In 2025–2026, the partnership 
successfully converted consumer demand into 
significant market uptake, with tens of thousands of 
products and services purchased to improve household 
sanitation and hygiene.

Increased sanitation and hygiene access in 2025–2026 was achieved through activities 
across five dimensions. 

5	 While this five-dimension framework guides our overarching strategy, activities and quantitative results vary 
by country based on market maturity and government priorities. The framework serves as a guide for market 
strengthening to increase sustained access to sanitation and hygiene, with the relative emphasis on each 
dimension adapted to country-specific needs and gaps.
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Supply chain

24 market-based
sanitation (MBS)

enterprises were supported to 
expand the availability of improved 
sanitation and hygiene products 
and services across eight target 
woredas.

Sales

29,590 sanitation 
products were sold,

including12,745 SATO units,
contributing to increased access  
to sanitation and hygiene.

Ethiopia

Enabling environment

2 sanitation policy instruments
were supported including the

Sanitation Financing Advocacy Strategy and  
the National WASH in Health Care Facilities 
Roadmap establishing a clearer institutional and 
strategic approach to expand access to sanitation 
and hygiene.

Demand creation

323,000 people were 
reached by influencing local and

religious leaders, school-based mobilization 
and marketplace promotion, thereby 
strengthening awareness and demand for 
improved sanitation and hygiene.

The partnership supported over 276,000 people to gain access to at least 
basic sanitation and 43,000 to basic handwashing in Ethiopia in 2025–2026.

Menur finishes the concrete slab of a household latrine,  
the pan set in place. Seeing the work done up close is what 
persuades families to invest in their own.
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In Geta Woreda, Menur grew a small 
stock of SATO Pans, Taps and plastic 
and concrete slabs into a thriving 
sanitation shop, and learned to install 
each product so families can use 
them with confidence. He shows 
what is possible at market days and 
community events, reaching places 
suppliers rarely serve. “Through the 
training I received, I gained valuable 
skills in latrine installation,” he says.

Full story:
•	 Improving sanitation in Central 

Ethiopia (2026)

More stories:
•	 Bridging the Gap (2025): a mason 

who built his own sanitation shop
•	 Sanitation marketing of the SATO  

pan (2023)

Supply Chain, Ethiopia: a shop that brings sanitation closer

Financial support
No sanitation budget allocations were reported due to limited availability of 
public financing data, while access to finance for households and businesses 
remains constrained by multiple bottlenecks.

2025
–2026 C

ountry results – Ethiopia

https://www.unicef.org/ethiopia/stories/improving-sanitation-central-ethiopia
https://www.unicef.org/ethiopia/stories/improving-sanitation-central-ethiopia
https://www.unicef.org/ethiopia/stories/bridging-gap
https://www.unicef.org/ethiopia/stories/bridging-gap
https://www.unicef.org/ethiopia/stories/sanitation-marketing-sato-pan-ethiopia-no-bad-smell-no-flies-or-cockroaches-latrine
https://www.unicef.org/ethiopia/stories/sanitation-marketing-sato-pan-ethiopia-no-bad-smell-no-flies-or-cockroaches-latrine
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In Odisha, young volunteers 
from the National Service 
Scheme have taken up 
affordable sanitation as their 
own cause. Each college 
unit adopts a village and 
gets hands-on: together the 
volunteers have installed 
more than 100 SATO Pans 
and shown households how 
they work. Santoshini, a 
volunteer in Khordha, worked 
with her NSS team in one of 
these villages. “Affordable 
sanitation is not just about 
installing a pan, it is about 
building trust, dignity, and the 
confidence to use it every 
day,” she says. 

 Demand Creation, India: a student volunteer movement for affordable sanitation 

The partnership supported over 226,000 people to gain 
access to at least basic sanitation in India in 2025–2026.

In India, young volunteers raise awareness of affordable sanitation and 
hygiene in their communities, as part of Make a Splash!

2025
–2026 C

ountry results – India

Enabling environment

1 policy instrument was supported
in Odisha – a Standard Operation

Procedure for the Panchayat Raj and Drinking 
Water (PR&DW) Department – establishing 
standard practices to protect the safety and 
dignity of workers in the rural sanitation sector.

Demand creation

582,000 people were 
reached with sanitation and hygiene

messaging in Odisha and Bihar, increasing 
awareness and demand through household 
engagement, mason training, live demonstrations 
and village discussions. 

Financial support

$630,000
was leveraged from

government financing 
mechanisms to fund household 
toilet construction and

$7.9 million  
of national and state government 
budgets was leveraged 
for sanitation and hygiene 
improvements. 

Sales

2,974 SATO products were 
sold, contributing to increased access 
to sanitation services.

The map at the top of the page does not reflect a 
position by UNICEF on the legal status of any country 
or territory or the delimitation of any frontiers.

The dotted line represents approximately the Line of 
Control in Jammu and Kashmir agreed upon by India 
and Pakistan. The final status of Jammu and Kashmir 
has not yet been agreed upon by the parties.

Supply chain

200 SHG women
were trained as

masons, janitors, and bookkeepers 
in Bihar, strengthening the local 
workforce to construct, repair, and 
maintain sanitation facilities.
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2025
–2026 C

ountry results – Indonesia

Enabling environment

22 sanitation policy instruments 
were supported, including safely

managed sanitation roadmaps for Aceh and West 
Nusa Tenggara provinces, strengthening the legal 
and administrative backing for local governments 
and formalizing service provision.

Demand creation

717,000 people were 
reached through community

engagement, media campaigns and journalist 
training – including organizing video competitions 
for youth and children – strengthening awareness 
of and demand for improved sanitation and 
hygiene. 

Sales

75 sanitation products, including

50 SATO units, contributing to
increased access to sanitation services.6

Hanifah at home with two of her children, in the house where 
a household toilet now means a healthier and more private 
daily life.
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In Wonorejo village, Lumajang, families 
like Hanifah’s once had no toilet and 
relied on the rice fields at night. A digital 
one-stop-shop now lets households 
choose vetted services and pay in 
instalments, easing the cost for those 
with irregular incomes. For Hanifah, a 
farmer and mother of three, that made 
improving her home possible. “The 
application can help us choose services 
and products according to our financial 
capabilities,” she says.

Full story:
•	 Bridging the sanitation gap with a 

digital one-stop-shop

Financial Support, Indonesia: paying for sanitation step by step

Indonesia

The partnership supported over 694,000 people to gain access to at least 
basic sanitation in Indonesia in 2025–2026.

6	 In some countries, only a subset of products (such as SATO units) were tracked, while people reached reflects 
broader system-level impacts. Therefore, comparisons between product sales and people reached across countries 
should be interpreted with caution.

Supply chain

5 village-owned
enterprises expanded

their product offerings to include 
SATO and other sanitation products, 
while an association of private 
desludging operators in East Java 
was established and strengthened 
to improve faecal sludge treatment 
plant (FSTP) operations.

Financial support

$137,000 
in financial support 

for households and businesses 
has been facilitated through 
microcredit, corporate social 
responsibility funds, and Islamic 
charitable funds; and 

$1.5 million of
national and local government 
budgets was allocated to sanitation 
and hygiene services.

https://www.unicef.org/indonesia/stories/bridging-sanitation-gap-innovative-digital-solutions
https://www.unicef.org/indonesia/stories/bridging-sanitation-gap-innovative-digital-solutions
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Supply chain
The capacity of 

384
and 183 
establish and deliver 53 sanitation 
services, while new retailers and 
distributors were supported to 
improve their product portfolios, 
including access to the range of 
SATO products.

Sales

8,970 sanitation products 
were sold, including

8,772 

Enabling environment

3 policy instruments were
established including the RuSH

Protocol Training Manual – which supported a 
nationwide rollout of the system to strengthen 
county-level capacity for accurate data collection 
and reporting. 

Pupils point out the hygiene messages painted 
on their school wall in Kitui: keeping toilets clean, 
washing hands, and drinking safe water. 
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In Kitui County, the School Toilet Enhancement 
Programme has turned school toilets into clean, 
inclusive facilities, and the change is travelling 
home: through school health clubs, pupils 
encourage their families to improve sanitation, 
and dozens of households have since installed 
SATO Pans. Samuel, a health club secretary, 
helps run the daily cleaning rota. “Safe toilets 
and clean water help us stay healthy,” he says.

Full story:
•	 Clean Toilets, Brighter Futures: STEP in  

Kitui (2025)

More stories:
•	 Savings and Smiles: enhanced sanitation 

reduces illness and promotes better health
•	 Safe toilet technology for people with 

disabilities (2024)

Demand Creation, Kenya: pupils leading the change

Kenya

The partnership supported over 447,000 people to gain access to at least 
basic sanitation and 161,000 to basic handwashing in Kenya in 2025–2026.

Demand creation

4.7 million people 
were reached across four focus

counties through door- to-door outreach, market 
day activations, community dialogue sessions 
(including using students as hygiene ambassadors) 
and broadcasting radio spots, all strengthening 
awareness of and demand for improved sanitation 
and hygiene. 

Financial support

$361,000 
in financing was

facilitated through formal 
and informal loans, enabling 
households to invest in
sanitation and hygiene facilities  
and businesses to stock and  
supply products, while

$155,000 in 
government budget allocations was 
leveraged to fund critical sanitation 
and hygiene functions. 

2025
–2026 C

ountry results – K
enya

SATO units, contributing to increased 
access to sanitation and hygiene.

youth
entrepreneurs

artisans was
strengthened to

https://www.unicef.org/kenya/stories/clean-toilets-brighter-futures-how-step-transforming-schools-kitui
https://www.unicef.org/kenya/stories/clean-toilets-brighter-futures-how-step-transforming-schools-kitui
https://www.unicef.org/kenya/stories/savings-and-smiles-enhanced-sanitation-reduces-illness-and-promotes-better-health
https://www.unicef.org/kenya/stories/savings-and-smiles-enhanced-sanitation-reduces-illness-and-promotes-better-health
https://www.unicef.org/kenya/stories/safe-toilet-technology-used-kenya-ideal-people-disabilities
https://www.unicef.org/kenya/stories/safe-toilet-technology-used-kenya-ideal-people-disabilities
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Nigeria

Odigbo Moses Edo outside (in red) with his team in Oju, Benue 
State, where sanitation business has become a local employer. 
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In Oju, Benue State,  
Odigbo Moses Edo sold 
cement and mattresses  
until a Make a Splash! 
training set him up with 315 
SATO Pans and the skills 
to install them. He now 
builds precast toilets fitted 
with SATO Pans, employs 
a growing team, and has 
installed thousands across 
his area. “Our community 
has improved greatly in 
terms of hygiene,” he says.

Full story: 
•	 Sanitation business is 

good business

Sales, Nigeria: from trader to toilet entrepreneur 

The partnership supported over 986,000 people to gain access to at least 
basic sanitation and 315,000 to basic handwashing in Nigeria in 2025–2026.

Enabling environment

1 policy instrument – the Oyo State 
WASH Policy – was supported in

Nigeria providing a stronger platform for regulation 
and citywide inclusive sanitation planning.

Financial support
619 households  
were supported to 
access approximately

$25,000 in financing to
invest in sanitation and hygiene, while

$6,000 in government
budget allocations was leveraged 
to support improved sanitation and 
hygiene services.

2025
–2026 C

ountry results – N
igeria

Sales

8,160 SATO products were 
sold, contributing to increased access  
to sanitation and hygiene.

Demand creation

994,000 
people were reached

with sanitation and hygiene 
messaging, strengthening 
awareness and demand through 
product demonstrations, sales 
agent referrals, targeted media 
campaigns and strengthening 
community WASH Committees. 

Supply chain

112 entrepreneurs, TBOs, and
artisans were trained in delivering

improved sanitation services, 45 pit emptiers 
were trained in safe service provision and 19 
retailers expanded access to sanitation and 
hygiene products, including the range of SATO 
products, across Kaduna, Oyo, and Bauchi states.

https://www.unicef.org/nigeria/stories/sanitation-business-good-business
https://www.unicef.org/nigeria/stories/sanitation-business-good-business
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Tanzania

A trained installer fits a SATO Pan for a household in Pangawe, Zanzibar, 
the kind of everyday work that stronger policies and local markets are 
built to scale and sustain.
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Lasting sanitation depends on 
the rules and systems behind 
it. In Tanzania, the partnership 
supported the National 
Strategy for Safely Managed 
Sanitation and Hygiene for All 
(2026–2031) and the Iringa post-
ODF strategy, strengthening 
government ownership and 
accountability across local 
authorities. Across the six 
countries, 32 policy instruments  
were developed this period, 
helping governments regulate 
and grow market-based 
sanitation so results outlast  
any single project.

Enabling Environment, Tanzania: policies that make change last

The partnership supported over 454,000 people to gain access to at least 
basic sanitation and 104,000 to basic handwashing in Tanzania in 2025–2026.

Enabling environment

3 policy instruments were supported 
including the Iringa post-ODF strategy

and the National Strategy for Safely Managed 
Sanitation and Hygiene for All (2026–2031), 
contributing towards enhanced government 
ownership and strengthened accountability 
across Local Government Authorities (LGAs).

Sales

11,092 SATO 
products were sold,

contributing to increased access  
to sanitation and hygiene.

Financial support
No sanitation budget allocations were reported, as expenditures are often 
embedded within broader sector budgets, limiting visibility, while financing for 
households and businesses remains nascent with limited disbursement.

2025
–2026 C

ountry results – Tanzania

Demand creation

811,000
people were reached by training local

artisans and entrepreneurs, organizing cross-
learning and exchange visits for local government 
staff, supporting MBS committees and women’s 
groups and conducting hand hygiene campaigns, 
all strengthening awareness and demand for 
improved sanitation and hygiene. 

Supply chain

792 local artisans 

and 59 MBS teams
were supported through training 
to strengthen their capacity to 
deliver and promote sanitation 
products and services, while 273 
entrepreneurs were supported 
to stock sanitation and hygiene 
products.
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Make a Splash! continues to make 
measurable improvements in access to 
improved sanitation and hygiene through 
market-based approaches, alongside more 
favourable policy, financing and service 
delivery systems. Progress has been 
enabled by leveraging existing programmes, 
building partnerships across public and 
private stakeholders, expanding product 
offerings to meet user needs, and improving 
monitoring systems. The partnership will 
build on these success factors in Year 3 
by addressing key challenges, including 
expanding access and reducing market 
fragmentation in both urban and rural 
contexts, to accelerate progress towards 
safely managed sanitation and hygiene.


