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Unlocking the value in compost

The many benefits of compost to agriculture, the environment and society are 
often poorly understood and little appreciated.  As a result, compost producers 
around the world face great difficulties selling their high-quality products. Some 
initiatives are forced to close, as their premises become choked with mountains 
of compost they cannot even give away.

This book is designed to help compost producers in low and middle-income 
countries run viable initiatives by unlocking the financial value of their product. It 
draws on techniques usually applied to popular consumer products such as cars 
and televisions, and adapts them to compost. The marketing approach is present-
ed step-by-step, including sections on how to
•	 understand the business environment
•	 identify and quantify your market
•	 ensure your product and production meet customer needs
•	 price your product appropriately
•	 locate your business optimally, and
•	 promote and brand your product.

The book includes practical advice, templates and inspiring examples of how 
marketing techniques have been used in composting initiatives around the world.

Jonathan Rouse
Silke Rothenberger

Chris Zurbrügg
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Location and marketing in Nairobi, Kenya
For some compost producers in Kenya, marketing was difficult as they 
were located in the centre of informal settlements, accessed only by nar-
row roads. By contrast, the City Park Hawkers Market composting group, 
cannot keep up with the demand for its compost. This success is due to 
the location of the composting plot at the point of sale, where the activity 
is both highly visible and conveniently accessible to customers, including 
high-income customers with large, private gardens. 

Peters, 1998

The compromise: locating near raw materials or markets?
Bulk markets and raw materials for compost are rarely neighbours. Transporting 

compost is usually a better option than transporting waste.

Locating compost businesses involves compromise because:
most domestic waste is generated in cities, but bulk markets for compost 

lie in rural areas;
land prices in large cities are very high compared with rural areas; and
relative to value, the costs of transporting waste or compost are often high.

Influence of transport cost on compost price
The following table reveals the influence of transport costs on the effective 
compost price in Eritrea. The figures are based on a study of landfill material 
use by farmers around Asmara.

Table 5.2: Influence of transport cost on compost price (Sandec, University of Asmara, 
2005)






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Distance of  
Village from  

Asmara

Cost of Land-
fill Material  
$/truck load

Transport 
Cost $/km

Transport 
Cost $/trip

Effective  
Cost $/trip

4 km

16 km

28 km

35 km

2.80

2.80

2.80

2.80

2.80

2.10

1.90

1.50 

11.20

33.60

48.70

52.50

14.00

36.40

51.50

55.30
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The farmers pay $ 2.80 per truckload for the landfill material. This accounts for 
only 5–20 % of total costs. The results surprised the researchers; they had not 
expected such long transport distances or the ability of rural farmers to pay 
these prices. They concluded that the transportation required optimisation.

Defining your market boundaries
The example above illustrates the issue of market boundaries. Transport 
costs and customers’ ability to pay will naturally set the boundary. In some in-
stances, your company’s resources may set the market boundary. This is par-
ticularly important if you provide free delivery and include the transportation 
cost in the price.
Composting urban organic waste close to the raw waste source usually puts 
you close to the household market: lucrative but often low-volume. However, 
bulk markets are often located far from residential areas, requiring transport 
of either waste or compost. The relative advantage of transporting compost 
is its volume and weight: as little as 30 per cent of raw materials used. It is 
also more hygienic to handle and transport compost than waste. Small towns 
are an exception; composting plants can be located in peri-urban areas near 
the sources of raw materials and markets.

Local sales in Bangalore, India
The Kalyana Nagar Residents Association, Bangalore produces up to ten 
tonnes of compost from 35 tonnes of waste per year from neighbouring 
households. The compost site is located in a middle-income household 
area, where some houses have their own gardens. The residents were 
informed through awareness campaigns of the benefits of compost and 
are willing to buy it for their gardens. Furthermore, households purchase 
compost to keep public places green. Hence, the scheme concentrates on 
the local market, thereby allowing distribution of compost through its own 
waste collectors.

Peri-urban composting in Khulna, Bangladesh
In Khulna, the second largest town in Bangladesh, the composting plant 
is located on cheaper land on the outskirts of town, close to the source of 
raw materials and close to the market.



Creating a market map
You may find it useful to visually depict the location of your business in relation 
to the sources of raw materials and staff, the transport network and your cus-
tomers. It can help you target customers and adapt your distribution strategy. 
Use this tool only if you and your staff are familiar with maps.

Buy or draw a map of your city and its surrounding area;
Mark the location(s) of your compost production unit(s);
Locate and indicate the organic waste sources (e. g. vegetable markets and 

households);
Locate your customers and indicate the distance to your customers. Use 

different colours for each market segment;
Assign demand or quality requirements to each customer; and
Compare the demands and distribution costs of the different locations.

Mapping customers, raw materials and distribution













Figure 5.4: Example of a simple map illustrating customer distribution and sources of raw 
materials
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This map illustrates a typical situation in an urban setting and denotes house-
holds, farmers, nurseries, and vegetable markets. The decentralised compost-
ing plant is located in an urban location surrounded by houses. The organic 
waste originates from households and a nearby vegetable market. House-
holds buy the compost directly from the plant or from a truck, which drives 
through the neighbourhood once a month. However, household demand is 
limited. The nurseries, located along a main road around 2 km from the com-
posting plant, require larger volumes of compost, often at short notice. Since 
many households buy plant seedlings directly from the nurseries, nurseries 
could act as retailers for your compost. The peri-urban farmers, located very 
close to each other along a stream, use its water for irrigation. As their de-
mand is of seasonal nature, a fixed distribution date should be arranged with 
several farmers to significantly minimise distribution costs. Finally, the vege-
table market could serve as a transfer point for compost; farmers who come 
to the market to sell their products could return from the market with trucks 
full of compost.
Such a map portrays the combined customer profile sheets developed in Sec-
tion 4.5 and provides them with a geographic context. Annex 5 contains a map 
developed for a compost market study in Nepal (full report: www.sandec.ch).

5.5  Distribution channels

A market map can also help optimise transport routes, for example facilitat-
ing delivery to more than one household during a single trip. The distribution 
network should be marked on a separate map to keep the maps as simple as 
possible. 
Figure 5.5 illustrates three common distribution methods: direct distribution, 
through sales agents (in-house/external), indirect distribution.
Sales agents may include nurseries, retailers at vegetable markets or shop-
keepers. Bulk buyers include potting soil producers, fertiliser companies, 
mining industries, landscapers etc. 
Many compost producers claim that selling direct is important because contact 
with customers provides important feedback for the business and product de-
velopment. However, retailers can offer benefits to your business because of 
their specialist knowledge of the agricultural and horticultural marketplace. 
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Figure 5.5: Compost distribution models

You need to consider whether retailing compost yourself or using another 
specialised company is the most appropriate option for your business. The 
following case study from Bangladesh illustrates some of the pros and cons 
of direct sales to individuals and distribution via bulk buyers.

Distribution of compost in Bangladesh
Waste Concern produces many tonnes of compost each week in central 
Dhaka. The market, however, is mostly based in rural areas far from Dha-
ka. The staff appreciate the importance of marketing in order to shift their 
product and generate profits. The market for Waste Concern’s compost 
falls into two main categories:

Low-volume sales to individuals. These are often middle-class house-
holds purchasing compost for their gardens. Selling price: Tk10/kg.

High-volume sales to MAP Agro, a private chemical fertiliser processing 
company. Selling price: Tk2/kg.
MAP Agro buys around 300 tonnes of compost from the NGO every 
month. They blend some with chemical fertilisers and sell it to Alpha In-
dustries, an agricultural distribution company.
Although Waste Concern stands to make more net profit from sales to 
householders, there are various advantages to selling at low-price/high-
volume to established agricultural companies. These include:




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Once the business relationship with the distribution company is estab-
lished, Waste Concern requires no further marketing. Map Agro is confi-
dent that it can sell up to ten times the present volume of compost pur-
chased from Waste Concern. This is an indication of the scale of the 
compost market and the effectiveness of this arrangement. Using a well-
established agricultural outlet also lends credibility to compost as an agri-
cultural product, as it positions it among ‘modern’ chemical fertilisers, pos-
itively perceived by many farmers.

No transport, distribution or sales infrastructure is required by Waste 
Concern (e. g. lorries, regional sales points etc.). Alpha Industries distrib-
utes the compost up to 620 km from Dhaka, using their existing trans-
port and sales infrastructure. These factors allow Waste Concern to pur-
sue what it does best, i. e. composting. In Bangladesh, this is turning into 
a successful model that other NGOs may be wise to follow.

Rytz, 2001 and Ali, 2004

Try to plan your distribution methods to be as efficient as possible in terms 
of investment, time and labour. Review the profitability of different channels 
from time to time, as well as their convenience to customers. Could you learn 
anything from your competitors or even collaborate with them in distribution?

Good relations with retailers in Pakistan
A composting plant in Lahore uses retailers to distribute and sell com-
post. As the retailers are in regular contact with farmers, they can inform 
the producer of emerging needs and trends in agriculture. This enables 
compost producers to respond by developing products better suited to 
the market and thus to generate more business for retailers. Everyone is 
a winner.

Ul Haq, 2006




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6  Product pricing

So far you have developed an overview of the market environment, identified 
target markets, planned your product and production and considered location. 
The next step is to develop a pricing system to attract customers and allow you 
to cover your costs.

Product pricing is a core issue facing all companies. A business needs to co-
ordinate pricing decisions with product development, production, distribution, 
and promotion. Therefore, much of the information collected for other market-
ing aspects will contribute to pricing decisions.
Covering costs is essential for a self-sustained business, so product price is 
partly dependent on production costs. However, many producers will add a 
profit margin to cover further investments or for technological improvements. 
The size of this margin is limited by the prices of competing products and by 
customers’ willingness and ability to pay.
Prices can be calculated in a number of ways, each focusing on different fac-
tors, such as perceived value or cost of competing products. The most basic 
method is  based on compost production costs and profit. Other approaches 
are described in some of the further literature and guidance listed at the end 
of the chapter.

6.1  Production costs and profit 

If your business does not have sources of income other than the sale of com-
post (e. g. waste collection fees, subsidy), the price must equal, or exceed, 
production costs.
The unit cost is the cost of producing one unit (e. g. 1 tonne) of compost. It can 
be calculated using the following (simplified) equation:

Unit cost =                                         
Production costs ($)

Compost production (tonne)
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Production costs include variable costs (which change according to how much 
compost is produced) and fixed costs (costs incurred whether or not compost 
is produced, such as ground rent). All costs have to be calculated on the basis 
of a fixed period of time (e.g. one year, half a year).

Examples of variable costs
raw material
packaging
transport
energy consumption
labour (seasonal)











Examples of fixed costs
rents
regular labour (do not forget to 

include your own salary)
maintenance
interest on loans
depreciation of investments











According to this method, the price of compost is simply calculated by adding 
a profit margin to the unit cost. Thus:

PRICE = unit costs + profit margin

The profit margin depends on the willingness and ability of the market to pay 
for compost. The case study in Table 6.2 presents a breakdown of costs for a 
small compost producer in India.
If you feel you cannot cover all your production costs with compost sales, 
you may consider developing other sources of revenue. Some compost pro-
ducers generate income through household waste collection services, trad-
ing recyclable materials, or through establishing nurseries. Others are ex-
ploring income from the Clean Development Mechanism (CDM) or Carbon 
Trading.�

Some compost producers, such as local authorities, do not depend on full 
cost recovery or profit through the sale of compost, as they receive subsidies 
through municipal taxes. Therefore, they can base their pricing more on cus-
tomer willingness to pay.

� Discussing CDM opportunities is beyond the scope of this book. Interested readers 
may consult local energy agencies or the wealth of information available online, includ-
ing: http://cdm.unfccc.int/index.html

Table 6.1: Examples of variable and fixed costs in compost production
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Item Cost 

($/tonne compost)

Labourers’ wages (12 person/day per ton of finished  
compost at $ 1 per day)

12.00 

Biological conversion unit (3 kg per tonne of compost at  
$ 2.40 per kg)

7.20

Packaging: 1 tonne of compost requires 25 bags of 40 kg 
each at 20 cents per bag

5.00  

Marketing expenses (including pamphlet and commissions 
to agents)

6.00

Overheads (including royalty, bank interests etc.) 4.00

Total expenses 34.20

Selling price per tonne
40.00

Profit 5.80

Table 6.2: Compost production costs in India (example)

The overheads and management costs, including bank interest, the fee paid to 
the municipality, travel costs for sales visits, rent of a small office, stationery, 
accountancy, and a nominal monthly stipend of $ 40 for the manager are rela-
tively fixed and do not increase in line with sales. This business was reasona-
bly profitable after four years. The manager had paid off most of the bank loan, 
and had also repaid part of the considerable sum he initially invested (Adapted 
from Harper in Ali, 2004).

6.2  Customer attitudes, needs and resources

Ultimately, only customers can decide if the price is right.

Customer attitudes, needs and resources are critical considerations in setting a 
price for compost. This is the time to consolidate what you have found out about:

how your product rates in the marketplace including quality, reputation and 
convenience etc. (covered in Section 5);

customer willingness and ability to pay (covered in Section 4.2); and
customer attitudes towards compost (covered in Section 4.3).

Quality is among the most important determinants of customer attitudes and 
purchasing behaviour. People will often pay a premium for consistent high-






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quality products. You may also find that wealthy customers are willing to pay a 
higher price for compost if they know it has provided employment opportuni-
ties for the poor. A poor farmer, however, may be willing and able only to pay 
a low price whatever the credentials of the product. 

Customers will view your product and price in the light of competition.

Ideally, your product will be cheaper than those of your competitors, and the same 
or better quality. If your product is the same price or more expensive than those of 
competitors, then it must have a ‘competitive edge’. Your competitive edge may 
be higher nutrient levels or better quality. Reputation, quality of service, or promot-
ing the product as ‘environmentally friendly’ could also convince potential custom-
ers to favour your product over another.
The following box illustrates how farmers consider more than just the cost of 
compost when deciding which agricultural products to use on their land.

Relative costs of compost use in Ghana
The following tables present data from a study conducted in Ghana. The first 
table compares the price per hectare of various chemical fertilisers, based on 
the price per tonne and recommended application rates to achieve an appropri-
ate dose of nitrogen. Note that although compost is considerably cheaper than 
NPK fertiliser, because large volumes are required to achieve the same dose of 
nitrates, it is more expensive for farmers to use and chemical fertilisers.

Material Price per 
tonne

($/tonne)

Application 
rate 

(tonne/ha)

Price per 
hectare 
($/ha)

NPK Fertiliser 188 0.6 125

Chicken Manure 5.2 20–25 104

Teshi Compost
(bulk, produced from mixed waste)

4.2 25 130

James Town Compost
(bulk, produced from sorted waste)

7.0 25 174

The following table compares the same chemical fertilisers, but based on the 
cost of applying 40 kg of phosphorus to a hectare of land. Note that in this in-

Table 6.3a: Comparison of fertiliser costs related to nitrogen dose (adapted from  
Hofny-Collins 2006, p. 259 and 260)
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stance, applying compost is cheaper than NPK fertiliser, as high-quality com-
posts often contain high amounts of phosphorus.

Material Price per 
tonne

($/tonne)

Input Mate-
rial needed 
(tonnes/ha)

Price per 
hectare 

($/ha)

NPK Fertiliser 188 0.6 113

Chicken Manure 5.2 2.3 12

Teshi Compost
(bulk, produced from mixed waste)

4.2 9.5 50

James Town Compost
(bulk, produced from sorted waste)

7.0 0.9 6.3

These calculations clearly illustrate the importance of clear messages about 
the application costs of products, according to a range of criteria. Compost 
is not valued by customers for its nitrogen but for its phosphorus and organ-
ic matter – both medium-term soil improvers. If you convince your clients of 
these values, you can achieve an appropriate price.
Once you decide on a suitable price, do not stick to it forever. You should 
adapt to the market and regularly monitor prices and competition. You may 
also consider occasional promotional periods (e. g. lower prices, 50 % extra 
free) to attract new customers.

6.3  Terms of payment

While some customers are able to pay for their purchases immediately, oth-
ers may require more flexibility. For instance, households buying 20 kg of com-
post can pay immediately, whereas a farmer may require a grace period due 
to limited cash flow. Many farmers need compost early in the season, but can 
pay for it only when they have cash after the harvest. In these cases, credit 
may need to be extended to allow them to benefit from compost but pay for it 
when funds become available. Dealers may also require grace periods to give 
them time to sell the compost.

Table: 6.3b: Comparison of fertiliser costs related to phosphorus dose (adapted from 
Hofny-Collins 2006, p. 259 and 260)
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Terms of payment depend on the importance and reliability of customers
A German compost producer offers different terms of payment depending 
on the customer and amount purchased.

Farmers usually receive credit with a 30-day grace period. In autumn, 
farmers face no problem paying on time, but cash flow problems in spring 
can leave farmers unable to pay immediately. Farmers are valuable cus-
tomers as they buy most of the compost produced. They are therefore 
granted payment flexibility.

Smaller volume, one-off customers are required to pay cash on receipt 
of compost. Credit is not extended to smaller customers as it would be dif-
ficult to justify chasing debts if necessary.

Grüschow, 2006

The following table summarises the different terms of payment granted to 
customers. It is important to carefully monitor and control credit and ensure 
that debtors pay on time.

Terms of Payment

Direct payment Credit

Advance payment
Cash payment

Invoice payment

Short-term credits
Grace period

Payment period

Long-term credits
Profit-dependent 

payment 

Households,
Dealers

Dealers Farmers after  
harvesting

As a general rule, it is better to offer credit to a few bulk customers than many 
customers buying small amounts. Offering credit or grace periods requires 
‘working capital’ – a sum of money that keeps the business afloat when mon-
ey is owed.





Table 6.4: Typical terms of payment for compost purchase
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Working capital requirements in Saonar, India
Investment in equipment and other fixed assets was deliberately very lim-
ited to maximise employment opportunities. Nevertheless, since the com-
posting process takes several weeks to complete, a substantial sum has 
to be invested in ‘work-in-progress’. Since sales also tend to be seasonal 
large amounts have to be kept in stock. The working capital required is fur-
ther increased by the need to offer generous credit terms to some of the 
more important customers.
Customers such as Ankur Seeds Limited draw their supplies fairly regular-
ly and settle their accounts promptly. This helps keep cash flowing into the 
business and offsets some of the other requirements for working capital.

Adapted from Harper, in Ali, 2004

Further information
This handbook only provides an overview of price calculations. The following 
resources provide more detail:

Rothenberger et al. (2006) Decentralised composting for cities in low and 
middle-income countries – A users’ manual: Page 34 provides detailed informa-
tion on financial analysis of your business. Download from www.sandec.ch

International Finance Corporation. The Small and Medium Enterprise (SME) 
Toolkit is an online resource providing guidance on business planning and mar-
keting: www.smetoolkit.org




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7  Key principles of promotion

So far you have come to understand how to produce and deliver a product 
which meets your target customer requirements at an attractive and viable 
price. But how do you tell your customers about your product? The next step 
is promotion.

The purpose of promotion is to stimulate demand. It is particularly useful for 
turning ‘ability to pay’ into ‘willingness (or even keenness) to pay’. Promotion 
involves:

building awareness in the market about your compost;
telling your customers about the benefits of using compost;
informing customers about the quality and characteristics of the compost;
telling customers how to use compost; and
encouraging customers to buy your compost as opposed to that of your 

competitors.

This chapter presents a range of strategies for effective promotion. It outlines 
various communication tools and presents some practical promotion ideas. 

The box on page 80 presents promotion approaches used by a compost pro-
ducer in India.










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Promotion strategy in Saonar, India
The manager of a composting plant in Saonar had to overcome several 
barriers before he could establish his product in the market. For many 
years, farmers in the area had been making excessive use of chemi-
cal fertilisers and struggle to afford the initial capital required to switch 
to organic practices. Furthermore, he faced competition from another 
well-known brand.
The manager used a number of strategies to overcome these difficulties.

He sells his compost at the very competitive price of $ 40 per tonne. 
This is just $ 5 more than its production cost, but less than half the price of 
his main competitor.

The compost is marketed locally in convenient 40 kg bags.
About 20 per cent of the total sales are made direct to farmers by Mr 

Bhalarao himself. He personally visited the farmers and personally ex-
plained to them the disadvantages of chemical fertilisers and the long-
term damage they can do to soils.

The remaining 80 per cent of sales are made via agents and agricultural 
retailers. They distribute pamphlets and receive 20 % sales commission. 
The retailing company offers free home delivery and cash discounts for 
prompt payment.

Finally, the compost is also sold to farming co-operatives, agricultural 
universities, government agencies, and plant nurseries.
The manager plans to work in partnership with larger companies in the 
agricultural supplies market to benefit from their extensive and effective 
marketing networks and direct contacts with farmers.

Adapted from Harper in Ali, 2004

7.1  Communication: The key to promotion

This section is about how information and positive messages about compost 
can be communicated to customers to stimulate demand.

Communication channels
There are many ways to communicate with customers, each suited to different 
segments and marketing budgets. Table 7.1 describes a selection of methods.










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Marketing communication methods

Word of 
mouth

This is how information about a product is transferred from one 
person to another. This is often the most important method of 
disseminating information. However, if your product is unsatis-
factory word of mouth can also damage the reputation of your 
product and business.

Direct contact Face-to-face selling to the customer allows the seller to discuss 
the product with customers and react directly to perceptions. 
Very time-consuming and staff-intensive, but useful for under-
standing new markets and worth the investment if you want to 
win new customers. Direct contacts include door-to-door sales, 
phone calls or mailouts.

Training Training of potential customers can also be regarded as a face-
to-face sales strategy. It is time-intensive but can be a powerful 
tool in compost promotion. Training farmers on compost applica-
tion enables them to better understand compost and its benefits, 
thus convincing them to become customers.

Advertising Advertising uses mass communication media such as newspa-
pers, television, radio, billboards etc.. It is less time-intensive, 
however, it should be conducted professionally and can require 
considerable financial resources. Advertising on own company 
trucks or on the packaging can also be effective.

Sales  
promotion

Sales promotions include ‘special offers’ of reduced prices or 
even free compost samples. They are intended to encourage and 
attract new customers. Free compost samples allow farmers to 
test a product without taking great financial risks. In combination 
with a training course, this may be a very effective promotion 
strategy for compost. However, farmers should be informed that 
free samples are only distributed once, as compost is a valuable 
product that has to be purchased.

Publicity/ 
Sponsorship

Good publicity is always important and includes any published 
material about your business, i. e. press releases, sponsorships 
or open-day-activities. For example, a compost producer may 
sponsor the maintenance of a public park.

Exhibitions Displaying promotion and demonstration products, for example, 
at trade fairs or in public places.

Identity Logos, images or catchphrases are a non-verbal form of com-
munication. If properly introduced, people will recognise a logo 
and feel confident and comfortable when dealing with you as a 
company.

Packaging Packaging is an important form of communication, as it com-
bines several of the above methods. Packaging can be used to 
promote your product, display your logo and present information 
on your product. It can thus be both attractive and functional. 
This can be particularly useful for first-time customers.

Table 7.1: Marketing communication methods
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A promotion strategy combines some or all elements of this array. The com-
bination will depend on the audience, the message you are trying to convey 
and, of course, the available budget. Use communication methods wisely, and 
present clear and consistent messages. It does not pay to confuse customers 
by presenting them with conflicting information.

Key considerations:
Who influences the opinions of your market (e.g. large agricultural businesses, 

celebrity gardeners)? Can you reach them with promotional messages?
What newspapers and magazines do they read?
What TV or radio stations do they listen to? Could you advertise on these?
What are the other affordable promotional channels?

Who do you want to address?
It is important to have a clear idea of your audience to ensure messages are 
appropriate. Ensure your messages reach people in a position to respond (i.e. 
make a purchase). For example, promotional messages may have little impact 
if directed at farm workers who do not make purchasing decisions. It may be 
wiser to target farmers or nursery managers with messages.
Each market segment may require a different approach. Some customers may 
be illiterate and be best convinced by demonstration, while others may like to 
read about quality control procedures.

Claims and expectations

Raise people’s expectations of your product, but in a realistic way. Customers 

expecting miracles will probably be disappointed and not return!

While raising people’s expectations is important for generating enthusiasm, it 
is essential that your claims are genuine and can be backed up with evidence.

If you say it comes from uncontaminated sources of organic waste, how do 
you ensure this? 

If you promise consistent high quality, what quality control processes do 
you have in place?

If you say it contains nutrients useful for plant growth, can you provide evi-
dence of this, for example, laboratory test results?














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7.2  Promotion in practice

Budgeting promotional activities
There are a number of established methods of deciding how much to spend 
on marketing. Promotion needs to be seen as an investment, not just an ex-
pense. You need to balance affordability with potential returns. For example:

Company 1 spends $ 200 on printing and distributing a set of black-and-
white leaflets, and generates $ 800 in sales.

Company 2 borrows and invests $ 1500 in newspaper advertising and a 
colour leaflet distributed to wealthy householders. These activities generate 
$ 7000 in sales.

In both examples, the risk of investment paid off. However, any company bor-
rowing funds for promotional activities needs to be sure that the scale of re-
turn is realistic. The chance of a good return on your investment depends on 
customers’ attitudes and ability to pay, market size, and – importantly – your 
ability to meet increased demand.

Carefully consider:
what funds are available for promotion;
how much different types of promotion strategies cost, and the potential 

returns; and
if no funds are available, what promotion activities can be conducted for free?

Monitoring and evaluation of promotional activities
In view of your promotional activities, what is the level of customer 

awareness of your product?
How do your customers find out about your compost? What does this 

tell you about different communication channels? 
Do people remember your promotional efforts?
What type of promotion was successful and what was ineffective? 
You should keep revisiting these questions when monitoring and as-

sessing your promotional activities.

You may also be able to learn something from competitors. How do they pro-
mote their compost? Which compost or fertilisers are customers most aware 
of? Why? Promotion can change the reputation of a product or company. 





















Marketing Compost—Key principles of promotion       83



What do you need to work on to improve the reputation of your company over 
another?

Information and education
Section 2.3 presented and discussed some of the key barriers to using com-
post. Some were practical issues (e. g. transport costs), but most related to 
people’s attitudes, knowledge and perceptions such as:

lack of awareness;
lack of information; and
misunderstandings about compost (e. g. its nutrient value).

The following case study illustrates these misperceptions in Tanzania.

Identifying the need for information in Tanzania 
A market survey in Tanzania asked farmers and gardeners what they felt they 
needed in order to use compost in the future. Their responses included:

access to compost;
cheaper prices and loans; and
technical advice on how to use compost.

The last point is particularly relevant to promotion. The report goes on to 
describe the confusion over exactly what compost is and does.
More than 50 per cent of the farmers understood compost to be a ferti-
liser; simply something to be added to the soil for better plant growth and 
yield. This can be explained in part by the common confusion between the 
words fertiliser, manure and compost. Only 14 per cent regarded it to be 
a soil conditioner, and some understood it to be simply ‘any decomposing 
organic material’.
30 per cent of the individual farmers did not know what compost was or 
what materials were used in producing compost. 60 per cent of the farm-
ers said they did not know how to use the compost, and many did not 
know how much to use.

Adapted from Eawag/Sandec, 2002

In such cases, promotion must go beyond a mere exchange of information. 
If farmers have not even heard of compost, training sessions for farmers or 
demonstration plots may be necessary for winning their confidence. Such 
activities can be used to challenge attitudes and perceptions that hinder the 


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use of compost. They can also correct misinformation and fill knowledge 
gaps. 
Education is a long-term investment but might be crucial in countries where 
compost is not well known. Children or households require information on 
how to improve the quality of compost (e. g. waste segregation) or on the ben-
efits of compost as garden soil improver. However, public education often ex-
ceeds the capabilities and responsibility of a composting business. It might be 
worth searching for alliances in the public sector. It is in the interest of many 
municipalities or Ministries to keep the urban environment clean. Therefore, 
joint awareness campaigns could improve collaboration with citizens or ac-
ceptance of compost. 
There is also a case for educating the public. The examples on page 86 show 
how education can be a joint effort of public and private organisations.

Compost education vs promotion of a compost brand
The German Compost Association is financed by its membership fees - 
mainly private compost producers and municipalities. The services of the 
Association include countrywide public campaigns on compost benefits. It 
also represents the interests of its members in political issues (e. g. quality 
standards or promotion of segregated waste collection in municipalities). 
The individual compost producers can thus concentrate on the promotion 
of their compost brands and customer relations.

Brochures and flyers
When preparing literature on your product, consider including the following 
information:

information on how compost can be used and its benefits;
nutrient value, organic matter content and other features;
photographs (e. g. showing its effect on plant growth); and
evidence, such as product test results or quality assurance certificates.

Remember to include your address, telephone number, and details of where 
and when customers can buy compost (i. e. retail location and business open-
ing hours). 
Make sure the language is correct and appropriate for your audience. Differ-
ent market segments may respond to different information so, tailor your lit-
erature carefully.


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Composting course for pupils in  
Moramanga, Madagascar
In 2006, the Municipality of Moramanga estab-
lished a pilot composting plant as part of its new 
solid waste management concept. An open day 
event was used to raise awareness among the lo-
cal population and gave people the opportunity to 
ask questions about the treatment of waste and 
use of compost in gardens and fields. Additional-
ly, the coordinators offered composting lessons 
to school children. 
Educating children is a long-term objective to in-
crease composting acceptance and promote the 
use of compost. Children are often more open to 
new topics and may report their experiences to 
friends and families.

Composting caravan for public exhibitions
A Swiss promotion group developed a concept 
for promoting composting in urban areas of 
Switzerland. The concept is based on “learn-
ing by doing” and targets both adults and chil-
dren. The group purchased an old caravan and 
equipped it with various teaching materials 
including posters, a model composting site, 
games, and a simple laboratory. 
The compost caravan is mobile and can be sit-
ed in public places (e. g. markets, parks) for a 
few days. Passers-by can play games or ask 
questions on composting. The concept re-
quires some initial investment, creativity and, 
in this case, volunteers who are knowledge-
able and enthusiastic about compost.

Nursery on a composting site (Nepal)
NEPCEMAC invested considerable effort in 
‘greening’ their composting plant in Handigau 
with trees and flowers. They also established 
a nursery which uses the compost for their 
seedlings. The site, which is a practical dem-
onstration of the use and effectiveness of 
compost, looks attractive to customers who 
buy compost and flowers from the nursery.
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Getting the wording right
The words you use to promote your product can have a strong effect on 
people’s response. One of the mistakes made in compost marketing has 
been to focus on the waste recycling aspects of compost instead of its 
benefits to agriculture. For example, some compost producers simply de-
scribe their product as:
‘A cheap product made from treated waste’.
Unless carefully communicated, this message could have negative conno-
tations for some customers. Farmers probably want to feel they are pur-
chasing a valuable and useful product for their land. Households may not 
like the idea of getting their own waste back for use in their gardens. 
Often, the same information about a product can be transformed into a 
more positive message, for example:
‘This compost is a high-quality, valuable but low-cost gardening and agri-
cultural product. It helps preserve our environment by improving the con-
dition of your soil, and by recycling green waste carefully collected from 
homes and markets. For centuries, farmers have been using compost – a 
key component of sustainable agricultural practice.’
This may be an exaggerated example, but it serves to demonstrate the 
various impacts product descriptions can have on your customers.

Keep your messages clear, consistent, concise, and well thought-out. 
Convince your customers of your unique selling points and competitive 
edge.
Remember that customers actually want a product to do something for them, 
to solve a problem, reduce their workload or increase productivity and profit-
ability. Messages must clarify these benefits and reassure the customers that 
they will see benefits.

Key considerations:
Revisit the ‘Customer Profiles’ developed in Chapter 4, as they contain use-

ful information on willingness and ability to pay, including attitudes and per-
ceptions of your products.

What negative attitudes toward compost do you need to address to gain 
customers? On what positive attitudes can you capitalise?

Why do your current customers buy your product, and others not?
What characteristic of compost does each market segment really care 

about? (e. g. environmentally friendly, appearance, colour)?
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Seeing is believing: Demonstrating your compost
Some compost makers have found demonstration to be the single-most effec-
tive promotional tool as it dispels people’s doubts and convinces them to try 
compost. Again, the demonstration concept needs to be adjusted to the target 
group and should account for the fact that compost is a long-term fertiliser. The 
following box presents a range of potential demonstration concepts:

Demonstration site of Waste Concern, 
Bangladesh
Waste Concern set up a small demonstra-
tion site near their composting plant. Visitors 
directly witness the effects of compost on 
plants and soil. Additionally, the workers were 
encouraged to set up a small nursery and use 
the compost as potting material. Convinced 
and skilled employees are a strong promotion 
tool for compost use.
Additionally, Waste Concern offers free com-
post samples to farmers and provides advice 
on the use of compost. In return, farmers talk 
with others about their positive experience 
with compost.

Distributing seedlings grown on compost
The Infostelle Compost in Switzerland launched 
a compost promotion campaign in several 
small towns. A group of volunteers planted 
seedlings in small pots using the compost pro-
duced by the community composting sites. 
The seedlings were given away for free during 
an exhibition day at a market. The topic raised 
the interest of passers-by who asked ques-
tions on how compost is produced, its benefits 
and where it can be purchased.
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Packaging
The main purpose of packaging is to securely contain a product for transport and 
sale. Packaging of compost is usually only necessary for ‘value’ markets such as 
households, who buy and transport small quantities by bicycle or car. Since bulk 
markets usually purchase and transport compost in trailers or trucks, they do not 
require the added expense of packaging.
If you decide to go to the expense of packaging your compost, make sure you 
get it right.

If bags need to be lifted easily, don’t make them too heavy.
Use suitable materials, and think about the cost of packaging against the 

selling price of a bag.
Ensure your packaging is strong enough: customers do not want to pick up 

a bag of compost and have it break and spill its content all over their shoes or 
in the boot of their car.

Packaging can do much more than carry a convenient quantity of your com-
post. In addition to its basic functions, packaging is an opportunity for you to: 

attract customers by making your packaging eye-catching; 
clearly identify yourselves by including the name of your company and logo, 

and include contact details;
provide useful information, for example, about nutrient value and methods 

of application; and
include other promotional messages, such as your product’s environmen-

tally friendly image.

Profitable customer relations 
Positive relationships with customers, called ‘public relations’ (PR), are essen-
tial for your image. Good PR helps retain current customers and attract new 
ones. There are a number of simple measures you can take to help nurture 
these relationships.
Ensure that your composting plant is attractive and accessible to the public. 
For example, one composting plant in Khulna, Bangladesh was surrounded 
by flowers grown in the compost produced at the plant. This gave an imme-
diate positive image of the product and people felt comfortable visiting the 
facility. Other composting sites set up nurseries and retail outlets for com-
post near the composting plant, thus enhancing the green and clean image 
of composting.















Marketing Compost—Key principles of promotion       89



Breakfast cereal packaging
Cereal manufacturers make excellent use of 
packaging beyond its basic function. Consid-
er the packaging of breakfast cereals and com-
pare it with the features of a compost bag. It 
performs a number of important tasks beyond 
protecting the contents:

it is a convenient size for the consumer; 
it can be stacked in the shop; 
it is attractive and catches people’s eyes;
it contains useful information, including nu-

tritional value and promotion slogans (e. g. ‘30 
per cent extra free!’), as well as contact details 
of the producer in case of complaints.

Packaging and information
In the West Bank, many farmers depend on 
fertilisers and compost imported from Israel. 
During a market study, many farmers said they 
did not choose certain brands because they 
could not read the information, provided only 
in Hebrew.  It left them unsure about the ben-
efits and quality of the product, so they pur-
chased compost providing information in Ara-
bic or English. 
In addition, farmers tend not to buy local prod-
ucts because they are devoid of any informa-
tion on their packaging. Farmers feel reassured 
by the presence of information which they can 
understand.
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Consider developing a simple ‘visitor centre’ containing books and magazines 
relating to composting and agriculture. This provides your business with an op-
portunity to promote your product and build customer relations, confidence 
and knowledge.
The importance of accessibility was discussed in Section 5.4. If you want to 
sell directly to customers, ensure your plant is easy for people to locate and 
identify (i. e. give clear instructions on a leaflet and install a name board). Also 
open at times convenient for your intended customers: This may mean open-
ing a little later or at weekends.
Carefully consider which staff member(s) are most suited for dealing direct-
ly with the public. Ideally they will be passionate about compost, and highly 
knowledgeable about the production process, quality, health issues, applica-
tion rates, benefits to the environment and the economics of use. Promotion 
may be done by internal staff or by external specialists. 
Occasionally, customers will have questions or complaints about your product. 
If you wish to maintain a good relationship with them, you need to listen and re-
spond. Do not ignore complaints but learn from them. You might consider pro-
viding a telephone number specifically for customers to call.

Providing complimentary services
Many businesses stimulate demand for their products by offering additional 
services, such as delivery services (discussed in Section 5.5) or providing ad-
vice and information on compost use. Professional advice to farmers on com-
post use in agriculture can strengthen relationships. By improving their un-
derstanding of the product, you should also stimulate demand and, thus, also 
increase sales. 

Agricultural Extension Officers of Vennar Organic Fertiliser PVT, India
A composting company in Mysore employs 15 Extension Officers who 
frequently visit farmers in villages and offer advice on the use of compost 
as a fertiliser and soil amendment. They answer farmers’ questions who, 
in turn, appreciate talking to skilled agricultural engineers. During their vis-
its, the Extension Officers collect information on the needs and concerns 
of the farmers and report these back to the management. They also take 
orders for compost.

Eawag/Sandec, 2003
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Delivering compost and collecting vegetables in Bangladesh
The main customer segment of Waste Concern is rural farmers. Thanks 
to their long-term experience with the needs and habits of rural farm-
ers in Bangladesh, and the fact that farmers lack means of transport to 
get their produce to the urban markets, Waste Concern has developed 
a new service concept. The innovative service concept uses the trucks 
delivering the compost for transporting organic vegetables back to the 
urban markets.
The system has two advantages: Firstly, compost can be sold at lower pric-
es since the truck does not return empty. Secondly, farmers achieve higher 
prices for produce and market as several middlemen are eliminated.

7.3  Establishing alliances with composting associations 

Composting associations all over the world provide information, link compost 
producers and represent them. They are sometimes involved in lobbying to 
establish national standards, fairer subsidies on agricultural material inputs or 
to facilitate cross-subsidies from landfill savings. They also enable compost 
producers to exchange experience, and can be hubs of information on com-
posting techniques, markets and research.
Compost Associations can also liaise with related professional organisations, 
for example, agricultural or organic associations. This can help improve relations 
and understanding between industries. Table 7.2 provides an overview of se-
lected composting associations and their scope of activities.
Aside from these compost associations, many countries also have recycling 
associations and solid waste management associations. Links with agricultur-
al associations and farmers’ associations could also prove useful.
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Compost Associations Worldwide

Composting  
Council of Canada

The Composting Council of Canada is a national, non-profit, 
member-driven organisation with a charter to advocate and 
advance composting and compost usage. It serves as the 
central resource and network for the composting industry 
in Canada and, through its members, contributes to the 
environmental sustainability of the communities in which 
they operate.
www.compost.org

European Com-
post Network 
– ECN

This Network is a collaboration of partners, promoting 
sustainable practices in composting, anaerobic digestion 
and other treatment procedures for organic residues across 
Europe. It aims to address the needs of both practical opera-
tors and decision-makers. 
www.compostnetwork.info

German Compost 
Quality Assurance  
Organisation 
(BGK)

The Compost Quality Assurance Organisation (BGK) is inde-
pendent and neutral. It is concerned only with Quality Assur-
ance and awards an officially acknowledged quality label.
www.bgkev.de

Kompostforum 
Switzerland

This Forum focuses on small-scale composting initiatives in 
Switzerland. The Forum provides information, training and 
advice to households, neighbourhoods and municipalities as 
regards motivation of households, compost production and 
marketing. Thanks to their initiative, almost every municipal-
ity has its own compost advisors overseeing hundreds of 
neighbourhood composting schemes. 
www.kompost.ch

The Composting 
Association, UK

This Association is promoting the sustainable management 
of biodegradable resources. It offers various news services 
and information on training and quality to its members.
www.compost.org.uk

United States 
Composting 
Council

The U.S. Composting Council is a trade and professional 
organisation promoting compost. They recently developed 
compost analysis methods and compost quality standards. 
The Composting Council also runs conferences for compost 
professionals. 
www.compostingcouncil.org

VKS Switzerland This Swiss Compost Association comprises 42 medium and 
large-scale composting sites in Switzerland. The association 
provides training to members, intensive exchange of experi-
ence and quality control. VKS also cooperates with authori-
ties on agricultural, environmental and local matters.
www.vks-asic.ch

Table 7.2: Contacts of compost associations worldwide
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8  Final words

Applying marketing techniques to your compost business, whether established 
or just starting out, will take time and commitment. Experience indicates that 
effort and expense on marketing can often take two or more years to pay off.

Common marketing pitfalls
The following table describes some of the common pitfalls encountered by 
businesses during marketing efforts.

Marketing pitfalls

Product Promise only product features you can actually offer, and design 
your product around your market, not only a convenient produc-
tion processes. Remember: A satisfied customer will only tell 
one person about a product, but an unsatisfied customer will  
tell ten!

Price You may try to enter a market with a low-price compost product 
to win customers from your competitors. However, beware: A 
low price is often associated with low quality and could damage 
your reputation. Furthermore, it could be difficult to raise your 
price at a later date to cover production costs.

Markets and 
distribution

When first selling compost, concentrate on easily accessible 
markets. Calculate the exact costs and benefits of your distribu-
tion options. It is generally cheaper to hand over compost  
distribution to an expert than to run your own transport fleet.

Competition Learn from your competition and, if you cannot easily compete, 
identify new markets. Also consider collaborating, for example, in 
distribution and promotional activities.

Promotion The desire for effective promotion entails the risk of over
spending. Choose appropriate promotion activities and concen-
trate on those that target your specific market segments.
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Final comments
We asked a number of composting experts and entrepreneurs from around 
the world to offer one piece of advice to a new compost initiative looking to 
identify customers and promote their product. The answers clearly focus on 
two key aspects: Quality and Communication. The following quotes summa-
rise much of what this book has presented. We hope they will motivate and 
encourage you as your composting initiatives develop and grow.

On quality…
‘Quality is the key! Quality is determined by clean input materials and staff dedicated 

to their work and educated to run the plant properly.’ (Germany)

‘Do not promote compost only as an organic fertiliser centred on the nutrient content: 

promote its soil-conditioning properties.’ (Philippines)

‘Monitor the product quality to ensure it remains consistent, and ensure that you can 

always meet supply.’ (Bangladesh)

On communication …
‘Demonstrate the short and long-term effects of your product.’ (Philippines)

‘Meet farmers whenever possible. Learn and improve from their feedback.’ (Pakistan)

‘Establish networks with large vegetable farms, organic farmer associations and 

producers of organic fertilisers.’ (Philippines)

If you remember nothing else from this handbook, remember the golden rule 
of marketing: 

Always satisfy your customers!
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9  Annexes

Annex 1  Compost quality standards

Comparison of selected heavy metal maximum safe levels in Europe and the 
USA (in mg/kg DS). The table also provides the references to these quality 
standards.

Country Quality Standard Cd Cu Ni Pb Zn

Austria Biowaste Ordinance  
Class A

1 150 60 120 500

Denmark Agricultural Ministry 0.4 1000 30 120 4000

Germany Biowaste Ordinance  
Type II

1.5 100 50 150 400

Switzerland Federal Ordinance OHW 1 100 30 120 400

The  
Netherlands

Class  
“Standard Compost”

1 60 20 100 200

UK TCA Quality Label 1.5 200 50 150 400

USA EPA CRF40/503  
Sludge Rule

39 1500 420 300 2800

Further regulations address hygienic requirements (e. g. minimum tempera-
tures during composting process) or organic pollutants, such as pesticides, 
polychlorinated biphenyls (PCB) and polycyclic aromatic hydrocarbons (PAH).

Table adapted from Fuchs et al. (2004)
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This table compares compost quality standards for agricultural use of compost 
in Switzerland, India and Great Britain.

Criteria Switzerland
Association of 

Swiss Composting 
Plants (ASCP)

India
Indian Institute for 

Soil Science  
(04 Task Force)

Great Britain
PAS 100 (BSI)  

and  
Apex Standard*

Indicators for Maturity/Stability

pH < 8.2 6.5–7.5 7.5–8.5*

Organic matter < 50 % > 16 % Corg 30–40 %

NO3-N/NH4-N ratio > 2 --- -

C/N ratio > 21:1 20:1 15:1–20:1*

Dry weight > 50 % 75–85 % 65–55 %

Decomposition feedstock unrecog-
nisable, except for 

wood

dark brown
no odour

---

Plant compatibility planting tests (cress, 
salad, beans, ...)

- - - 20 % below 
control

Respiratory test --- < 15 mg CO2-C per 
100 g TOC/day

< 16 mg CO2/g 
organic  

matter/day

Indicators for Nutrients

Phosphorus (P2O5) > 0.7 % 0.5–0.8 % 25–40 mg/l*

Potassium (K2O) --- 1–2 % 0.5–0.7 %*

Total nitrogen > 1 % DS** > 0.8 % DS 0.7–1.0 %

NO3-N > 40 mg/kg WS --- 15–120 mg/l*

NH4-N > 300 mg/kg WS --- 1–5 mg/l*

Indicators for Pollution

Impurities < 1 %, no visible 
plastic, glass or 

metal

< 1 % inert  
material and  

foreign matter

< 0.5 % of total 
air-dried sample 

by mass

Cadmium (mg/kg DS) 1 5 1.5

Chromium (mg/kg DS) 100 50 100

Copper (mg/kg DS) 100 300 200

Lead (mg/kg DS) 120 300 200

Nickel (mg/kg DS) 30 50 50

Mercury (mg/kg DS) 1 2.5 1

Zinc (mg/kg DS) 400 500 400

* Apex is a voluntary standard launched by UK’s three largest waste management firms.
** DS = dry solids
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Annex 3  Examples of market segment profiles

Customer Group: Wealthy Households

Geographic location Urban and peri-urban areas with green spaces and gar-
dens.

Attitudes and 
perceptions

Compost is known but not used by the households them-
selves. Often they employ a gardener to look after the 
plants. Therefore, it may be helpful to target the gardener 
instead of the household.

Uses Compost is used as top dressing on flowerbeds, potting 
material or long-term fertiliser for lawns.

Quantity Compost is required in rather small quantities and most 
probably on a seasonal basis.

Quality Plants and seedlings require well-matured and finely 
sieved compost.

Ability to pay This customer segment usually has a high income and can 
afford alternative fertilisers and soil substitutes.

Willingness to pay Willingness to pay is dependent on the level of awareness 
and knowledge on how to use compost. If the garden has 
a prestigious function, the owner will be more willing to 
pay for its appearance.

Purchasing 
behaviour

Seasonal fluctuations in purchase are generally expected.

Competing 
products

Peat and artificial fertilisers.

Estimated potential X numbers of households with gardens have been identi-
fied in the city. The annual demand per household is esti-
mated at Y tonnes for fine, mature compost. (Multiply the X 
value with the average of all Y values).
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Customer Group: Banana Plantations

Geographic location Peri-urban and rural areas with good transport connections 
to airports.

Attitudes and 
perceptions

Compost is known but the benefits are questioned. 
Therefore, free samples or a demonstration plot should be 
considered.

Uses Compost is used as soil amendment and long-term fer-
tiliser in addition to artificial fertilisers.

Quantity Compost is needed in bulk and in seasonal patterns.

Quality Depending on its target application (young plants, prepara-
tion of new fields), the compost can have various grades 
of maturity. In general, the compost should be mature, as 
damage to any plant must be avoided.

Ability to pay This customer grows a cash crop and is able to pay for 
fertiliser and compost.

Willingness to pay Willingness to pay depends on visible benefits from com-
post. The positive long-term effects on soil and a reduced 
demand for artificial fertilisers may be decisive.

Purchasing 
behaviour

Seasonal fluctuations in purchase are generally expected.

Competing 
products

Artificial fertilisers and cow dung.

Estimated potential X hectares of land are used for banana plantations. The 
recommended annual application rate is estimated at Y 
tonnes of compost. Data is based on local business sta-
tistics, agricultural surveys on fertiliser demand and own 
observations. (Multiply the X value with the average of all 
Y values).
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Customer Group:

Geographic location

Attitudes and 
perceptions

Uses

Quantity

Quality

Ability to pay

Willingness to pay

Purchasing 
behaviour

Competing 
products

Estimated potential
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Annex 4  Marketing questionnaires

It is impossible to provide a comprehensive market assessment question-
naire, as compost markets vary according to climate, culture, economic activi-
ties, skills, and, naturally, customer segments. 
This Annex contains two examples of questionnaires developed during field 
tests in Nepal and the Palestinian Territories. The teams developed several tai-
lor-made questionnaires for different market segments. 
Palestinian Wastewater Engineers Group (PWEG) devised a questionnaire 
addressing farmers. Responses from this acted as guide to face-to-face in-
terviews. Environment and Public Health Organization (ENPHO) developed 
another more detailed questionnaire for nurseries in Nepal. These question-
naires should not be used as blueprints but as guidance for developing your 
own questionnaire. 

A. Questionnaire for Farmers (PWEG)
General Information: Name, Profession, Date, Location, Area of cultivated 
land

What do you know about compost?
Are you using compost in agriculture? If yes, how often?
What is the price of compost?
Who is your compost supplier?
Do you face any problems with the use of compost? If yes, please  

	 explain?
If you don’t use compost, could you please explain why?
What types of fertilisers are you using? (Chemical fertilisers, manure, 	

	 compost?)
What are the costs of the fertilisers used?
What is the best fertiliser to apply?
How much of which fertiliser do you need per year?
Have you ever produced compost? If yes, how?
What raw materials do you use in composting?
What plants do you cultivate?
Do you think the local market needs compost?
Additional comments

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

14.

15.
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B. Questionnaire for Nurseries in Nepal (ENPHO)
Do you use compost?
If yes, where do you buy compost?
What are your expectations and perceptions of compost?
What is compost for you? (Recycled waste, dirty waste product, a  

	 nutrient resource, a fertiliser like manure?)
What do people think in general about compost from your point of view?
How much land, how many plants do you own?
What do you grow? Do you practice organic farming?
What do you want/need from compost? Why do you want compost?
How will you use compost?
How long have you been using compost?
What is your total organic matter application per year?
How much of each type of organic matter is applied?
How much chemical fertiliser do you apply?
How much compost do you use and how often?
How much compost do you need?
Are you able to afford as much compost as you need?
Does your demand vary over the year? Has your demand changed over 

	 the years?
What quality do you require and why?
At what price are you buying compost?
How easily are you able to pay the present price?
If easily payable: Are you willing to pay the present price?
What would be the best price?
What terms of payment do you prefer?
Are there seasonal bottlenecks for compost? If yes, when?
Do you have means of transport for compost?
How can you access compost?
Would you buy from a middleman?
How did you get to know about compost?

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.
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Annex 5  Map of Kathmandu’s compost market

This map indicates the location of the compost customers in the Kathmandu 
Metropolitan City. The composting plant is marked by a red star and the cus-
tomers are depicted by coloured rings:

Blue: households
Green: nurseries and seed companies
Red: retailers
Light blue: hotels
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Unlocking the value in compost

The many benefits of compost to agriculture, the environment and society are 
often poorly understood and little appreciated.  As a result, compost producers 
around the world face great difficulties selling their high-quality products. Some 
initiatives are forced to close, as their premises become choked with mountains 
of compost they cannot even give away.

This book is designed to help compost producers in low and middle-income 
countries run viable initiatives by unlocking the financial value of their product. It 
draws on techniques usually applied to popular consumer products such as cars 
and televisions, and adapts them to compost. The marketing approach is present-
ed step-by-step, including sections on how to
•	 understand the business environment
•	 identify and quantify your market
•	 ensure your product and production meet customer needs
•	 price your product appropriately
•	 locate your business optimally, and
•	 promote and brand your product.

The book includes practical advice, templates and inspiring examples of how 
marketing techniques have been used in composting initiatives around the world.

Jonathan Rouse
Silke Rothenberger

Chris Zurbrügg
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