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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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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.
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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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www.compost.me.uk/html/faqs.html 
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Frömelt, A. 2007. Marketing Compost in Nepal. Field Testing of Sandec’s Compost 
Marketing Handbook (in collaboration with ENPHO, Nepal). www.sandec.ch

Fuchs, J.G., Bieri, M., Chardonnens, M. 2004. Auswirkungen von Komposten und 
Gärgut auf die Umwelt, die Bodenfruchtbarkeit sowie die Pflanzengesundheit.  
FiBL, FiBL-Report, 2004, 171 pages, Bestellnr. 1336, ISBN 978-3-906081-52-6 or 
pdf download at www.fibl.org.  
–	 Compilation of current literature on compost effects on environment (german, 
english and french).

Gartner Inc. (without date). Market Research Primer. Minnesota, United States. 
–	 An excellent and concise resource explaining the basic terms and principles of 
marketing. Not focused on compost. Available online:  
http://www.gartner.com/1_researchanalysis/gpr/custom_research_primer_.pdf

Grüschow, 2006. Interview with the CEO of Grüschow Entsorgung und Umwelt-
technik GmbH, Germany.

Hart, D. and Pluimers, J. 1996. Wasted Agriculture, the Use of Compost in Urban 
Agriculture. Composting of organic household waste.  
UWEP Working Document 1. WASTE, April 1996. 
–	 This report considers the use of organic waste compost in urban agriculture. It 
describes the perceptions among users and potential users relevant to marketing, 
and some of the barriers to its uptake, including subsidies on chemical fertilisers. It 
identifies the need for raising awareness and providing knowledge to potential  
users to stimulate demand.

Hofny-Collins, A.H. 2006. The potential for using composted municipal waste in 
agriculture: The case of Accra, Ghana. Doctoral thesis. Swedish University of  
Agricultural Sciences, Uppsala. 

Hogg, D.; Barth, J.; Favoino, E.; Centemero, M.; Caimi, V.; Amlinger, F.; Devliegher, 
W.; Brinton, W. and Antler, S. 2002. Comparison of Compost Standards Within the 
EU, North America and Australasia. Main Report of the Waste and Resources  
Action Programme (WRAP), Oxford, UK.  
–	 This report goes into considerable detail about compost standards, certification, 
legislation, and voluntary quality assurance systems. It also considers marketing, 
underlining the need to consider prevailing legislation, and the importance of  
demystifying the product to encourage widespread use. 

International Finance Corporation. SME Toolkit: Build Your Business.  
www.smetoolkit.org/ (September 2006). 
–	 An online resource run by the World Bank Group providing small and medium  
enterprises with business planning and marketing resources online.
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Kotler, P., Armstrong, G. 2006. Principles of Marketing (11th edition), Northwestern 
University, University of Carolina, USA. 
–	 A detailed, step-by-step guide to marketing. Contains many case studies,  
examples and simple illustrations of principles. It covers the basics of market  
research and more (450+ pages).

Ministry of Environment and Forests of India, 2000. The Municipal Solid Wastes 
(Management and Handling) Rules, 2000. India.

Peters, K. 1998. Community-based waste management for environmental manage-
ment and income generation in low-income areas: A case study of Nairobi, Kenya. In 
association with Mazingira Institute, Nairobi, Kenya. City Farmer, Canada’s Office of 
Urban Agriculture. 
–	 A useful case study from Kenya, mainly focusing on the process of involving 
communities. It emphasises the importance of developing marketing and business 
skills, and of carefully locating compost projects according to the market.

Richardson, C. 2002. Marketing and urban solid waste composting. An  
investigation into the role of marketing in urban solid waste composting in the  
Indian context. MSc Thesis, Oxford Brookes University, UK. 
–	 This thesis is based around a series of in-depth marketing case studies of  
compost producers in India. Richardson describes those areas where principles 
have been applied (if only by common sense), and highlights the general need for 
marketing principles to be more widely understood and applied to compost  
production in India. 

Rothenberger, S., Zurbrügg, C., Enayetullah, I., Sinha, M. 2006.  
Decentralised Composting for Cities of Low and Middle-income Countries.  
A User’s Manual. Sandec, Switzerland, Waste Concern, Bangladesh. 
–	 This manual provides step-by-step guidelines on how to initiate a decentralised 
composting project in a developing country. It is written for communities and  
practitioners alike, including local authorities, private sector and NGO operators. 
The manual is based around a series of tasks. Tasks 1 and 8 are concerned with 
marketing compost. Available online: www.sandec.ch or www.wasteconcern.org

Rouse, J.R. 2002. Promoting compost as a business of the urban poor. Fieldwork 
note from Sri Lanka. Unpublished. WEDC, UK. 

Rytz, I. 2001. Assessment of a decentralized composting scheme in Dhaka, Bangla-
desh – Technical, operational, organizational and financial aspects. Dübendorf.  
Available online: www.sandec.ch
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Tyler, R.W. 1996. Winning the organics game. The compost marketer’s handbook. 
ISBN 0-9615027-2-X. 
–	 Although mainly focused on compost markets in America, this book describes 
the principles of marketing and introduces many market sectors also relevant for 
developing countries.

Ul Haq, A. 2006. Marketing strategy questionnaire, completed for Sandec.  
Unpublished.

WHO, 2008. Evaluating Household Energy and Health Interventions: A Catalogue of 
Methods. World Health Organisation, Geneva, Switzerland.

Zachary, J. and Shiralipour, A. 1994. Santa Barbara Co Preliminary Compost  
Market Assessment. Prepared by the Community Environmental Council,  
Inc. Gildea Resource Center. United States. 
–	 This clear report outlines the preliminary compost market assessment under
taken in Santa Barbara. It describes a process of planning a market assessment,  
including selecting user groups, and devising a questionnaire. It then describes the 
results of the assessment in about a dozen different subsectors, discussing  
for each: current use of organic material, potential compost demand, product  
specifications, potential barriers to use, and willingness to pay.

General literature on composting
The following literature provides further details on compost production, opera-
tion and management.

–	 Alter Ego, CREPA, IAGU, Sandec 1996. Valorisation des déchets organiques 
dans les quartiers populaires des villes africaines. SKAT, Switzerland.

–	 Diaz, L. et al. 1993. Composting and recycling municipal solid waste.  
ISBN 0-87371-563-2.

–	 Diaz, L. et al. 2007. Compost Science and Technology. (Waste Management), 
Elsevier Science, ISBN 0-08043-960-8.

–	 Sandec’s decomp database: http://sandec.instanthost.ch/

–	 Tamargo, J.L., Bremauntz, A.F., Macht, A. 2006. Manual de compostaje  
municipal. Tratamiento de residuos sólidos urbanos. Semarnat, Mexico. GTZ,  
Germany.
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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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