Strengthening relationships between
businesses and their customers may help

WASH-focused social enterprises achieve
their business and social change goals.

Leveraging business relationships and discussion networks to
promote WASH products and services at community level

Kumoiji, EK1, Cassaniti, J1., Ohkubo, S1., Kaufman, S. and Rariewa, F1. (2024). Characteristics, information needs, and discussion patterns among customers of WASH-focused social enterprises: An
influence mapping and network analysis study. 1Johns Hopkins University Center for Communication Programs, Baltimore, Maryland.
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