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Key figures (as of end June 2020)

Å 265 water kiosks in operation in 4 countries: Cambodia, Madagascar, 

Myanmar, Vietnam

Å 800,000+ end-consumers, including 300,000 children receiving free 

safe drinking water at school

Å 800 sustainable jobs created in the field

A grade of excellence for our Cambodian project: 17/20

In March 2020, we received the external evaluation report of the Cambodian ñCamp 

IVò project, a 4-year deployment phase aiming to achieve country-level impact and 

financial sustainability on operations. The 2016-2019 project was implemented 

successfully, and this got translated in the excellence grade of 17/20. 

The consulting firm Sevea notably acknowledged that ñthe project finds its 

legitimacy in the needs and expectations of the rural populationò, while our local 

partner, Teuk Saat, ñsuccessfully managed to achieve all its targets [and] can 

ensure the conditions to self-support sites, platforms and the sustainability of the 

whole model.ò

First sites opened in Myanmar
1001fontaines started operating in Myanmar in January 2019, with the launch of a 2-

year pilot phase. After several months of building the capacities of the local teams, 

mobilizing communities and preparing the building, our very first water kiosk in the 

country opened its doors in November 2019. The second followed in January 2020. 

Both have received great enthusiasm from the local population, and the sales 

results over the first months of operation are very promising.

We are proud to have to date 1,200 beneficiaries, with our water kiosks selling an 

average of 45 jugs every day. 

A high operational resilience to the COVID-19 pandemic
Thanks to the dedication of our teams, 1001fontaines has maintained 

operational continuity in the 4 countries, and no water kiosk has had to  face 

a shutdown to date. This decentralized model has proven very resilient to such 

crisis, with entrepreneurs able to purify, bottle and deliver safe water with 

precautionary hygienic measures, but overall low required changes in their 

daily routine.

We remain vigilant about the middle and long-term consequences and are 

getting ready for the ñnew normalò, with higher leverage of our last-mile 

distribution network for awareness, and adaptation of our operational and 

monitoring processes to ensure safety of teams, entrepreneurs and 

beneficiaries. 

HIGHLIGHTS
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UPDATES ON THE 
COVID-19 
SITUATION
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ENSURING OPERATIONAL CONTINUITY
With the pandemic spreading in our 4 countries of operation, we implemented a two-fold strategy to

ensure the best response to the crisis at our level.

The following measures have been introduced:

ÅAll employees in our 4 countries have been made aware of and trained to

preventive measures;

ÅOur 250 purification plants, which already meet the quality and hygiene

standards essential for the supply of drinking water at WHO standards,

are subject to enhanced support: quality controls, letters of information,

distribution of 12,000 masks and 8,500 soaps, 24/7 hotlineé;

ÅOur water quality laboratories have started producing hydroalcoholic

solutions, ensuring the supply of 1,750 bottles;

ÅThe required consumables and spare parts have been ordered in larger

quantity and supplied to the kiosks to maintain their stock in case of

lockdown or supply chain disruption;

ÅThe procedures for home-delivery and client engagement have been

updated to ensure social distancing and hand-washing facilities.

Thanks to these actions, all our water kiosks have been able to continue

delivering safe drinking water to vulnerable communities, despite partial

lockdown in Madagascar and travel restrictions in Myanmar.

1/ Ensuring the safety of our employees, the entrepreneurs, and our consumers
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New operational methodologies to 
ensure social distancing



ENSURING OPERATIONAL CONTINUITY
With the pandemic spreading in our 4 countries of operation, we implemented a two-fold strategy to

ensure the best response to the crisis at our level.

Overall, the water kiosks have proven being excellent vectors and relays to 

disseminate prevention fast and ensure steady supply of healthy water, showing a 

high operational resilience to the crisis.
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In Cambodia, we partnered with UNICEF to spread information about the virus, its

effects and the precautionary measures to rural communities. Within 2 months, our

water entrepreneurs were able to share 10,000 posters and 260,000 leaflets, thus

reaching 500,000+ people, while the central teams sent push-SMS on hygiene

practices to over 60,000 people.

In Madagascar, our teams designed a water dispensing system limiting hand

contacts and thus the risk of contamination. This system is now being shared with

public authorities, schools, and available at our water kiosks.

2/ Leveraging our last-mile distribution network to reach out to remote communities 

Example of awareness leaflet provided by UNICEF



ANTICIPATING THE NEW NORMAL
Though we have been able to sustain the operations in the past months, this crisis has revealed

opportunities to adapt our model and better leverage it for the vulnerable communities.

The first and most obvious point is

that we will need to place a stronger

focus on awareness raising, where

we were acting more on ñsocial

marketingòto make our product

valued and attractive.

We believe it is part of our mission to

further highlight the importance of

WASH for health in the post

COVID-19 context, to ensure the

good hygiene practices are

implemented locally. This would

enhance the future resilience of

communities to such pandemics.
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The restrictions on travel and physical

meetings have also stressed the

need to further leverage digital in

our operation and monitoring

processes. We should be able to

provide continual support to our

entrepreneurs without an on-site

presence.

This could include remote monitoring

of the water production and quality

thanks to connected sensors, mobile

apps for sales and expensesô

recording at entrepreneursôlevel,

digital training courses for continuous

coaching,é

Still looking at expanding our impact

for the end-consumers, we see a

scope to diversify the products we

deliver to the rural populations.

Though we performed it for free

during the COVID-19 pandemic, we

saw the capacity of our entrepreneurs

to distribute soaps to their clients,

without any specific operational

difficulties.

This encourages us to explore the

relevant options to widen the

portfolio of products, keeping the

objective of improving health and

hygiene.
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COUNTRY-BASED 
REPORTS
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