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intRoduCtion

There has been much progress in promoting base of the Pyramid (boP) business 
and a growing number of ventures and initiatives have come forward that reflect the 
different phases of the business value chain. in the past decade, work on inclusive 
business development has increased significantly and organizations working today on 
innovative models range from multinational corporations, co-operatives, small and 
medium-sized enterprises, governments, public institutions and international organi-
zations, and even not-for-profit organizations that use business principles—or social 
business approaches—to achieve their mission.

However, even with this increase of practitioners and projects being implemented, there 
is still a shortage of case studies documenting boP projects that have had a positive 
impact achieving financial results and enabling more inclusive and sustainable markets, 
while also empowering local communities. Thus, there is a need to identify and docu-
ment successful cases in order to inspire the growing community of practitioners and 
make sure successful projects get replicated and maximize potential impact. 

The boP Global Network, as a platform of action formed by a vibrant community of 
academics and practitioners in more than 18 countries, engages in knowledge creation 
and dissemination about creating sustainable businesses at the base of the economic 
pyramid. A key component of the Network’s main objective is to promote knowledge 
transfer that inspires action and enhances impact.  With this core mission in mind, 
we are pleased to present this report: “raising the base of the Pyramid Through enter-
prise - innovative Case Studies of boP ventures and initiatives”. 

The report describes a series of sixteen (16) case studies implemented by the boP 
Global Network learning labs (also known as innovation Centers) from around the 
world.  The case studies have been organized around five specific areas of focus and 
action:

I - Enhancing Product Design
II - Value Chain Business Models
III - Employment Generation
IV - Improving Distribution Channels for the BoP
V - Generating Access to Basic Needs (Energy, Health, Housing, Insurance)

We look forward to your comments and hope this report helps to inspire and promote 
change towards achieving the more sustainable and inclusive society we all want.  To-
gether, it is possible. eSW and the boP Global Network are committed to the success 
of our collective vision to make the world a better place for all.

Sincerely,

 

Stuart Hart
President, enterprise for a Sustainable World
Founder, The boP Global Network

EMPLOYMENT
GENErATiON

Projeto Coletivo, Brazil
Fundação Geutlio Vargas (Brazil) 

Grupo Vanguardia, Honduras
iNCAE (Costa rica)

Partnership for inclusive employment in  
Industrial Areas, Tunisia (GlobalCAD, Spain)

PrODUCT DESiGN 

Ubora wa Dawa, Kenya 
(Bopinc, The Netherlands)

Weconomy Start, Sri Lanka and india
(Aalto Global impact, Finland)

ACCESS TO BASiC riGhTS 

SolarKiosk GmbH, Ethiopia and 
Kenya
Endeva (Germany)

WorldHaus, india 
(Emergent institute, india)

Tsinghua Solar, China
Tsinghua University (China)

Insurance for Jua Kali, Kenya 
GiBS inclusive Markets Programme 
(South Africa)

VALUE ChAiN 

Construyá, Colombia
EAFiT (Colombia) 

Mass cultivation of mung bean in rural 
areas and salinity area, Bangladesh
Nomura research institute (Japan)

DiSTriBUTiON

Sekulula Spaza Express, South Africa
reciprocity (South Africa)

Hapinoy Botika, The Philippines
Asian Social Enterprise incubator inc (The 
Philippines)

The Bumpy Road to the BoP, Ghana
inclusive Business Sweden (Sweden)

Mobility solutions for farmers, Mozambique
Danish BOP Learning Lab (Denmark)
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enhanCing PRoduCt design
Process of creating a new product or adapting a  
current product for customers in low-income  
communities. This process relies upon the efficient 
and effective generation and development of new 
ideas that lead to new products considering the 
needs and contributions of low-income communities 
in a co-creative and innovative way.

Kenya: Ubora wa Dawa 
BoP innovation Center
 (The Netherlands)

Sri Lanka and india: Weconomy Start 
Aalto Global impact, Aalto University 
(Finland)
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uBoRa wa dawa. 
test system foR quality  
of mediCine
BoP innoVation CenteR, 
the netheRlands.

Country | region of implementation
Kenya. Africa
 
Year of implementation
2011 – 2013

Partners engaged
DSM, EPN, iCCO Cooperation, BoPinc, 
Dutch Ministry of  Foreign Affairs

oBjeCtiVes 

dSM, ePN and iCCO Cooperation, a dutch - Kenyan consortium called Ubora wa 
dawa (‘quality of medicine’ in Swahili) initiated the development of an innovative 
medical test kit to improve the quality of medicine for the African market. The pro-
position was a commercial test system to detect low levels of active pharmaceutical 
ingredients (APis) in antibiotic and antimalarial medicines. The value proposition was 
a reliable, simple to use, fairly priced and using small-sized equipment. The target 
group would be local staff in the health sector: drugstores, pharmacies, and health 
centers. The intended impact was to reassure those in the test market that they are 
receiving effective medicine and to foster increased trust in the local health system. 

desCRiPtion

dSM (www.dsm.com) is a dutch multinational company that produces antibiotics for 
a business-to-business (b2b) market. They also have a successful longstanding pro-
duct, the delvotest®. Famers use the delvotest to check the antibiotic levels in milk, 
as the presence of antibiotics is detrimental to public health and the dairy business. 
Through a partnership with iCCO Cooperation, a dutch international development 
agency (www.icco-international.com), and its Southern partner, the ecumenical 
Pharmaceutical Network (www.epnetwork.org) or ePN, dSM identified the scope to 
develop a test system to check the APi level in human medicines. This would be based 
on the adaptation of delvotest technology.

The purpose for the test system is the high levels of substandard medicine in the market 
in developing countries. Although access to safe medicine is important to every human 
being, low-income groups are most vulnerable to the risks of consuming poor quality pro-
ducts. Additionally, the use of substandard drugs increases bacterial resistance to antibio-
tics, jeopardizing the pharmaceutical sector worldwide.

by the end of 2010, the civic-private partnership among dSM, iCCO, and ePN received 
support from the boP innovation Center and the dutch Ministry of Foreign Affairs for 
further technical development, exploring the market potential and initiating the market 
launch in Kenya and a second African country. The challenge was to develop a new pro-
duct, for a new market, through a new business model.

in early 2013, the consortium decided to phase out any further development of the test sys-
tem. This was mainly due to a combination of two factors: the inability to produce a pro-
totype in accordance with the value proposition and the conclusion that the current health 
and pharmaceutical ecosystem was not supportive of a purely market-based product. 

lessons leaRned

Adaptation of the new application of the delvotest® technology took place in the Ne-
therlands. The proof of principle was lab-tested in Kenya with local medical research 
and medical supply agencies to determine whether the proof of concept, which was 
developed under high-tech conditions, would stand the reality test in Kenya. Following 
two rounds of testing, test-volunteers found the Uwd principle relatively simple. One 
lesson learned through the testing process was that the project could have benefitted 
from local expertise much earlier. insights on average skill level and equipment use 
on the local level, which are essential for the design of the procedure to follow, can 
then be taken into account in the early stages of product development. The consor-Ph
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tium could not solve a dilemma, which appeared inherent to the principle: achieving 
simplicity would imply more equipment and less equipment would mean more com-
plexity. This implied a suitcase rather than a small box and two days of training instead 
of a simple system. As such, the parameters of the value proposition could not be met. 

From the beginning, the consortium was aware that the Uwd test system as an initial 
screening device should be part of any national quality system on medicines. incen-
tives to actually check medicines and a proper referral system are required. in the 
context of developing countries, such systems, including a recall system (pharmaco-
vigilence by state agencies), are relatively weak. it was anticipated that an innovative 
product like the Uwd test system could offer an incentive for committed actors in the 
health sector, and as such contribute to the development of a national quality system. 
in the course of market investigations and understanding other devices and systems, 
it was learned that all related products are subsidized by donors and that if a subsi-
dized test system were made available, its utilization would require incentive efforts. 
For a commercial product to stand a chance in the market, even more societal com-
mitment would be required, which the consortium was not in a position to influence.

uPsCale and RePliCation

For replication of the Uwd initiative, it is important to consider that adaptation of an 
existing technology requires attention for adaptability of the technical specifics, as well 
as the procedure of application (the user requirements).

in addition, it is important to pay adequate attention to the ecosystem and identify 
stakeholders who need to be taken on board for matters that are outside the sphere of 
influence of the project, but part of the sphere of interest. even if this is outside the 
scope of the project, it is important to know who can be allies on these other aspects.  
As the consortium decided to phase out the initiative, there are no considerations  
for upscaling.

Results aChieVed

due to the phasing out of the innovation project, the results achieved are less related 
to the value proposition as such, and more process- and context-related. As a result 
of this project, dSM gained deeper insight into the African pharmaceutical market, 
which had previously been a rather unknown area for them. ePN gained better insight 
into the levels of concern of the various actors in the pharmaceutical sector — from 
medicine producer to distributor to medicine provider — and value chain supporters 
(e.g., civil society agencies) and influencers, especially government agencies. These 
key insights have proven extremely valuable and will enable dSM to devise other acti-
vities for the co-development of mechanisms to improve the impact medicine has in 
the quality of life of communities.

NEThErLANDS 
BoP innovation Center - http://www.BoPinc.org 
P.O. Box 19219 -3501 DE Utrecht
Contact: Myrtille Danse
danse@BoPinc.org 

LAB PrOFiLE: 
The BoP innovation Center (BoP inc.) is an indepen-
dent foundation using a multi-stakeholder approach 
to facilitate sustainable innovations in Base of the 
Pyramid (BoP) markets. These market-based inno-
vations aim to co-create a positive impact on the 
wellbeing of low-income people. We firmly believe 
that creating market-based sustainable innovations 
for the BoP can create a win-win-win situation for all 
organizations and the people at the BoP.

LEADEr BiO: 
Myrtille Danse is the Executive Director of the BoP 
innovation Center. She has over 15 years of working 
experience on sustainable chain development and 
inclusive business strategies of the local private 
sector in transition and developing economies. This 
experience was obtained as a project leader of nu-
merous international business development projects 
in Europe, Africa, South East-Asia and Latin America. 
her experience as a private sector advisor, including 
more than 8 years in Central America- policy advisor 
and trade attaché of the Dutch Ministry of Foreign 
Affairs, and advisor on local private sector develop-
ment for an international NGO on development coo-
peration, enables her to mediate between the private 
sector and vital societal actors required to develop 
successful pro-poor market-based innovations.

!
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weConomy staRt 
innoVation 
PRogRam
aalto gloBal imPaCt, 
aalto uniVeRsity. finland 

Country | region of implementation
2013: indore, india and Kalpitiya, Sri Lanka

Year of implementation
2013

Partners engaged 
Aalto University, Finpro, World Vision india 
and World Vision Sri Lanka

oBjeCtiVes 

Weconomy Start is a global innovation program for Finnish companies and low-• 
income communities.

it aims to facilitate interaction and co-creation, which results in new business mo-• 
dels, products and services that create value for low-income communities as well as 
Finnish companies 

it is an NGO-led initiative: it is designed and coordinated by World vision Finland, • 
in collaboration with Aalto University, Finpro (Finnish business consultancy), 
World vision india and World vision Sri lanka.

Weconomy Start promises to:

build bridges and facilitate rights-based collaboration between Finnish companies, • 
low-income communities and other relevant stakeholders.

Offer a practical path for Finnish companies to develop sustainable business at the boP.• 

Foster sustainable solutions to economic, ecological and social problems identified • 
by low-income communities.

each cycle of the innovation program lasts for one year.• 

Companies participating in 2013 are biolan (composting service & dry toilets), Scan-• 
homes (low-cost housing), KSAO (education and sustainable energy technologies) 
and Palmroth Consulting (sustainably hand-made products with community stories).

The second cycle of the program in 2014 will see new participants: new Finnish • 
companies and new indian and Sri lankan communities.

The plan is to expand to other boP markets in 2015. • 

desCRiPtion

in 2013, the program has offered Finnish companies two field trips, eight workshops 
in Finland, optional company-specific business consulting, and suggestions for  
independent work.

Fieldtrips: The first one-week trip gives companies a glimpse of the operating environ-
ment and communities’ needs, aspirations and capabilities. The second, four-week trip 
focuses on co-creation of inclusive business models, products and services. Trips include:

Co-creative meetings and workshops between companies and communities• 

Meetings with indian and Sri lankan experts and authorities• 

identifying viable business concepts and models • 

Workshops: eight workshops and seminars cover such themes as:

Participating communities’ needs, aspirations and capabilities• 

Opportunities and challenges in boP ecosystems• 

Practical exercises of co-creation and business model development • 

identifying viable business concepts and refining them into business plans• 
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As an example, biolan is collaborating with farmers, hotels and other stakeholders in Kal-
pitiya, Sri lanka, to create inclusive business related to composting and organic farming. 

The need: Kalpitiyan people recognize an urgent need to reduce the use of chemical • 
fertilizers, which have severely contaminated the ground water on this narrow pe-
ninsula. Food waste composting could provide much-needed free organic compost. 

Co-creating product modifications: biolan’s compost bins are being piloted at one • 
Kalpitiyan hotel and by a group of Kalpitiyan farmers in order to record modifica-
tions called for by the local climate, culture or price level.

Co-creating a business model: Several business models appear possible. Compost • 
bins could be marketed to hotels, and low-income people could be trained to pro-
duce bedding material. Alternatively, compost bins could be marketed to farmers’ 
associations, so farmers could boost their organic production. 

Co-creating an inclusive business ecosystem: biolan could work with a wider group • 
of local stakeholders to foster organic farming. local hotels, farmers and NGOs 
could collaborate to build up the awareness, supply and demand of organic food.

lessons leaRned

Already during its initial (pilot) one-year cycle, the program has made the process of 
entering boP markets faster for the participating companies.
Company feedback is favorable: the program has fostered companies’ understanding 
of boP contexts, opened doors for companies to cooperate with low-income communi-
ties and also other indian and lankan stakeholders.
When collaboration between companies and local communities is facilitated by a deve-
lopment NGO, it is at times challenging to ensure that local communities understand 
the win-win proposition underlying this program.

uPsCale and RePliCation

designing an innovation program of this kind is a fundamentally co-creative exercise; 
combining the strengths of an NGO, a business consultancy, and academia is time-
consuming and challenging but also rewarding.
Considerable effort is needed to engage local NGO and community partners in the 
early planning and implementation of the program. Though World vision Finland, 
india and Sri lanka have cooperated closely for many years, we have found that 
integration of local offices in indore and Kalpitiya into to the joint process can be 
achieved earlier when repeating the next round of a program. There are small- and 
medium-scale Finnish companies that are very interested in boP markets, but finding 
resources for co-creation with low-income communities is challenging. None of the 
participating companies were able to attend the second field trip for the full four-week 
duration. Thus, we are in process of making some adjustments to both the duration 
and content of the two field trips to ensure maximum participation and relevance to 
the participating companies.

Results aChieVed 

The initial (pilot) cycle of the innovation program is still underway, so it is premature 
to report impacts. 

ConClusions

based on the experiences so far from the ongoing pilot program, one can say that the 
basic structure of the program is already proven to work. There is potential to deve-
lop and scale up inclusive business models on the framework of development work. 
Although final and concrete results are yet to be seen, the experiences from a pilot 
program are providing an excellent platform for repeating the program in india and 
Sri lanka in 2014 and exploring opportunities to expand to new regions in 2015.

FiNLAND 
Aalto Global impact
P.0. Box 21230; Fi-00076 AALTO
http://www.aaltoglobalimpact.org
Contact: Teija Lehtonen -  teija.lehtonen@aalto.fi 

Lab Profile: BoP Service is a project aiming at crea-
ting new business opportunities and reducing pover-
ty through innovative business enterprise together 
with the low-income individuals and communities at 
the Base of the Pyramid. The main objectives of the 
project are a) to create a new user-driven network 
promoting innovative and sustainable business en-
terprise, and b) to develop generic tools for entrepre-
neurial co-innovation. Pilot projects are implemented 
together with the Finnish companies, wider civil 
society and other stakeholders.

Leader Bio: 
Teija Lehtonen, M.Sc. (Econ), works as a Develo-
pment Director of the Aalto University School of 
Economics, and leads a BoP Service Project aiming 
at creating a multi-stakeholder network promoting 
innovative and sustainable business enterprise at the 
Base of the Pyramid (BoP) market. She is a former 
Managing Director of the ramboll Finnconsult, a 
private consultancy firm focusing on development 
cooperation. She has extensive international expe-
rience in business development, leading multicultural 
teams with different technical backgrounds, produc-
tive capacity building, participatory methodology and 
evaluations of development cooperation agencies. 
her long-term missions include South Asia region 
covering Afghanistan, Bangladesh, india, Nepal, 
Pakistan and Sri Lanka; Abkhazia/Georgia; Sierra 
Leone, ivory Coast and Denmark, a total of 10 years. 
Ms. Lehtonen has deep understanding of the inter-
national development policy issues including human 
rights, gender and other cross-cutting themes.

!
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Value Chain  
Business models 
Chain of activities that a firm performs in order to 
deliver a valuable product or service, considering all 
business processes and providing product excellen-
ce, operations excellence, and customer excellence 
in different relevant operations areas, such as re-
search and development, design of products, servi-
ces, or processes, production, marketing and sales, 
distribution or customer service, among others. 

Colombia: Construyá
EAFiT (Colombia)

Bangladesh, Mass cultivation of mung 
beans in rural areas
Nomura research institute (Japan)
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ConstRuyá
eafit. ColomBia

Country | region of implementation: 
Colombia 

Partners engaged:
Loan beneficiaries, Argos´ Commercial 
Network, Argos´ Financial Partners.

oBjeCtiVes 

To offer soft loans to boP consumers who lack access to the banking system and need to 
improve their housing conditions

desCRiPtion

This case describes a financing system created by Argos.  Under this system, loans are 
provided to people who do not otherwise have access to the banking system (mainly 
sections 1, 2 and 3 out of 6 according to the stratification of the population in Colombia, 
which corresponds with the base of the Pyramid). 
Construyá brings together three key stakeholders: loan beneficiaries, Argos’ Commer-
cial Network (Construyá Network, which is made up of 2,000 Sales Points) and Argos’ 
financial partners. 

Primary demand is generated for each one of these parties according to their main activities.  
The loan beneficiaries also have the opportunity to enhance or construct their homes, which 
makes this an inclusive and sustainable initiative.

Argos is responsible for establishing agreements with different financial partners. Argos also 
monitors incoming credit applications and offers a broad network of clients with whom it 
maintains continuous engagement in order to allow the program to work properly.

ConClusions

The main performance indicators for the Construyá program are the amount of funds 
disbursed (USd $2.82 million in 2012) and the number of loan beneficiaries (more than 
1,500 families during 2012).

COLOMBiA
Universidad EAFiT - EAFiT Social
www.eafit.edu.co
Km 3.5 via Don Diego - rionegro, Antioquia, Colombia
Contact: Yaromir Muñoz ymunoz@eafit.edu.co

Lab Profile: EAFiT mission is to contribute to the so-
cial and economic progress of the region by suppor-
ting the research and development of new business 
strategies involving private companies and commu-
nities in economic disadvantage, within the frame 
of the sustainability principles. its areas of interest 
are knowledge generation for the four sectors which 
take part in the Lab: companies, NGOs, government 
members and academics.

Leader Bio: 
Yaromir Munoz is a Ph.D in Administration from Uni-
versity hEC in Montreal, Canada. he has a MBA in 
commercial business and Marketing by instituto de 
Empresa, Madrid, Spain. his areas of interest inclu-
des Marketing, social Marketing, qualitative research 
in Marketing. he has more than 30 years of academic 
experience teaching undergraduate, postgraduate, 
executive education and Ph. D. programs.
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mass CultiVation of mung 
Beans in RuRal aReas and 
aReas of high salinity
yukiguni maitake 
nomuRa ReseaRCh institute. jaPan 

Country | region of implementation 
Bangladesh 

Year of implementation 
2010

Partners engaged.
Grameen Krishi Foundation

oBjeCtiVes 

yukiguni Maitake has implemented a boP agricultural business for growing mung • 
beans in cooperation with Grameen Group.

Addressing both poverty and climate change issues in bangladesh.• 

This business contributes to increasing the income level of bangladesh’s famers • 
(boP) and improving the global supply chain for reducing procurement risk (by 
politics, demographic movement, food security, climate change).

desCRiPtion

yukiguni Maitake is a mid-size food company in Japan. bean sprouts are one of their 
major products. The sprouts are made from mung beans. before starting its own bu-
siness, yukiguni Maitake obtained 95% of its mung beans from China. realizing the 
possible future limitations of importing mung beans from China, yukiguni Maitake 
has embarked on a path to improve its global supply chain and maintain sustainable 
procurement of the mung beans to support sustainable local growth.

in order to solve this issue, yukiguni Maitake has launched Grameen yukiguni Mai-
take (GyM) in cooperation with Grameen Group in bangladesh. GyM has implemen-
ted agricultural business for growing mung beans with microfinance for farmers and 
agricultural advice provided by Grameen Krishi Foundation (agriculture company).
GyM buys mung beans at rates set above market price, and farmers can sell a portion 
of their own harvest locally. This system encourages the farmers’ sense of self-reliance 
and contributes to their economic and social wellbeing.

GyM has also tried to solve the adaptation issue of climate change. The fast expanding 
salt damage by climate change has decreased cultivatable land in bangladesh.  The 
average elevation of bangladesh is low as 9 meters. According to the United Nations 
intergovernmental Panel on Climate Change, approx. 17% of bangladesh will be sub-
merged under water, and crop production will fall approx. 30% compared with current 
levels by 2050. The land affected by salinity in Southern bangladesh are 833,000 ha in 
1973 and 1,056,000 ha in 2009; total salinity has increased 26.7% in roughly 35 years. 
Since 2012, with funding from the Japanese Ministry of economy, Trade and industry 
(MeTi), GyM has developed methods for harvesting crops in areas affected by in-
creased salinity. in addition to traditional methods such as “plowing” and “fertilizing 
calcium sulfate”, which are proven for their effectiveness in salt removal, “rotational 
cropping”, which is the method of cultivation combining crops with differing nutrient 
absorption levels and reduced vulnerability to destructive insects, is being implemen-
ted; as a result, yield increase and quality improvement can be expected. This would 
contribute to the improvement of cropping ratio and harvesting amount in areas of 
high salinity.

lessons leaRned

in developing countries, corporations are attempting to solve social issues such as 
poverty and climate change through parallel efforts. 
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uPsCale and RePliCation

For scaling up this business, GyM uses an original knowledge sharing system with 
Web sites and mobile phones (SMS). Farmers can share updates and questions by text 
and images and get real-time support from agricultural professionals.
 

Results aChieVed

 Since 2010, GyM has contracted with 7,000 farmers for growing mung beans and • 
increasing their income.

This business has led to a significant increase in yield of crops (from 160kg/bigha to • 
320kg/bigha) and sales price (from 40-50 bdT per kg to 60 bdT per kg). Thus, the 
mung bean farmers have experienced a more than twofold increase in their income.

ConClusions and ReCommendations

GyM is the most noteworthy example of boP business by Japanese corporations, with 
three main lessons learned: 1) Traditional SMes have significant potential for boP busi-
ness.; 2) The collaboration between traditional and advanced farming methods can impro-
ve agricultural productivity for small farmers in developing countries.;  and 3) boP busi-
ness in areas that are vulnerable to climate change should include adaptation solutions.

1. Traditional SMes have significant potential for boP business. A few of the key • 
success factors for boP business are visionary leadership with long-term perspective 
and a nimble management structure. yukiguni Maitake, a midsize food company 
in Japan, is a symbolic example of these key qualities. The vision and leadership of 
yukiguni Maitake management enabled the partnership between yukiguni Maitake 
and Grameen Group. recently, more SMes are starting boP business ventures in 
provincial areas of Japan because the Japanese government has adopted policies 
favorable to SMes to start their businesses. This movement will lead to the creation 
of more innovative partnerships such as GyM.

2. The collaboration between a traditional and advanced solutions can improve an • 
agricultural productivity for small farmers in developing countries. innovations in 
agriculture require both a traditional and an advanced solution. Traditional solu-
tions such as plowing and rotational cropping can improve agricultural productivity 
in developing countries. Advanced solutions such as information and communi-
cations technology (iCT) make possible the rapid spread of traditional solutions. 
improvement of agricultural productivity in developing countries is an important 
factor for growth of developing countries and is also an important factor for food 
security in both developing and developed countries. Agriculture and food compa-
nies should adopt these strategies to implement similar actions for the creation of a 
sustainable world.

3. boP business in areas that are vulnerable to climate change should include adap-• 
tation solutions.in the areas that are vulnerable to climate change, we should have a 
perspective for large shifts by climate change. boP business is not resilient against 
climate change. Sustained growth is dependent upon adaptation. resolving issues 
related to poverty and climate change, e.g., salt injury to farmland, and fusing those 
with boP businesses and principles can lead to sustainable growth and development.

JAPAN
Nomura research institute http://www.nri.co.jp/en-
glish/index.html 
Marunouchi Kitaguchi Building, 1-6-5 Marunouchi, 
Chiyoda-ku, Tokyo 100-0005, Japan
Contact: Tokutaro hiramoto 
t-hiramoto@nri.co.jp

Lab Profile:
Nomura research institute (Nri), the oldest and 
largest think-tank / consulting firm in Japan, has 
been promoting business investments from Japan to 
emerging countries. From 2005, Nri have started re-
search project about BoP business. Nri has already 
supported several dozen Japanese companies for a 
development of BoP business. Besides, Nri has been 
working closely with Japanese government organiza-
tion such as Ministry of Economy, industry and Trade 
(METi)/JiCA/JETrO. For supports of BoP business by 
Japanese companies,Nri also has a strong tie with 
Tokyo office of Asian Development Bank (ADB), Afri-
can Development Bank(AfDB) and UN organizations 
such us UNDP/UNiDO/UNiCEF. 
recently, Japanese companies are focusing on busi-
ness development in African region strongly. Funded 
by METi, Nri formed “the Committee for African 
Business” with Japanese enterprises, academics and 
other public organizations such as JiCA and JETrO. 
Nri also helped METi to organize a business confe-
rence “African Fair” in TiCAD with Japanese com-
panies whom Nri supported. Presidents of African 
countries and Japanese Prime Minister Abe visited 
those companies Nri helped.

Leader Bio: 
Tokutaro hiramoto joined Nri in 2004 as consultant. 
And he also work for Meiji University as a special vi-
siting professor and Miyagi University as a part-time 
professor. his specialties include business develo-
pment in African region, BoP Business, developing 
management systems for CSr, PPP (Public Private 
Partnership). he provides various consulting services 
for companies from a wide range of industries and 
for Japanese governmental agencies. he has worked 
with several dozen Japanese companies such as 
Ajinomoto, Sumitomo Chemical and Panasonic for 
developing their BoP strategies. 

he also has supported governmental initiative for 
familiarizing BoP Business to Japanese govern-
ment (ex:METi) since 2008. he has launched “Japan 
inclusive Business Support http://www.BoP.go.jp/en) 
with METi in 2010. he is a leader of operation project 
for this center in 2010-2011. (These projects were 
commissioned by METi). From 2012, he is a member 
of Steering Committee in this center. 
he is the author of the book(“BoP business 
strategy”2010,Toyo Keizai Shinpousha) about BoP 
business for Japanese companies. he is also the 
author of the articles about the business case of BoP 
by Japanese company in “Development Outreach” 
(Worldbank, 2008) and also has some extensive 
lecture presentation.  Tokutaro hiramoto received 
his MS in Environmental Design from Keio University, 
and his certification for successfully completing the 
Executive Development Program ”inclusive and Sus-
tainable Business: Creating Markets with the Poor” 
from the World Bank institute.
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emPloyment geneRation
Despite progress in some developing countries, ge-
nerating employment is still one of the core priorities 
for poverty eradication. Massive unemployment and 
underemployment still characterize most low-inco-
me countries. Therefore, the need to promote the 
design of policies and programs for achieving em-
ployment-intensive growth is a crucial priority, es-
pecially in working with low-income communities at 
the Base of the Pyramid. 
Brazil: Projeto Coletivo
Fundacion Getulio Vargas (Brazil) 

honduras: Grupo Vanguardia
iNCAE (Costa rica)

Tunisia: Generating 
youth inclusive employment
 in industrial areas
GlobalCAD (Spain)
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PRojeto ColetiVo
fundação getulio VaRgas. BRazil 

Country | region of implementation
Brazil 

Year of implementation 
2009

Partners engaged
McDonalds, Cinemark, Coca-Cola

oBjeCtiVes 

Offer education for young people in boP neighbourhoods• 

Offer a business plan for retail entrepreneurs in the base of the Pyramid• 

improve sales of Coca-Cola in low-income neighborhoods• 

improve Coca-Cola’s relationship with communities and brand image• 

desCRiPtion

in June 2009, Coca-Cola launched a shared value platform known as “Coletivo Coca-
Cola”, which has a primary objective to provide and contribute to the improvement 
of life for those at the base of the Pyramid, offering tools for income generation and 
capacity building. However, this is not only a Corporate Social responsibility (CSr) 
initiative, rather it is part of Coca-Cola’s shared value strategy. besides evaluating the 
social impact, the company analyzes and evaluates sales, brand equity and distribution 
efficiency in the regions where the platform is deployed. it is an innovative project 
because it shows how a large company can contribute to society and create mutual 
benefit from the positive impacts of the project.  

The Coletivo model operates by providing retail training to young people (15-25 years 
old) in six locations in brazil.  during the course of training, the students develop a 
business plan for local retail, which also benefits local entrepreneurs.  Upon com-
pletion of training, some of the youths are offered job opportunities with companies 
involved in the Coletivo, such as Mcdonalds, Cinemark, and itau. Coletivo has made 
a positive impact on the local communities it serves, with more than 3,000 young 
people having participated and many having launched successful careers.

lessons leaRned

importance of understanding the reality of the boP communities and creating a • 
transparent relationship with them 

importance of building partnerships with NGOs• 

uPsCale and RePliCation

The strategy worked because it was not a top-down implementation of the project, • 
rather, there was a learning experience with the community based on transparency 
and mutual value.

The importance of tackling a structural problem; in this case, education.• 

Results aChieVed

Coca-Cola has approximately 200 Coletivos in brazil and has plans to launch this 
program in other countries, such as india. To date, Coletivo has had a positive impact 
on more than 60,000 people in 150 cities in brazil through 7 different models related 
to Coca-Cola’s value chain. 
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ConClusions and ReCommendations

The project has the objective to create a shared value: economic and social. Although 
difficult, it shows that these two objectives can be aligned in one initiative and that a 
MNC can improve its relationship with the community and learn from the communi-
ty based on a different business model that can be replicable to different contexts.
The results achieved by this project underscore the importance of Coca-Cola’s partner-
ships with NGOs and other corporations and that the company must continue to forge 
closer ties with the community in order to be successful.

BrAZiL
  
Centre of Excellence in retail FGV-EAESP (GVcev) www.fgv.br/cev

Av. 9 de Julho, 2029 – 11o. andar 01313-902 – SP
Contact: Edgard Barki -  edgard.barki@fgv.br 

Lab Profile: The Centre of Excellence in retail FGV-
EAESP (GVcev) studies and develops activities in 
the Base of the Pyramid market since 2004. in 2007, 
GVcev established a cooperative agreement with 
Cornell University, USA, and integrates a global net-
work of universities and organizations studying and 
working with the Base of the Pyramid. This is the BoP 
Lab Network. 

Owing to the importance of sustainability for activi-
ties at the Base of the Pyramid, in 2011, we integrated 
our programs of Base of the Pyramid and Sustainabi-
lity creating the so-called program: Sustainability and 
Base of the Pyramid in retailing. Our focus is to de-
velop research, publications and academic activities 
in the areas of sustainability and Base of the Pyramid 
in distribution and retail, being a catalyst of practices 
of social responsibility and social inclusion.

Leader Bio: 
Edgard Barki is a Marketing Professor at FGV-EAESP. 
PhD and Master of Business Administration with 
emphasis in Marketing, FGV-EAESP. Coordinator of 
the Program: Sustainability and Base of the Pyramid 
of the Center for retail Excellence at FGV-EAESP. 
Author of several articles in national and internatio-
nal journals. Co-organizer of the book “retail for Low 
income”. Coordinator of MBAs and specialized cour-
ses at FGV-EAESP. Business consultant in marketing 
and strategy.
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inCae Business sChool
gRuPo VanguaRdia 
inCae. Costa RiCa 

Country | region of implementation
San Pedro Sula, honduras

Year of implementation
2009

Partners engaged 
Moya Family, GV is a family-owned business

oBjeCtiVes 

1. identify the reasons why Grupo vanguardia got involved in Corporate Social • 
responsibility. 

2. interpret the economic context of the country in the case. identify possible oppor-• 
tunities or threats within this context. 

3. Understand dynamics of the recycled plastics market in Honduras, identifying • 
factors that lead to success in the industry. 

4. recognize the difference between Corporate Social responsibility and inclusive • 
business. 

5. evaluate the proposal made by Grupo vanguardia about different Corporate So-• 
cial responsibility and inclusive business areas. determine opportunities and areas 
for improvement. 

6. evaluate the impact that the initiative proposed by Grupo vanguardia has on the • 
market for recycled plastics in Honduras. 

7. define future strategies for Grupo vanguardia. • 

desCRiPtion

in 2009, Grupo vanguardia celebrated seventeen (17) years since its foundation in 
1984. in 1992, the company changed its name to Plasticos vanguardia. From its in-
ception, the company’s vision followed that of its founder and leader, eduardo Moya, 
an ecuadorian who had moved to Honduras in 1965. 

The plastics industry has been known for its high levels of contamination and low 
levels of reusing and recycling materials. Generally, only 47% of plastics are reco-
vered for use. Plastics consumption has also increased. The determining factor for 
consumption was price, which was set on the international market, so there was great 
pressure for companies to reduce their costs. in Honduras, demand for plastics had 
grown in the last few years, and by 2009, forty-seven (47) companies were operating 
in the sector. At that time, most plastics products were imported. 

lessons leaRned

Grupo vanguardia had evolved toward an inclusive business model integrating it into 
its value chain through collectors of recycled plastic materials. The initiative began as 
the company recognized the importance of these collectors, most of whom worked as 
part of the informal economy. 

The Group looked for ways to create solid connections with the collectors in order to 
channel resources to promote their development. The objectives of the program were 
to expand the collectors’ productivity chain, maintain the number of collectors, and 
increase each collector’s business capacity by creating a vision to be socially respon-
sible and promote entrepreneurship through the creation and training of new micro-
businesspeople.  
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uPsCale and RePliCation

The problem that Grupo vanguardia – and especially Plasticos vanguardia – faces 
is how to scale up its pilot project. The larger question is whether they have a unique 
and sustainable model. How easy is it to copy? is it possible to create and consolidate 
loyalties with new providers of recycled plastics? 

Will the project yield a permanent or a temporary competitive advantage for Plasticos 
vanguardia? For how long will they be the only ones with such a business model? 
How easy or difficult is it to copy their business model, which is in the beginning pha-
se (at the time of the case - 2009) of development? 

Results aChieVed)

The case tells how at the end of 2009 vanguardia continued to improve its business 
practices. After a decade of operations, eCOPlAST had processed sixty-one (61) mi-
llion pounds of recycled plastics. in 2012, Plasticos vanguardia continued to experien-
ce steady growth having processed nearly 100 million pounds of recycled plastic and 
augmenting its base of collectors to 150 families. 
The company faces a number of challenges going forward, including higher levels of 
criminality that are affecting the recollection of plastic, growing costs to get post-in-
dustrial recycled plastics materials, increasing cash demands, and a non-sophisticated 
local consumer. How can stakeholder perception and attitudes be changed in order to 
achieve sustainability? 

ConClusions and ReCommendations

Grupo vanguardia is in the enviable position of being in a business that produces 
“positive externalities” as a result of its production. Thus, as it expands, it is likely to 
grow in both profitability and in the social and environmental benefits it generates. 
Although shared value possibilities seem now to prevail, trade-offs may loom in the 
future for Grupo vanguardia, especially as external forces beyond the company’s con-
trol potentially move the sustainability frontier inward. increasing competition from 
large waste management firms, growing demand of suppliers for non-separated waste 
pick up, and slowdowns in the economy, could require the company to squeeze its 
suppliers, compromising its social impact as it seeks to maintain profitability. 

!
COSTA riCA
iNCAE Business School  - www.incae.edu
Campus Walter Kissling Gam - 2 km West from Vivero 
Prosesa No. 1, La Garita, Alajuela - P.O. Box: 960-4050

Contact: Felipe Pérez Pineda - 
felipe.perez@incae.edu 

Lab Profile: Center for Entrepreneurship at iNCAE 
is an initiative that studies, supports, and promotes 
successful new business creation in Latin America, 
with a particular emphasis on ventures relating to 
non-traditional exports and technology innovations.

Leader Bio: 
Felipe Pérez Pineda is a PhD in Agricultural Eco-
nomics from Purdue University, where his areas of 
specialization were Natural resource Economics 
and Business Strategy. he graduated Master of Bu-
siness Administration from iNCAE with concentration 
in Banking and Finance for Development. Professor 
Pérez is also agronomist specialized in irrigation of 
the Autonomous University of Chapingo, México. 
Faculty member of iNCAE with the rank of associa-
te professor, headed the Agro-industry Program of 
the institute for several years. he also directed the 
Export-Nicaragua program at the Center for Entre-
preneurship at iNCAE. his experience as a teacher 
in executive programs has been backed by several 
years of practice in different countries before and as 
a member of the teaching faculty of iNCAE. Professor 
Pérez is also an international consultant and advisor 
to several companies in Latin America.
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PaRtneRshiP foR inClusiVe 
emPloyment in tunisian 
industRial aReas
Cad. CenteR of PaRtneRshiPs foR deVeloPment
gloBalCad. sPain
 

Country/region of implementation 
Tunisia – Jbel El Ouest industrial Area

Year of implementation 
2012- 2013

Partners engaged
CAD- GiZ

Case prepared by:
Philippe Jochaud 

oBjeCtiVes 

Creating new services that generate employment in industrial areas, especially for • 
young people of low-income communities of peri-urban areas.  

engage unemployed communities in the formal economy through income-genera-• 
ting activities around services to companies working in industrial areas. 

desCRiPtion

in a context of democratic transition and reorganization of the national economy, 
industrial areas appear to be vital for Tunisia due to their great potential for economic 
growth and regional development. At the present time, Tunisia has more than 150 in-
dustrial zones and the government plans to build more than one hundred new indus-
trial areas in the short term. However, most industrial areas remain non-operational 
and suffer from a lack of access to basic services; for example, restaurants for emplo-
yees or catering for companies, transportation services, security, technical platforms, 
etc. This situation hinders their capacity to attract investments and prevents them 
from achieving their full development potential. At the same time, local communities 
from the boP neighborhoods face very high unemployment rates, especially in the 
South and West of the country, and the dialog between industrial areas and communi-
ties is very limited. 

in december 2012, CAd was commissioned by GiZ (German Cooperation Agency) 
to design and implement a new inclusive growth methodology aimed at creating new 
services in industrial areas that respond to the unsatisfied demand of services, while at 
the same time creating new jobs for local unemployed communities. in order to achie-
ve these results, a three-step approach has been developed. The first phase consisted of 
identifying the potential for services creation of one selected industrial area, from both a 
demand (services required from companies and their employees) and supply(potential 
of local micro, small and medium-sized enterprises (MSMes) and communities) pers-
pective. Once the potential had been defined, the second phase consisted of identifying 
potential entrepreneurs or local MSMes that could respond to demand for the services 
needed. Since the project is to be replicated nationwide, this identification process had 
to be performed by existing structures. Therefore, the focus is on creating a partners-
hip among all the stakeholders of the industrial area (structure in charge of managing 
the industrial area, companies, local employment structures, communities) that would 
allow this identification. Once the services needed were communicated widely, a series 
of workshops and encounters was conducted leading to the identification of a group of 
interested entrepreneurs. The selection was finalized during a workshop called “Make 
it Happen” that brought together the identified entrepreneurs, stakeholders, funding 
structures, etc., for a selection of the final candidates. The third phase (still in process as 
of October 2013) consisted in providing a tailored support to each of the projects through 
coaching, technical support, access to funding institutions, etc. To date, the project is 
expected to create about twenty (20) jobs in a one-year process, demonstrating the great 
potential of jobs creation in the industrial areas.

lessons leaRned

industrial areas, especially those in developing countries, are often cut from their • 
direct neighborhood and direct environment with a rather exclusive development 
mode. There is a noticeable lack of communication and dialog, which often leads to 
tensions among the companies from the industrial area, the local authorities and  P
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communities. This combination of factors  a strong opportunity cost for the society 
at large. Fostering an increased dialog and partnership among all of the stakeholders 
has a tremendous potential for creating inclusive development, and more specifically 
for the poorest.

While most attention is often placed on fostering entrepreneurship and new entrepre-• 
neurs, there are a number of local companies at risk during their first three years of 
existence which, with a limited and targeted support, can consolidate their activities 
and have a significant impact in terms of job creation for the local community. This is 
particularly true in areas where the entrepreneurial spirit is low. 

Top executives of local companies from the industrial areas and other existing local • 
entrepreneurs have a strong potential for identifying entrepreneurs through their 
network. 

The success of such an approach is tightly linked to the “buy in” of the local stake-• 
holders. it is critical to identify “champions” who will get involved in the process 
such as the director of the managing structure of the industrial area, top executives 
of local companies, local authorities and local employment administrators. 

in the case of Tunisia, there is no real problem of funding for entrepreneurs (banks • 
actually have difficulty to reach their budget) but rather a problem of quality of pro-
jects submitted where more support is needed. 

uPsCale and RePliCation

Consider and identify the critical number (fifty, in the case of Tunisia) of industrial • 
zone for launching such an initiative and local community. 

From the outset, ensure strong “buy in” from local stakeholders and total support • 
and appropriation from industrial area manager (private or public), local emplo-
yment structure or incubators that can become the champions of the project. To 
achieve optimal results, it is recommended to organize from an early stage (finis-
hing the first phase) a cross-sector partnership presenting the project and its win-
win proposition for both companies and local communities. 

The upscaling of such an initiative should involve the participation of the relevant • 
government ministries (i.e., industry, employment) that will directly benefit from 
it. ideally, they could provide some human and technical capacities for the first 
(identification of the potential), second (brokering the partnership) or third phase 
(coaching, building capacities, training, etc.)

Results aChieVed

Creation of an estimated twenty (20) jobs in one year and consolidation of five (5) • 
micro-enterprises; 

New dynamic of dialog between the members of the industrial zone and their part-• 
ners; 

National will to replicate the methodology nationwide (to be operationalized by the • 
end of 2013).

ConClusions and ReCommendations

industrial Areas in developing/transitory countries have a strong unleashed poten-• 
tial for inclusive job creation through fostering links and partnerships between the 
area and its neighborhood communities.

it is important to focus on both consolidating local nascent micro- and small ventu-• 
res, which have the strongest job creation potential, and promoting new ventures.

external relations should be considered from an early stage so as to manage per-• 
ceptions and expectations. it is recommended at this level to involve both related 
ministries (employment and industry) and the structure in charge of industrial 
areas (e.g., the national association of industrial areas or equivalent).

SPAiN 

Global CAD
Muntaner 180 – Principal 2ª - Barcelona 08036
www.globalcad.org
Contact: 
Fernando Casado Cañeque fcasado@globalcad.org

Lab Profile: GlobalCAD   is an action platform whe-
re professionals from different disciplines work 
to enhance human development and promote the 
transition towards sustainable development. Through 
a strategic advisory center for development, a social 
documentary producer, a center that promotes 
inclusive business and a foundation that promotes 
culture and entrepreneurship, experts associated to 
GlobalCAD   generate knowledge to help solve major 
global challenges.

GlobalCAD consists of a committed group of experts 
from different disciplines working towards a common 
goal: to generate transformative knowledge that em-
powers communities and to achieve a higher develo-
pment for all. Aware that the main global challenges 
related to development, including the eradication 
of poverty, access to education and health, gender 
equity or the achievement of a sustainable relation-
ship with the ecosystem cannot be solved unilatera-
lly; GlobalCAD   promotes interdisciplinary solutions 
through strategic partnerships for development.

Leader Bio: 
Fernando Casado Cañeque is the founder and direc-
tor of CAD bringing together 20 years’ experience 
working with international organizations in the deve-
lopment field. he is a Ph.D. economist and journalist 
specialized in projects related to economic and 
sustainable development. he has worked as strate-
gic advisor to a variety of international organizations 
(such as UNDP, UNiDO, UNDSD, UNEP, OECD, iADB 

and the World Bank) and has been the General Co-
ordinator of UNDP’s Millennium Development Goals 
initiative. he has also worked as a Senior Consultant 
in the Department of Sustainable Development and 
Social responsibility at PricewaterhouseCoopers 
(PwC) in New York. he is specialized in managing 
projects promoting the achievement of development 
goals and cross-sectoral partnerships improving aid 
efficiency. he is author of several books on CSr and 
development (such as We Are Not Ants; CSr at the 
mirror; Public-Private partnerships for Development; 
Public-Private Concertation for Development in Latin 
America; or The role of CSr of Spanish Companies in 
Latin America, among others), as well as of a range 
of articles on development economics, globalization 
and sustainability. in addition, he is also director of 
several social documentaries on development issues 
and social injustices. he holds a Ph.D. from the Cen-
tral University of Barcelona in Economic and Social 
Sciences; a Master´s from the School of international 
and Public Affairs (SiPA) of Columbia University spe-
cialized in Economic Development and Journalism; 
and a postgraduate degree in Environmental Mana-
gement from the University of Barcelona’s institute 
for Public Economics. Fernando is a certified Master 
Trainer of the iFC-SME Toolkit of the World Bank, 
professionally accredited partnership broker (Part-
nership Brokers Accreditation Scheme) and certified 
with the GiZ Capacity Works framework. he is also 
the Associate Director of the BoP Global Network.
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imPRoVing distRiBution 
Channels foR the BoP
Distribution is the process of making products avai-
lable to consumers. Distribution of products takes 
place by means of channels. Channels are sets of 
interdependent organizations (called intermediaries) 
involved in making the product available for con-
sumption. Distribution channels for the BoP repre-
sent bigger challenges, as most of the rural markets 
are inaccessible both from an infrastructure pers-
pective as well as to knowledge about what is avai-
lable and how to use it. 

South Africa: Sekulula Spaza Express
reciprocity (South Africa)

The Philippines: hapinoy Botika
Asian Social Enterprise incubator inc 
(The Philippines)

Ghana: Addressing the Challenges of 
Distribution to the Base of the Pyramid
inclusive Business Sweden (Sweden)

Mozambique: Mobility solutions for farmers
Danish BOP Learning Lab (Denmark) 

 P
ho

to
: ©

 S
im

on
e 

D.
 M

cC
ou

rti
e 

/ W
or

ld
 B

an
k



44 | BoB Global Network 45

sekulula sPaza exPRess
ReCiPRoCity. south afRiCa 

Country | region of implementation
Cape Town 

Year of implementation
2011

oBjeCtiVes 

Throughout the emerging world, unbalanced diet is inherent to low-income commu-
nities. Peri-urban South Africa is no exception. Malnutrition statistics are alarming 
and are getting worse. With the price of food consistently increasing, the purchase 
choice will most probably grow towards highly calorific products (fat and sugar), con-
sistently increasing disease and poor health prognoses.
Although informal traders (i.e., sellers working outside of the state licensing and 
regulation framework), are recognized as key to improving access to more adapted 
products and services at the boP, very little knowledge on their behavior and needs, 
as well as their target market, filters up to corporations serving or willing to serve the 
low-income market.

Through the development of a simple delivery system, linking formal to informal 
economy, reciprocity proposes to:- channel practical knowledge on the needs and 
expectations of informal traders, as well as the population purchasing from them.- test 
techniques and technologies helping informal in the development of their business, 
fostering good business practices and proposing hygiene solutions- develop a profita-
ble micro-franchise distribution and retail social business improving access to good 
food, health and nutrition to the boP.

desCRiPtion

Sekulula Spaza express was initiated by reciprocity as a pilot study for a client. 
it is a delivery service specifically adapted to the peri-urban South African environment. 
it seeks to address current inefficiencies in the distribution chain from wholesalers to 
informal small retailers in poor and very poor communities. (These retailers are known 
locally as ‘spaza shops’.) Sekulula was designed to address a proven demand from infor-
mal retailers for more efficient ways of managing deliveries and stock. 

The Sekulula entrepreneur is typically a motivated township entrepreneur trained 
with business management skills, equipped with a licensed and insured vehicle and 
a tool kit comprised of maps and order forms. The entrepreneur takes orders from a 
number of identified spaza shop clients, shops for the requested goods on their behalf 
at the most affordable and convenient wholesaler and subsequently delivers the goods 
to the spaza shops.

The pilot (Phase 1) showed that a Sekulula entrepreneur theoretically required a da-
tabase of 100 spaza customers, 10 deliveries per day paid r40 each, in order to with-
draw a salary of r3,000 and still make a monthly profit.

lessons leaRned

The pilot offered the project team to find solutions (independently or through partner-
ships) to a number of boP challenges. Two main challenges remain:

logistics• 

Cash management• 
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uPsCale and RePliCation

in its basic form, the project requires that a Sekulula entrepreneur making deliveries 
to 10 spaza shops per day, at r40 per delivery, operating 25 days per month, would 
be breaking even by taking home a salary of r3,000, having covered all job-related ex-
penses (incl. vehicle amortization and depreciation, insurance, gasoline, maintenance, 
telephone, advertising, etc.).

The pilot taught us that this target is reachable with a customer base of minimum 100 
spaza per entrepreneur, and operates with the realistic assumption that each spaza 
would be supplied by their assigned entrepreneur once to twice per week.
during the pilot, the two entrepreneurs managed to reach 6 deliveries per day. The 
main challenges were: (1) the logistics and time required for taking orders, (2) the cash 
management. A dedicated team must allocate resources to explore and improve these 
two areas.

The Sekulula Spaza express will become a profitable micro-franchiser allowing the 
entrepreneur to reach the target of 10 deliveries per day and offering marketing oppor-
tunities to the various stakeholders involved: Fast-Moving Consumer Goods (FMCGs) 
companies, retailers/wholesalers, financial services, etc.

SOUTh AFriCA
reciprocity http://www.reciprocity.co.za/contact.html
50, rose Street, Bo-Kaap, Cape Town, South Africa
Contact: Nicolas Pascarel 
nico@reciprocity.co.za 

Lab Profile: Since its establishment in 2007, reci-
procity has acquired significant field experience, 
running pilot projects, conducting qualitative and 
quantitative studies, as well as offering direct immer-
sion in low-income communities. 
Corporates around the world are increasingly reali-
sing that they cannot afford to overlook the potential 
of low-income markets. But they often don’t know 
how to go about: “how big is the market at the BoP? 
What kind of products and services would best be 
suited? What are the best channels to reach the 
BoP? Who to partner with? how does one overcome 
the obstacles to trading with the poor, such as the 
lack of infrastructure and lack of skills?”
Such are typical questions that companies are 
grappling with when developing strategies to reach 
the BoP, and reciprocity’s aim is to help companies 
design, test, and build such strategies.

Leader Bio: Nicolas Pascarel is the founder and 
managing director of reciprocity in Cape Town. he 
has extensive experience in designing and managing 
field missions, quantitative and qualitative research, 
and testing business models at the base of the eco-
nomic pyramid (BoP) on behalf of corporate clients. 
Nicolas’ fieldwork includes the design and testing of 
inclusive business models in low-income peri-urban 
and rural communities, as well as regular immersions 
in low-income communities for senior and executive 
managers of large companies.

Nicolas holds a Master is in European Business from 
ESCP-Europe (Paris) and a Master’s Degree in Social 
Psychology from Victor Segalen University (Bor-
deaux), and is preparing a PhD on last mile distribu-
tion and socio-economic up-liftment at the University 
of Cape Town.  he is 33 years old.
  
Pierre Coetzer is a founding Associate at reciprocity. 
he started his career in investment banking in Euro-
pe, before returning to South Africa in 2006. he has 
written 30 fact sheets, case studies and international 
reports researching, analysing and documenting 
innovative business approaches to harness oppor-
tunities at the BoP. he is co-author of a UNDP report 
on inclusive Businesses in Africa (published in May 
2013).  Pierre combines desk research with fieldwork 
in low-income communities, such as immersion pro-
grams in low-income communities for MBA students 
and corporate executives.  

Pierre holds a BA in business management from 
iChEC Business School (Brussels) and a Master’s 
Degree in international relations and Public Affairs 
from the Catholic University of Louvain (Belgium). he 
is 39 years old.

!
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haPinoy Botika 
asian soCial enteRPRise inCuBatoR inC  
the PhiliPPines

 

Country | region of implementation
The Philippines

Year of implementation
2009

oBjeCtiVes 

To expand, through collaboration between Unilab and Hapinoy, their collective ability 
to offer over-the-counter medicines to end consumers in boP communities and there-
by establish a touch point with customers at the boP.
To establish a sustainable shared distribution model with a social enterprise focus.

desCRiPtion

Unilab is the Philippines’ largest and leading pharmaceutical and healthcare com-
pany. in order to strengthen its position in the market, Unilab has been looking for 
ways to gain penetration into the boP through a program known as “touch point”. 
This initiative enables the company to establish an entrée to the biggest consumer 
groups in the market.
Hapinoy supports a network of small neighborhood stores which are locally referred 
to as “sari-sari” stores (sari-sari is the Filipino word for “many or various kinds”). 
Selling Fast-Moving Consumer Goods (FMCGs) in retail, these stores are generally lo-
cated within or as an extension of the storeowner’s home. With about 700,000 stores 
in the country, sari-sari stores make up 30 to 40% of total retail sales in the Philippi-
nes. These stores are typically owned and managed by mothers or “nanays.” Hapinoy 
is managed by Microventures, inc., an internationally recognized social enterprise. 
Unilab and Hapinoy established the Hapinoy botika Project wherein the Hapinoy 
stores are able to sell over-the counter (OTC) medicines. The preparation for this pro-
ject took almost a year due to regulatory measures implemented for pharmaceutical 
products and a carefully designed co-creation process for the development of the busi-
ness model. Unilab and Hapinoy conduct training sessions empowering the nanays to 
sell OTC medicines and provide in-store marketing material. This partnership helped 
Unilab gain a controlled reach in the boP market and helped Hapinoy achieve one of 
its goals of bringing affordable medicines to the boP consumers and of helping the 
stores expand their product portfolio.

lessons leaRned

This case study shows that distribution of medicine to the boP can be moved from 
an informal system to a formal structure benefitting the customers and the partner 
organizations. 
in the design of the initial project the emphasis on co-generation was successfully 
implemented with the involved nanays, which led to an expedited and successful pilot.
Training of the nanays proved to be a key component of the project’s success as it 
increased the confidence of the store owners to actively sell and provide information to 
the community thereby leading to increased sales.
Working in a highly regulated environment such as healthcare requires considerable 
time and resource commitment.

uPsCale and RePliCation

The initial pilot was pre-designed with scaling up in mind, i.e., all activities had to • 
pass the filter of large-scale applicability in terms of effectiveness and cost efficiency.

The commitment of both organizations to scale up the project following on a suc-• 
cessful pilot; continuation of the project’s budget allocation was assured beforehand.
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Results aChieVed

Unilab’s quality products being distributed to the boP through Hapinoy’s esta-• 
blished networks resulted in a system which benefits both organizations and the 
customer. The partnership itself showed the feasibility of a shared channel part-
nership being undertaken by a Multinational Corporation (MNC) and a dedicated 
boP-engaging social enterprise. 

For the boP, the partnership resulted in improved accessibility and affordability of • 
quality medicine.

For the sari-sari stores, it means an improved access to OTC medicine resulting in • 
increased sales.

After the pilot, Hapinoy botika was scaled up to 4,000 stores providing OTC • 
medicine to a wide population at the boP in a controlled and formal distribution 
network. 

ConClusions and ReCommendations

The commitment of both organizations’ management was instrumental in achieving a 
successful shared channel partnership. 

The partnership also highlighted the importance of engaging the boP for multinatio-
nal corporations such as Unilab. The company is aware of the importance and poten-
tial of the boP and establishing a controlled reach in one of the country’s largest retail 
markets. According to Unilab, 18-20% of OTC medicine end-users are on the sari-sari 
store level. 

For Hapinoy, the partnership with Unilab helped them achieve one of their missions 
– to distribute affordable and quality OTC medicines. Since the medicines are not 
distributed through the conventional system and come straight from Unilab, Hapinoy 
is able to keep its prices at a fair level, thus benefiting those at the boP. 

PhiLiPPiNES
Asian Social Enterprise incubator inc.
The Yellow house - 129C B. Gonzales Street - Loyola 
heights
1108 Quezon City – Philippines - www.asei.com.ph
Contact: Markus Dietrich
E-mail: markus.dietrich@asei.com 

Lab Profile: ASEi vision is a Philippines enjoying 
sustainable growth driven by inclusive businesses 
and powered by renewable energy. ASEi mission is 
to foster inclusive business and renewable energy 
through consulting, research and project develop-
ment and to raise awareness for the Philippines as 
an investment destination and source of innovative 
business models for those sectors.

Leader Bio: 
Markus Dietrich received his B.Sc. in Business 
Studies and NGO management from CASS Business 
School in London in 1994. he then joined the family 
retail iT business. in 2001 it was merged with DigiPoS 
Store Solutions in which Markus became Managing 
Director Europe and a major shareholder. in 2008 he 
sold the business and embarked on a new career in 
social entrepreneurship. in 2008 Markus moved to 
the Philippines and studied at the South East Asian 
Center of Southern New hampshire University in 
Manila. he graduated in M.S. international Commu-
nity Economic Development in 2009. in the same year 
he co-founded the Asian Social Enterprise incubator 
(ASEi), the first of its kind in the Philippines. its vision 
is to be the leading development space for emerging 
social enterprises and inclusive businesses in the 
quest to achieve scale, sustainability and impact. he 
innovated the “active incubation model” for social 
enterprise development.
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the BumPy Road to 
the BoP: addRessing 
the Challenges of 
distRiBution to the 
Base of the PyRamid
inClusiVe Business sweden. 

Country | region of implementation 
international / Ghana
 
Year of implementation
2011

Partners engaged
Lighting Africa, Unilever / Sonturk
ToyolaEnergy, healthKeepersNetwork
Barclays / Ghana Co-operative Susu  
Collectors Association

oBjeCtiVes 

detailed research into distribution models to the boP sought to answer the following 
question: How can the challenges of distributing products and services to “Base of the Pyra-
mid” customers be addressed?
The purpose of this work was twofold:

Create the foundation for a better boP distribution model which contributes to • 
poverty alleviation and sustainable development

Provide business with better access to this untapped market• 

desCRiPtion

After first performing secondary research into distribution models of different boP 
initiatives globally, the research focused on distribution models for five different boP 
case studies with field research in Ghana:

lighting Africa (lighting solutions)• 

Unilever / Sonturk (Fast-Moving Consumer Goods - FMCGs)• 

Toyola energy (cookstoves and lighting)• 

HealthKeepersNetwork (health products)• 

barclays / Ghana Co-operative Susu Collectors Association (financial services)• 

The 4A’s framework (availability, affordability, awareness, acceptability) was used to 
identify eighteen common challenges for boP distribution. both the international and 
local case studies were used to identify common trends, principles, and learnings in 
order to provide a foundation for improving distribution models to the boP. 

lessons leaRned

eighteen (18) key distribution challenges were identified as outlined below, with the 
top four challenges identified as:

Poor transportation infrastructure• 

Geographical disbursement• 

Achieving scale• 

improving purchasing power• 

detailed options or alternatives for addressing each of these challenges were also • 
identified.
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uPsCale and RePliCation 

distribution in itself is considered a major obstacle in scaling boP initiatives past the 
pilot stage. in effect, while there are plenty of great innovations, products and services 
developed for the boP, addressing the 4A’s of distribution often represents the grea-
test challenge to achieving scale.

While there is no “silver bullet” for establishing an effective boP distribution system, 
organizations need to consider which distribution model is most appropriate, esta-
blish effective strategies for availability, affordability, awareness and acceptability, and 
support the activities with appropriate partnerships, financing and resources.
While many boP ventures wish to achieve scale, they need to consider whether it is 
more beneficial to scale up, scale deep or scale wide. Organizations also need to set up 
healthy ecosystems for entrepreneurs and establish strong alliances for distribution. 
While bottom-up and top-down tactics can be employed across the 4As, bottom-up 
approaches are often more cost-effective and better integrated within the local com-
munities. However, this must be balanced against the need to achieve scale. bottom-
up approaches are unlikely to automatically and organically grow past the pilot stage, 
but may if appropriately supported and nurtured.

Results aChieVed

The research in itself did not lead to any measurable results, but provides the basis for 
the establishment of more effective and scalable distribution networks.

ConClusions and ReCommendations

While it is acknowledged that each boP distribution strategy needs to be tailored to 
the individual context, the research suggests that certain principles can be applied and 
certain questions should be asked when establishing or improving a boP distribution 
strategy. On that basis, the following boP distribution Framework is proposed:

SWEDEN

inclusive Business Sweden  
www.inclusivebusiness.se  
Lusthuset, Södra Larmgatan 6,  
41116 Gothenburg Sweden
Contact: Mike Debelak 
Email: mike.debelak@inclusivebusiness.se 

Lab Profile: inclusive Business Sweden is the 
Swedish national centre for the advancement of 
inclusive business initiatives at the BoP. The purpo-
se of the centre is to engage and support Swedish 
organisations in sustainable, innovative and inclusive 
business models at the BoP. The not-for-profit centre 
serves as a platform for creating awareness of 
inclusive business, facilitating collaboration between 
organisations, as well as for connecting and suppor-
ting organisations to create opportunities associated 
with the billions at the Base of the Pyramid. 

Leader Bio: 
Mike is Australian and moved to Sweden in 2008. 
Mike has 15 years’ experience working in Australia, 
Asia and Europe, focusing on inclusive business, 
sustainable development, corporate strategy and 
management consulting.
Since 2009, Mike has worked as a sustainability con-
sultant with a focus on inclusive business. Mike ini-
tially completed research focussed on distribution to 
the Base of the Pyramid, which included performing 

field studies in Ghana. This research was published 
into a book “The Bumpy road to the BoP”, and is 
the basis for the development of inclusive business 
networks in Ghana, Vietnam and Peru. Mike has also 
been involved in the CSr Europe initiative “Smart, 
Sustainable and inclusive Growth at the BoP”. in 
addition, Mike has delivered sustainability-consulting 
assignments for several clients, including Volvo 
Group and the United Nations Development Program.

in Australia, Mike worked for two organizations  
Westpac, Australia’s largest financial services 
organisation, and Accenture, one of the world’s 
largest management consulting firms. As the Senior 
Manager of Westpac’s corporate strategy team, 
Mike worked closely with the executive team in the 
development and implementation of their business 
strategy. For Accenture, Mike provided a number of 
strategic advisory, program management and consul-
ting services for clients in Australia and Asia.

Mike has a Masters of international Business and 
Trade from the University of Gothenburg, and speaks 
English and Swedish.
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Poor Transportation infrastructure

deficient Comms, electricity and Water Networks

Geographical disbursement

lack of established distribution Networks

Achieving Scale

Sales Force Management

establishing and Managing distribution Partnerships

Network Complexity and Control

improving Product Affordability

improving Purchasing Power

barriers for MSes

Creating Awareness

Creating a Market

Communication barriers and illiteracy

building Trust with Communities

Adapting for Cultural diversity / barriers

localisation of delivery

Managing Adoption Processes
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What distribution model or combination of models should we use?
distributor dealer networks / Proprietary distribution / institutional partnerships / Franchise model / Other

What do we need to be successful?
distribution partners / Financing / resources / Time

Abailavility

Never fly solo- find good partners and / or build and 
ecosystem of entrepreneurs

Combine bottom-up and top-down activities to 

achieve scale.

leave the last mile to the boP themselves

enable a highly efficient sales network

Create businesses not jobs 

What are our major obstacles to scale?

How should we scale - scale up, scale wile or  
scale deep?

What sales network or ecosystem is most effective?

How much of the last time can we outsource to 
entrepreneurs?

build finance into distribution

Acces to finance is more important than reducing 
the price of the product.

Finance is often required for intermediaries and 
end users.

remove financial and other barriers for MSes 

Simplify and streamline to reduce cost.

How will our customers be able to afford our 
prodcucts?

What are our financial limitations?

How can our organisation finance and support our 
distributors and costumers?

How should or could we work with MFis?

Create awareness and acceptance simultaneously

don’t tell them, show them-products should be 
demonstrated and / or test driven

local/below -the-line campaigns more effective than 
top -down/mass-media

remove financial and other barriers for MSes 

engage advocates from within local communities

How can our target customers experience the 
product prior to purchase?

What local, cost effective channels can we use to 
promote our products? 

How canwe make customers advocates, and then 
engage them in sales efforts?

Affordability Awareness & Acceptability
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moBility solutions foR 
faRmeRs
danish BoP leaRning laB. denmaRk 

Country | region of implementation
Mozambique (Southern and Eastern Africa)

Year of implementation
2012

Partners engaged
Baisikeli, BoP Learning Lab Denmark, Young Africa Mozambique

oBjeCtiVes 

Provide customized and affordable transportation to smallholders
integrate service model ensuring bicycles owners can access maintenance
Assist in educating bicycle mechanics to ensure proper repair of bicycles

desCRiPtion

baisikeli, a danish company with a strong socio-economic profile, is developing a 
bicycle sales and repair business in Mozambique in parallel to their danish bicycle 
manufacturing activities. both rural and urban customers are targeted in Mozambi-
que. baisikeli will in the long term produce bicycles in Africa, however, in the first 
phase, used bicycles will be repaired and sold locally. in addition, baisikeli develops 
customized bicycles for different purposes: for example, designed to meet the needs 
of farmers. bikes can also be customized to transport different types of crops. Several 
studies have shown that access to improved methods of transport - in this case bicycles 
- has a significant impact on farmers’ livelihoods. bicycles, in particular, are a cost-
effective transportation method for the farmers since they are affordable and relatively 
easy to repair. With access to the bicycles, smallholders are linked with markets and 
buyers to whom they were previously denied access. 

distribution: baisikeli has formed a partnership with a local vocational school – 
young Africa Mozambique – and is in the process of developing an educational 
program wherein young people from Mozambique receive training to become bicycle 
mechanics. in addition to vocational training, the students receive instruction on bu-
siness management. Completing the education will enable the students to open their 
own business or seek employment with a repair company. educating bike mechanics 
and future bicycle sales entrepreneurs is a part of baiskelis distribution strategy. 
baisikeli also cooperates with different types of rural organizations, which can help 
distribute bicycles and, in some cases, collaborate on financing schemes.  

lessons leaRned

baisikeli has gone through a long trial-and-error process in terms of defining custo-• 
mer focus, geographical focus and distribution partners and strategy (central vs. hub).  
baiskeli has chosen a ‘learn as you go’ approach and tested sales and distribution 
ideas directly on the market. This strategy has had advantages and disadvantages. 

in rural areas, different types of partnerships can supplement traditional distribu-• 
tion schemes. 

distribution and payment schemes often need to be linked in rural areas.• 

ConsideRations to uPsCale and RePliCate the initiatiVe 

Unforeseen issues often impact cash flow. A certain amount of patient capital needs 
to be in place to tackle these issues. 
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Results aChieVed

economic: development of a viable business model.  • 

Social: Access to affordable transportation and customized transportation for smallholders. • 

environmental: distribution of environmentally friendly means of transportation. • 

ConClusions and ReCommendations

Keep tweaking the business model and put products on the market to gain custo-• 
mer feedback.

baisikeli has taken a holistic approach and is very focused on creating an enabling • 
environment for their business, for example integrating education of bicycle mecha-
nics and involving stakeholders who can help influence the framework conditions 
for success (for example, considerations related to infrastructure). This is not a 
short-term effort – but will help them succeed and scale in the long term.  

DENMArK 
Danish BOP Learning Lab
http://www.BoPlearninglab.dk
Di h.C.Andersens Boulevard 18 DK-1787  
Copenhagen 
Contact: Sara Ballan - SABA@Di.DK  

Lab Profile: The Danish BOP Learning Lab is hosted 
by the Confederation of Danish industry (Di). Di is 
Denmark’s largest business organization represen-
ting more than 11.000 companies. The lab has existed 
since 2007 and is managed by the international con-
sulting unit Di international Business Development 
(DiBD), which has offices in seven countries and 
experience from more than 600 projects in emerging 
markets and developing countries (see below). in 
addition DiBD is involved in many capacity building 
projects with business organizations in developing 
countries. The lab has until 2011 received support 
from the Danish development agency allowing it to 
reach broadly out to Danish companies and dedicate 
significant resources to tool development and com-
munication/network activities. From 2012, the lab will 
primarily be funded by company projects, which will 
lead to more focus on business development projects 
and less on network activities. The Learning Lab focu-
ses on three areas: Knowledge sharing; Knowledge 
generation and consultancy. 

Leader Bio: 
Sara Ballan is part of the Sustainable Enterprise team 
that assists companies in targeting the markets at the 
Base of the Pyramid (BoP). The team is also engaged 

in CSr projects related to anti-corruption and social 
and environmental compliance in developing coun-
tries.
Prior to joining DiBD Sara was head of the secretariat 
for the National Network of Business Leaders – a CSr 
network that functions as an advisory council for the 
Minister of Employment and helps companies create 
an inclusive labour market. Sara has also worked 
with CSr strategies at a practical level as a long-term 
consultant for a large multinational company. As a 
student Sara worked at the international think tank, 
the Copenhagen Centre for Corporate responsibility.
Sara has supplemented her degree in political science 
with studies at Copenhagen Business School, Stern 
School of Business (NYU), and Tsinghua University 
(Beijing). This combination has given her an in-depth 
understanding of business drivers on the one hand 
and the political, economic, and social dynamics 
driving development on the other hand. As an intern at 
the Danish Embassy in New Delhi, Sara experienced 
the CSr challenges Danish companies meet when 
operating in developing countries, and deepened her 
understanding of the vast indian BoP-market.
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geneRating aCCess to BasiC needs 
(eneRgy, health, housing, insuRanCe)
Access to ‘basic needs’ means that the population 
can obtain water, food, shelter and health services 
in adequate quantity and quality to ensure survival 
and satisfy their right to “life with dignity.” in order 
to achieve these conditions, it is essential to build 
the physical infrastructure for the provision of ser-
vices over the long term in a way that sustains live-
lihoods and increases development and community 
empowerment in a sustainable and inclusive way. 

Ethiopia, Kenya: SolarKiosk Gmbh
Endeva (Germany)

Bangladesh: Tsinghua  Solar
School of Economics and Management,  
Tsinghua University (China)

india: Worldhaus
Emergent institute

Kenya: insurance for Jua Kali, UAP Kenya 
GiBS Base of Pyramid hub (South Africa)

DeLab. italy
FTP Social housing
Brazil without Favelas
Fez Ta Pronto
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oBjeCtiVes 

Provide access to clean energy for people living far away from the grid in Sub-Saharan 
Africa.

desCRiPtion

SolarKiosk started from a vision: to provide clean energy, aesthetically pleasing design, 
and high-quality services to people living in rural areas, far away from the energy grid.
As the project was driven by a team of architects, together with a partner with deep 
networks in ethiopia, the first step was to draw up a rough business plan and design 
the prototype.

SolarKiosk was part of endeva’s peer-learning workshop around solar kiosks in 2011 
and exchanged experiences with other German players involved in the business, inclu-
ding Siemens and Heri.

The first solar kiosk was set up near lake langano in ethiopia in July 2012.
From the beginning, it was clear that the design-based model of SolarKiosk could only 
work at scale. Therefore, SolarKiosk calculated its business case based on an expan-
sion to several countries in Africa. endeva supported the market research through a 
screening of all markets in Sub-Saharan Africa, prioritizing about ten countries and 
developing in-depth profiles including expert interviews. This deep background infor-
mation helped SolarKiosk to specify their replication plans. 

in 2013, SolarKiosk began start-up operations in Kenya. To date, seven solar kiosks 
have been mounted in ethiopia and five in Kenya.

SolarKiosk is a modular solar energy hub, featuring roof-mounted photovoltaic panels 
and battery storage system that can be easily transported to remote areas and assem-
bled in just a few days. because of its modular nature, multiple units can be connected 
together to form larger structures that could be powerful enough to create a local grid, 
or be configured for a specific application, such as powering telecommunications 
towers. The parts of the structure are lightweight and are ‘flat-packed’, so they do not 
need truck or container transport to deliver them to the site. The electrical compo-
nents of the system are delivered from off-site, but the bulk of the building materials 
are designed to come from locally abundant resources, such as stone or bamboo or 
adobe. Once the SolarKiosk is operating, it can serve to not only provide charging 
services and energy goods, but can also be the central gathering place after dark in a 
community, providing light and power long after the sun goes down.

lessons leaRned

Keeping costs low is still critical for developing profitable business at the boP. • 
design-driven businesses run the risk of ending up with a difficult cost structure. 
SolarKiosk managed this challenge by systematically working to reduce costs. The 
design ensures that critical components are high quality, while building materials 
can be sourced locally. it is thus optimally configured for scale-up. 

Finding reliable entrepreneurs for a franchise model is critical, but not easy. de-• 
signing an incentive system that will reward business success, but can also create 
revenues for the parent company, is challenging when working in remote areas.

solaRkiosk gmBh 
endeVa. geRmany

Country | region of implementation 
Ethiopia, Kenya, with expansion plans for SSA 

Year of implementation 
Beginning 
2011

Partners engaged
GrAFT Gesellschaft von Architekten Gmbh, Berlin 
Stefan Fittkau Metallbau, Berlin 
reiner Lemoine institut (rLi), Berlin 
hochschule für Technik und Wirtschaft (hTW) Berlin Ph
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Modular design is important to enable expansion of the kiosk and upgrading of ser-• 
vices. Once energy is available, people may want to move to more complex products 
and grid-based energy. The SolarKiosk allows that.

uPsCale and RePliCation

The initiative is already in a scale-up and replication mode.  • 

Need to consider where to produce the parts and how to continuously produce the • 
modular structure for the SolarKiosk.

Results aChieVed

Seven kiosks in ethiopia and five in Kenya• 

Thousands of people have access to clean energy, which is used mainly to charge • 
batteries, lamps and cell phones. 

Significant cost savings for consumers. • 

income opportunity for franchise takers.• 

Unhealthy fumes from kerosene are avoided.• 

ConClusions and ReCommendations

SolarKiosk began with a very high-profile launch, including star architects and a • 
lot of press. This high-profile deployment helped to win prizes and support, both 
financially and via networks. 

SolarKiosk Founder and CeO, Andreas Spiess, has longstanding personal ties with • 
ethiopia, which was critical to setting up the pilot there. 

Heri and SolarKiosk as two solarkiosk business models could learn from each • 
other. The same investor is involved in both companies and so information flows 
between them. The two businesses took very different strategic approaches: Heri 
very bottom-up and with local, low-key design, and SolarKiosk very high-profile and 
design-oriented. Trying different approaches along this continuum can help initiati-
ves to innovate faster.  

GErMANY 
Endeva
Brunnenstraße 192 - 10119 Berlin - Germany 
www.endeva.org  and info@endeva.org
Contact: Christina Gradl - 
Email: c.gradl@endeva.org  

Lab Profile: Endeva’s mission is to inspire and enable 
enterprise solutions for development.
As an independent institute, we work closely with 
partners from all sectors, including development 
agencies, foundations, universities, and companies 
both large and small. Together with our partners, we 
build, share and apply knowledge about how to deve-
lop and implement inclusive business models.

Endeva was founded in September 2010 as a suc-
cessor to the “Emergia institute”, which targeted 
inclusive business development. Building on this 
experience, Endeva draws upon a carefully culti-
vated global network of experts when carrying out 
projects with partners from the public, private and 
non-profit sectors. The results of these efforts have 
been incorporated into our diverse set of activities, 
which include the BoP Learning Lab in Germany and 
publications such as the “inclusive Business Gui-
de”,  “Creating Value for All — Strategies for Doing 
Business with the Poor” (published by the UNDP)., 
or “Towards Triple impact — Toolbox for Analyzing 
Sustainable Ventures in Developing Countries” (pu-
blished by the UNEP).  
Areas of expertise include the insurance, energy and 
pharmaceutical sectors, the role of donors and emer-
ging market multinationals for inclusive business, and 
the interface of environmental sustainability, poverty 
alleviation and business innovation, e.g. with regards 
to climate change.

Leader Bio: 
Christina Gradl is an expert on inclusive business. 
She is a founder and director of Endeva, an inde-
pendent research and consulting institute working 
towards enterprise solutions for development. She is 
also a strategic advisor to the UNDP Growing inclu-
sive Markets initiative and a research Fellow at the 
CSr initiative of the harvard Kennedy School. Chris-
tina co-authored numerous publications on inclusive 
business. With UNDP, she developed “Creating Value 
for All – Strategies for Doing Business with the Poor” 
and “The MDGs – Everyone’s Business”. She also 
co-authored Endeva’s “inclusive Business Guide”, 
the practitioners’ guide “Energize the BoP. Energy 
Business Model Generator for Low-income Markets” 
and Bertelsmann Stiftung’s “Partners in Develop-

ment – how Donors Can Better Engage the Private 
Sector for Development in LDCs”. Currently, Christina 
completes a PhD in economics. She holds an MSc 
in Philosophy of Public Policy from London School 
of Economics and a Master’s degree in international 
Business and regional Studies from the University 
of Passau, Germany. She was the Kofi-Annan-Fellow 
on Global Governance 2006/07 and an associate with 
McKinsey & Company.

Aline Krämer is an expert on inclusive business. As 
co-founder and managing director of Endeva, she 
has developed and directed research and consul-
ting projects on the topic. Aline co-authored several 
studies on inclusive business models - all aiming at 
understanding how to make these models work for 
both companies and the target group: people living 
in poverty. her field experience lies in understanding 
and assessing the needs of low-income consumers 
and integrating them into the development of suitable 
solutions. 
Aline enjoys bringing people from different back-
grounds together for mutual learning and exchange. 
She has organized and moderated workshops and 
trainings with diverse participants from both develo-
ped and developing countries.  As a researcher, Aline 
led projects on the development of inclusive and 
sustainable innovations in the housing and energy 
sector in Brazil for the research Centre for Design 
and Sustainability, for which she won the Emerald/
CAPES Management research Fund Award. Aline is 
currently completing her Ph.D. on “identifying Low-
income Consumers as a Source of innovation” at the 
TUM School of Management. 
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tsinghua solaR 
to exPloit the BoP maRket 
with Clean teChnology 
sChool of eConomiCs and management, tsinghua 
uniVeRsity. China

Country/region of implementation
China 

Year of implementation
2008-present

oBjeCtiVes 

in order to expand their business, Tsinghua Solar switched their target market from 
cities to rural areas. With the combination of clean technology and the boP market, 
the company seeks to increase its market share, as well as revenue, in the solar water 
heater market. 

desCRiPtion

in 1984, Professor yin Zhiqiang of Tsinghua University invented the core coating 
technology, which made the solar vacuum tube feasible for production. based on this 
invention, Tsinghua Solar was founded in 1989. Company leaders didn’t initially 
appreciate the market potential of the solar industry and they invested the loan from 
the bank in trade. The failure in the trade business caused Tsinghua Solar executives 
to reflect on their strategy and, consequently, they decided to refocus on solar pro-
ducts. in 1999, Tsinghua Solar started to produce its own branded solar water heater. 
it initially positioned its product in high-end markets (cities), competing with elec-
tricity-driven and gas-driven thermal heating systems. The main value proposition at 
that time was bathing cheaply, rather than environmental sensitivity. The product was 
accepted by many users because it was cheap in summer (free hot water), however, its 
adoption was limited in cities for two main reasons: 1) the unstable solar water heater; 
and 2) lack of adequate space for solar system placement.

There was a demand in rural areas for convenient bathing and improved quality of 
life. Seeing that most farmers could not afford expensive solar water heaters with 
many functions, many companies reduced the available features of these products, 
and only kept the low-cost water heating function. Such products sold well in rural 
markets because it satisfied the farmers’ demand. The rural market demand for inex-
pensive solar water heaters grew very fast and is considered as the major driving force 
for the quick growth of the solar industry. during our interview with one manager of 
Tsinghua Solar, he said, “The solar water heater market demand accelerated in 2005, 
thanks to the sudden growth in rural markets. At first, we were a technology-driven 
company, and didn’t care about the rural market. but all of a sudden, thousands of 
companies emerged, selling their products to low-end users and getting good return 
from the market. Some of them started to focus on high-end users,” creating competi-
tive pressure on Tsinghua Solar. “At the same time, [these companies] still grow very 
fast in rural areas ([serving] the low-end users). We had to re-think our strategy, and 
entered the rural market in 2008.”

in order to serve the rural market, Tsinghua Solar has innovated their business model 
by employing these key methodologies: 1) they proposed a new value proposition of 
the solar product for the boP – low cost and improving living conditions; 2) embedded 
marketing. As solar water heater is competing with non-consumption, the company 
needs to educate rural consumers about the product, its use, its benefits and so on. 
Second, the company built distribution in an embedded way. They utilized local 
channels such as kiosks, construction material shops, and so on. They also set up their 
own shops to sell the product. Thirdly, the company used informal channel to publish 
product information. They drove a float to villages and they organized performances 
during a county festival; and 3) they innovated the product to satisfy consumer needs. 
in accordance with varying region-specific conditions, Tsinghua Solar adjusted and 
modified its product in order to serve local consumers properly.   
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Results aChieVed

in order to serve the boP market, companies must innovate their products as well as 
their business model. 
Since they changed their target market to serve rural areas, Tsinghua Solar has seen 
an ever-increasing market share.  Their revenue has increased 30% since implemen-
ting the rural area program in 2008. 

ChiNA
  
School of Economics and Management, Tsinghua 
University
Beijing 100084, China - http://www.sem.tsinghua.edu
Contact: Professor TONG Yunhuan - tongyh@sem.
tsinghua.edu.cn 

Lab Profile: For over twenty years Tsinghua Uni-
versity School of Economics and Management has 
been growing fast along with the reform, opening-up 
and development of the Chinese economy. Today 
we continue to strive for building a world-class 
school of economics and management. The School 
benefits from the synergy of bringing two academic 
disciplines of economics and management into one 
institution. The School is committed to the excellen-
ce of both research and teaching for the purpose 
of advancing knowledge and educating leaders. 
The School cherishes ideas and theories, and at the 
same time values practical solutions and actions. The 
School combines China roots with global reach, and 
works to contribute to the development of China’s 
economy and society as well as to make an impact in 
the world. its mission is to advance knowledge and 
cultivate leaders for China and the world.

Leader Bio: 
Tong Yunhuan has a Master in Management Engi-
neering and Bachelor in Mechanical Engineering 
. his past experience include international Faculty 
Fellow, Sloan School of Management, MiT; Profes-
sor, School of Economics & Management, Tsinghua 
University; Associate Professor, School of Economics 
& Management, Tsinghua University; Visiting Scholar, 
Waterloo University, Canada and instructor, School 
of Economics & Management, Tsinghua University. 
his areas of research interests are Theory and Me-
thods of Evaluation and Assessment, Management 
of Technology innovation, Project Management, Sus-
tainable Development. he taught Business research 
Methodology, Decision-making of Project investment 
and Financing.
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addRessing the gloBal 
low Cost housing CRisis 
woRldhaus
emeRgent institute (india)

Country | region of implementation
india 

Year of implementation
2012

oBjeCtiVes 

Tackle india’s housing crisis by designing and delivering one million homes priced 
20-30% lower than homes built with existing construction methodologies and inclu-
ding amenities within the reach of india’s lower and middle- income groups, using 
sustainable processes and technology.

desCRiPtion

This initiative addresses the fact that, according to the United Nations Human Sett-
lements Program, more than 1.5 billion people in the developing world live in poor 
quality housing without access to basic infrastructure, including clean water, sani-
tation and electricity. in india alone, more than 500 million people—nearly half the 
population—need better housing.

The result: the “$1,500 House,” a 200-square foot solution to one of the world’s lar-
gest social problems, delivered in ten days for US $1,500. The first WorldHaus house 
prototype was completed in Chennai, india in 2012 using local building materials and 
labor.

“This is an innovative solution for the rural poor who often already have land but 
don’t have the know-how or the technology to build a house,” said diwakar Chintala of 
Gensler San Francisco

With rapidly expanding population growth putting increasing strain on domestic natu-
ral resources, providing safe, reliable housing to millions of citizens is an intensifying 
challenge to governments around the world. At the same time, advances in technology 
and communication mean low-cost, culturally appropriate solutions can be delivered 
more effectively across borders today than ever before. WorldHaus aims to address the 
global housing crisis by developing a sustainable, affordable way to protect people in 
developing nations from the elements and give them a permanent home they can be 
proud of. in January 2012, the WorldHaus concept became a reality with the comple-
tion of their first prototype home.

After months of planning and securing the prototype location in the outskirts of Chen-
nai, india, WorldHaus was ready to build in late summer of 2011.  Mother Nature 
had different plans and we were forced to postpone construction for two months due 
to two fierce monsoons that led to severe flooding.  Although recovery and cleanup 
were long and tedious, the storm only accentuated the need for solid, disaster-resistant 
housing in india.      

When construction finally started, the WorldHaus team of four local laborers built the 
prototype quickly, using WorldHaus’ proprietary building system to create a house 
that stands apart from traditional rural structures in three ways:

Strength - Strong, weather resistant, reinforced walls that provide increased protec-• 
tion from natural disasters and a roof that can support multi-story construction.

Speed – A building system that allows completion in ten (10) days, rather than months.• 

Comfort – A light, insulated roofing system that protects families from the heat and • 
a large covered exterior porch.

Smartblock™ by WorldHaus is a specially designed block system that is dry stacked, 
then automatically mortared through a network of channels throughout the wall struc-
ture, reducing wall construction time by up to 50%.
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WorldHaus utilizes the world-famous Covintec® construction system of cast in-situ 
pre-fabricated panels -rapidPanels™ that allows construction teams to install and cast 
load-bearing roof and floor slabs in a fraction of the time of traditional systems. 

lessons leaRned

 Challenges:
Preference for over-engineered buildings, which can lead to unaffordable houses.• 

lack of trained labor force and variance of raw material prices.• 

Communities have limited access to credit. Partnerships with housing finance com-• 
panies are also increasing access to families that previously could never dream of a 
mortgage and an affordable high-quality home.

On-site customization by the client without considering structural aspects.  • 

learnings
The team is developing a “catalog of ideas” for post-occupancy improvements that • 
will be provided to owners. The catalog will enable homeowners to customize the 
houses to suit individual needs, such as storage, and also provide inspiration to 
personalize the aesthetics of the house.

To avoid some of the pitfalls that often accompany affordable housing, the World-• 
Haus concept is focused on designing communities clustered around open spaces.

WorldHaus is also preparing a construction manual to illustrate the construction • 
process for construction workers and training them in the field.

uPsCale and RePliCation

This model is applicable not only in india, but also in Africa, Southeast Asia and other 
parts of the world. WorldHaus hopes to build 5,000 houses by the end of next year, 
and a million by 2020.

WorldHaus provides complete end-to-end support to clients from concept design to 
project completion. Their services include:

Architectural design from Gensler, The World’s largest Architectural Firm• 

Structural engineering and drafting, including electrical and Plumbing• 

end-to-end Construction Services from Foundation to the Final Finishing Touches• 

Sale of Construction Systems (Smartblocks™ and rapidPanels™) with installation, • 
Training and Support Services

Turnkey/Greenfield Projects• 

Joint Project development • 

Turnaround Time: WorldHaus’ ability to build multi-story standalone houses in less 
than thirty (30) days
allows its partners the opportunity to sell units faster, reducing borrowing costs and 
increasing rOi on their developments.

Results aChieVed

Affordability and lower environmental footprint: Up to 50% reduction in labor costs 
and 35% savings in concrete and steel make slabs and walls built with rapidPanels™ 
up to 40% cheaper than traditional systems. by keeping building weight to a mini-
mum, rapidPanels™ also allow foundations to be built more economically.

energy conservation - Comfort: insulation within the rapidPanels™ provides inter-• 
nal temperature reductions of up to 8°C compared to typical construction, reducing 
energy use in cooling and helps increase comfort.

Aesthetics: Most importantly, homes build with rapidPanels™ look and feel better • 
than rCC construction, giving families the pride of owning a beautiful indian 
home that they can have for life.

ConClusions and ReCommendations

Technical resources are critical to building community, and enpowering liG’s / 
MiG’s with housing needs. rapid construction techonologies with less dependency 
on local raw materials and local labor is going to be the future of construction. Gover-
nment should use its resources to build the capacity of these technical companies and 
residents’ groups to own or run their own projects. Partnerships with financial organi-
zations to fund the boP would enable better living conditions for these people.  

iNDiA
Emergent institute  
http://www.emergentinstitute.net
Opp. to Art of Living Udayapura, Kanakpura road, 
Bangalore- 560082
Contact: Chiropriya Dasgupta (Priya ) 
E-mail: priya.dasgupta@theiise.net

Lab Profile: The Emergent institute was created in 
2011 with a vision to create nothing less than a new 
model of business education and entrepreneurial 
training fit for the challenges in the 21st century.

This reflects their belief that the transformation to 
sustainability is the biggest business challenge and 
opportunity in the history of capitalism.

Emergent institute has developed an innovation 
ecosystem to focus on the next generation knowled-
ge, skill, and capability – crucial to success in incu-
bating clean technologies in underserved communi-
ties at the base of the pyramid.

Leader Bio: Chiropriya Dasgupta (Priya) is the Direc-
tor of Strategic initiatives at Emergent institute. She 
has over seven years of experience in technology, 

management consulting and business development 
for the corporate sector and for social enterprises 
working with the rural and urban poor. Priya’s expe-
rience at the BoP includes fund management and ad-
visory services for microfinance in Africa, enterprise 
creation for the informal waste sector in the Philippi-
nes, Brazil and Peru, design and implementation of a 
pilot Ultra Poor initiative with the largest tribalgroup 
in india, design and implementation of a ranking 
System for indigenous Groups in the Latin America 
and Caribbean region among others.
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giBs inClusiVe maRkets 
PRogRamme. south afRiCa  
insuRanCe foR jua kali, 
uaP kenya
goRdon institute of Business sCienCe 

Country | region of implementation
Kenya  

Year of implementation
2008-2013

Partners engaged
UAP Kenya, Kelley School of Business

oBjeCtiVes 

exploring an initiative that provides a model for introducing financial services to mar-
ginalized rural smallholder farmers. 
Understanding the elements of innovation and successful business model develop-
ment for low-income developing markets. 

desCRiPtion

UAP, Kenya’s third largest insurance company, has made a substantial impact on the 
food security and livelihoods of 75,000 smallholder farmers by offering a tailor-made 
and innovative crop insurance product.
 
UAP’s established market in upper- and middle-income segments is saturated and 
highly competitive.  The firm pursues interests in the low-income smallholder farmer 
insurance market, insuring crops against drought and flooding, as this is an unexplo-
red and underserviced economic segment with huge opportunity for top-line growth. 
Competitor firms have not been bold enough to foray into this segment making UAP 
a first mover.  

A simplified front end enabled by technology in the distribution and claims process 
with a complex back end, which the farmers do not have to engage with, are key inno-
vations in this case.
 
This wholly owned Kenyan company is genuinely invested in the welfare of these 
farmers and has innovated an ecosystem around their farmer clients where improving 
yield and protecting the farmers against erratic weather patterns is all part and parcel 
of delivering their service.

lessons leaRned

Theme 1-economics• 

Understanding the linkages among food security, support of rural incomes and econo-
mic development and structural transformation. 

Theme 2-Collaborative business Models• 

There are a number of key players collaborating in the success of this venture:
insurance firm UAP protects against economic shock (drought/flood).
Mobile network provider Safaricom M-Pesa supplies virtual payment channels and a 
platform for farming data.
Seed/fertilizer companies improve farming efficiencies and tangible product with 
subsidised insurance cost built in.
Mobile operators push information to inform on farming methodology.
A stakeholder representing the Agrovet network takes on the role of aggregating 
output and accessing fair market prices on behalf of the farming units.
Syngenta Foundation provides support in the form of subsidy and farmer relationship 
building.
The meteorological society provides weather pattern data.    
Collaborative innovation approach among multiple firms and NGO’s and government-
farmers are supported on multiple fronts by multiple firms and institutions, thus 
reducing the risk and cost per stakeholder of doing business in this environment.
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Theme 3- innovation• 

Promote disruptive and sustaining innovation, in order to structure frameworks for the 
developing and managing of local networks and management of diverse partnerships 

uPsCale and RePliCation

it is being scaled-up from a pilot of 200 in 2008 farmers to 78,000 in 2013.
Scaling to include livestock and health.

Results aChieVed

Food security-improved yield by using certified farm inputs such as the seed dUMA 
43 and fertilizer.
Surplus for smallholder farmers. Financial literacy and introduction to formal eco-
nomy. Protection from economic shock for farmers.  
New markets for UAP yields top-line growth. 

ConClusions and ReCommendations

To date, UAP’s profits on Kilimo Salama have been modest with the project barely 
breaking even in 2011. The company however has shown the patience required and 
dedicated the resources necessary to scale and embed  their service in low income 
communities.  

UAP have been able to leverage off the Kilimo Salama brand, knowledge and trust to 
launch other bundled agricultural insurance such as dairy. Offering affordable health 
insurance in rural markets is the next phase in their rural development plan, where 
farmers exposed to financial services through Kilimo Salama will be more open to 
adopting more sophisticated services.

With their newly developed expertise in understanding the low-income consumer and 
the realization of the potential of this market, UAP have partnered with Uchumi, one 
of east Africa’s leading supermarket chains, to offer pay as you go, off the shelf insu-
rance. This gives low-income consumers access to affordable and simple insurance 
from supermarket shopping shelves and their mobile phones.

This firm displays true ambidexterity and learning capability by servicing its mains-
tream higher income consumers whilst at the same time exploring new low-income 
markets. it has been able to leverage ideas and expertise from a single product/service 
to grow a portfolio of services targeted at responsibly serving consumers marginalized 
from accessing traditional financial services.

GiBS inclusive Markets Programme  
www.gibs.co.za
26 Melville road, illovo - Johannesburg
Contact: Tashmia ismail
ismailt@gibs.co.za

Lab Profile: 
The GiBS BOP hub works with multiple companies 
and arranges short courses, learning journeys into 
townships, engages in research and teaches BoP as 
a component on multiple corporate and academic 
programs. Our MBA programs also have a BoP elec-
tive in the second year. Below is a brief description 
of the distribution project. The GiBS BOP hub has se-
veral corporate partners, Nestle, Nedbank, Adcock-
ingram, PepsiCo, BASF, and Nampak. We work with 
multiple corporations on smaller programs but these 
are paying and active BoP members. in 2011 after 
several business model workshops and learning jour-
neys we developed a joint business model to attempt 
a pilot project in one of Johannesburg’s townships 
called Diepsloot. The idea is to use the joint expertise 
and resources of our member firms to launch a co-
llaborative distribution model. Part of the project is to 
partner with local ‘spaza’ stores to make them more 
competitive and include these micro-entrepreneurs 
as partners in the distribution model.    

!
Leader Bio: 
Tashmia ismail heads the GiBS inclusive Markets 
Programme (iMP). 
Tashmia has co-authored a book titled “New mar-
kets, New Mindsets” which looks at the innovation 
and strategies of several firms as they attempt to 
serve low-income consumers.

The purpose of the iMP is to aggregate, codify and 
disseminate academic and business knowledge 
on the low-income market space through dialogue 
and research in order to promote the concept of 
inclusive markets. in an effort to further the BoP 
agenda in Africa, Tashmia together with her GiBS 
BoP colleagues, has organized workshops, forums, 
publications, immersions and conferences in order 
to share best practice, discover operational models 
and encourage innovation. This in order for firms to 
profitably engage low income communities across 
the value chain by employing and procuring from 
and partnering with members of the BoP. Tash-
mia works with companies in crafting innovative 
and sustainable business models for low-income 
markets through the collaborative efforts of stake-
holders. The hub aims to create a neutral platform 
for dialogue and networking between like-minded 
companies, government, interested third parties and 
NGOS’s. The underlying philosophy of the GiBS BoP 
strategy is to encourage a symbiotic co-existence of 
the firm and community.
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delaB. italy 
ftP soCial housing 
BRazil without faVelas
fez ta PRonto

Country | region of implementation
Macaè, Brazil 

Year of implementation
2008-2010

oBjeCtiVes 

To understand how to promote innovative business solutions engaging boP commu-
nities in the absence of an institutional supporting environment.  

desCRiPtion

The business proposition was investigated collecting data via different sources: pri-
mary and secondary data. The latter encompassed press releases and official reports. 
Primary data was gathered through six semi-structured interviews with Fez ta Pronto 
staff working for the firm at different levels. The number of interviewees covered all 
the personnel involved in the definition and/or implementation of the firm’s boP 
strategy, hence, all the most knowledgeable actors were targeted. 

based on the answers related to Social impacts, it has emerged that the firm targeted 
an unmet need: the brazilian housing deficit. This is a relevant problem since the 
poorest are the most affected. Moreover, local institutions have not developed effective 
solutions; for example, housing loans are not affordable for poor people. Within this 
context, the business solution is in line with the boP approach: it is profitable, as well 
as environmentally and socially sustainable. Additionally, Fez Ta Pronto enhanced 
social transformation since its houses keep low-income people within urban areas 
preventing their marginalization. 

interestingly, even if Fez Ta Pronto is the only firm implementing a boP approach in 
their geographical area, they managed to create relationships with local stakeholders. 
Such relationships were mainly: informative, spreading the knowledge about the 
firms’ activities among development actors; technical, training local technicians and 
developmental, hiring local unskilled workforce. These formal and informal partner-
ships supported the goal of establishing a boP ecosystem. Moreover, it is possible 
to argue that such relationships may address structural criticalities of low-income 
markets and, more precisely, bureaucratic obstacles can be mitigated by building a 
coalition with local stakeholders and other bOP firms calling for faster administrative 
procedures. low-quality copycats can be avoided by informing local communities. Fi-
nally, financial constraints can be overcome by collaborating with other developmental 
actors with access to special funds.
 
From the responses related to the environmental impacts, it has emerged that the 
firm had to cope with the environmental concerns of their business sector, particu-
larly waste generation. in view of that, the firm developed an innovative approach to 
address such a problem – namely, a zero-waste housing system. Fez Ta Pronto cus-
tomized their greener business solutions to meet boP environmental sustainability 
requirements: indeed, blocks are made out of gypsum, a cheap and abundant material 
in brazil. Other environmental gains stemmed from the provision of additional tech-
nological innovations (water recycling devices, rainwater collectors and solar panels). 
Consequently, the firm managed to include a strong environmental sensitivity within 
its business strategy.

lessons leaRned

 
The case study contributed to reinforcing the awareness about the feasibility of sprea-
ding green technologies in low-income markets, even among customers unaccusto-
med to them. Such a qualitative study has additionally confirmed that inclusive busi-
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nesses lead to the creation of partnerships with boP stakeholders, even there where 
institutions are not proactively contributing to such a goal. 
As apparent from the interviews, the embeddedness of boP firms in the low-income 
context resulted in bOP ecosystems able to boost development improvements.
  

uPsCale and RePliCation

HOriZONTAl rePliCATiON vS. verTiCAl rePliCATiON
Fez Ta Pronto’s staff considered it theoretically possible to replicate their business 
model in non-boP markets. However, all of them recognized that this option would 
require additional costs, for example to buy building land. Mr. Souza and Mr. Selva-
nayagam added that Fez Ta Pronto would rather expand in other developing areas, 
such as Africa or Asia, since their demand for social housing is massively increasing. 
Consequently, none of the interviewees considered moving the business to advanced 
markets and they indicated a preference for meeting the housing deficit of other low-
income countries. 

Moreover, the firm recognized boP segments, given their extent and market potential, 
as the best for deploying its activities. in addition, Fez Ta Pronto showed a positive 
attitude about the future diffusion of green technologies in low-income countries, 
provided that prices remain affordable.

Results aChieVed

SOCiAl OUTCOMeS: 

Creation of an alternative housing model for those living in global slums and shan-• 
ty towns, increasing the quality of living conditions; 

employment of unskilled workforce, due to the simple and highly productive buil-• 
ding procedures;

engagement of young people and women, in line with the aspiration for sustainable • 
development of the global base of the pyramid housing sector;

Preference for vertical construction strategies which do not relegate poor people • 
to the remote periphery, allowing for their inclusion within central metropolitan 
regions. 

eNvirONMeNTAl OUTCOMeS

Gypsum block production requires approximately 200°C of heat, significantly less • 
than most commonly used materials for residential construction;

Zero waste;  • 

Gypsum plaster production CO² emissions are 80% less when compared to stan-• 
dard construction materials;

rain and underground water capture – leading to cisterns that enable each housing • 
unit, via 2 independent hydraulic networks, to have access to between 12 and 14 
thousand litres of water in addition to mains supply (enabling cost savings of up to 
50%);

Solar energy, specifically used to heat bathroom water, is installed in every unit.• 

eCONOMiC OUTCOMeS

Counter-cyclical (value-based) market pricing – values are tailored according to the • 
purchasing power of low-income populations and remain so, regardless of econo-
mic conditions;

Cost savings across all stages realized by cost optimization of the construction pro-• 
cess: aggregated costs are at least 30% lower than the most commonly used indices 
in brazil (including SiNAPi, the basic Unit Cost or CUb and the National institute 
of Construction Costs or iNCC measure);

ConClusions and ReCommendations

Overall, Fez Ta Pronto’s case prioritized social and environmental outcomes, resulting 
in developmental improvements. Furthermore, the creation of a network with local 
stakeholders and/or other bOP firms helped the company overcoming structural criti-
calities of boP markets, as well as enriching its business approach.
DELAB  
http://delab.it/? 

Contact: Lucia Dal Negro 
lucia.dalnegro@delab.it

Lab Profile: De-LAB is a group of professionals who-
se different technical skills are required to develop 
applied research projects, consultancies and ini-
tiatives in the field of inclusive Business and Social 
innovation. The team works for universities, firms, 
private or public institutions. De-LAB’s services are 
in between the academic investigations and innova-
tive projects to be implemented in a profitable and 
sustainable way: we aim at representing a synthesis 
between the innovativeness of the research and its 
practical implementation. 

Since March 2013 De-LAB has developed a training 
course on inclusive Business with a specific focus 
on Africa. The initiative, sponsored by a platform of 
non-profit and institutional partners, will be part of a 
Summer School awarding the best African student 
with the financial support to launch his/her business 
idea. Additionally, De-LAB collaborated with the 
high School of Environmental Studies of the Catholic 
University of Milan developing a training session 
devoted to inclusive Business Project Development. 
Thirdly, De-LAB is exchanging ideas and building its 
own network together with NGOs, Foundations and 
private companies in order to raise the awareness 
about inclusive Business initiatives.

Leader Bio: Lucia Dal Negro got her Bachelor of 
Art in international relations, major in internatio-
nal Development and Cooperation at the Catholic 
University of Milan on September 2006. her disser-
tation focused on the recovery of the Srebrenica’s 
community after the genocide of 1995. She got the 
Master’s degree in 2009, with a dissertation inves-
tigating the Nestlè-Nespresso’s sustainable coffee 
farming project in Costa rica. From 2009 to 2010 she 
attended an additional specializing year at the high 
School for Environmental Studies of the Catholic 
University, during which she spent three months at 
the UNEP/Wuppertal institute collaborating Centre 
on Sustainable Production and Consumption. At the 
end of 2010 she got a scholarship to attend a three-
year PhD within the Political Science doctoral School 
of the Catholic University of Milan. in 2011 she moved 
to London where she got a MSc in “Environment 
and Development” at the London School of Econo-
mics. After that, she spent three months as a visiting 
student at ENDEVA (Berlin), the German BOP Lab. 
Once back in italy she decided to launch the italian 
focal-point for BOP/inclusive Business issues and in 
March 2013 she founded De-LAB, together with two 
colleagues living in italy and three living in Vietnam, 
india and Germany. At De-LAB Lucia follows the 
inclusive Business projects, whereas her colleagues 
work in the Social innovation’s area. 
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the BoP gloBal netwoRk

The boP Global Network is a learning community made up of academics, entrepre-
neurs, and executives who are interested in creating and disseminating knowledge 
about the theory and practice of business at the base of the Pyramid. The boP Global 
Network seeks to identify, document, disseminate, and scale business innovations that 
create value for enterprises, while simultaneously addressing the challenges of pover-
ty, inequity, and environmental degradation.

To bridge this gap between the theoretical and applied worlds, the boP learning lab 
helped catalyze the development of an applied research agenda. Using multidisciplinary 
approaches, boP learning lab researchers now experiment with new frameworks and 
processes for companies to use when engaging boP communities, creating new mar-
kets, incubating disruptive, clean technologies, innovating new business models, and 
assessing social and environmental impacts.  As interest in this field grows, there is an 
increasing need for leadership, collaborative experimentation, and rigorous research.  
These needs can be addressed through participation in the boP Global Network. 

initially, the emphasis of the boP learning labs was to challenge assumptions by 
educating business leaders on the opportunity offered by enabling low-income markets 
to flourish through enterprise creation. Since its inception, a diverse group of people 
inspired by champions and innovators around the world have joined together in increa-
sing numbers to form the foundation of this community. Today, there are eighteen (18) 
boP learning labs or innovation Centers in the Americas, Africa, Asia and europe (see 
global map of boP lab locations) that comprise the boP Global Network.
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