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EXECUTIVE SUMMARY 

Two of the biggest problems in the world, poverty and climate change, can be addressed with one 

solution. Providing access to sustainable energy, however, how would this be done? Of course there 

are development aid organizations that have been able to be of great help to the impoverished. 

Nevertheless, the poor population is growing and climate is changing rapidly, therefore, a more 

efficient manner of reaching the poor through sustainable energy solutions should be created.  

Prahalad (2004) offers the idea of business at the bottom of the pyramid, which means that 

innovative ways of business are created in order to alleviate poverty and raise a profit for the 

business at the same time. This is a matter of strategy, how to set up a business in such a way that it 

is able to serve the poor but also leave a reasonable margin for the company. The set up and 

organization of this innovative way of performing business is referred to as a business model. Teece 

(2010, p. 173) presents the main idea of a business model is that “it defines how the enterprise 

creates and delivers value to customers, and then converts payments received to profits”. In this case 

the customers are the poorest of poor in development countries and the value created and delivered 

by the company is social value through poverty alleviation by providing access to sustainable energy. 

Now, what kind of business model would suit this specific situation? Needless to say, this is a 

different kind of business model compared to a company selling luxury skincare products in 

developed countries. The aim of this research is to find out what the best business model is to 

engage in the BoP.  

In 2008 Koenders wrote a policy notification (Koenders, 2008) which should stimulate Dutch firms 

and organizations to engage in the renewable energy sector in development countries. However, 

after talking with a few Dutch experts on the topic of business models it became clear that there is 

hardly business, however, many organization are active in the focal area which all act according to 

some sort of business model.  

There are two essential elements for a business model of a renewable energy company in developing 

countries which stand out after analyzing the international and Dutch cases. The first concerns the 

incorporation of local people on the business side of the market, not merely the consumption side. 

This creates employment, which provides local people with an income generating job. Second, it is 

very important to connect and partner with an experienced local NGO in the area and therefore has 

access to a huge network of local contacts. By aligning activities of the company and the NGO this 

will lead to greater social value creation, because activities of one party will enhance the 

effectiveness of the activities of the other party.  

However, there are two factors which form hurdles for the success of renewable energy businesses 

in developing countries. First, the local circumstances in these countries are very different from 

developed country. This means that the activities of the company should be in line with the local 

circumstances in order to create value for the customers and the firm. Second, the Dutch policy is 

not favorable for setting up a business which would contribute to the alleviation of poverty in 

developing countries. Dutch public policy has been very unstable during the last decade which lead 

to the withdrawal of many projects and investors, because there is no security for returns on the 

investments. If Dutch policy would pro-actively shape the institutional environment in the 

Netherlands this would stimulate companies to engage in renewable energy in developing countries.   
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CHAPTER 1: INTRODUCTION 

Poverty in developing countries and climate issues around the world are both well known issues 

which affect each one of us in some way. Actually, these are not just issues, these are great problems 

which have to be dealt with. The problem is, who is going to do this? Who is responsible? Is it a 

matter of responsibility? Or is this a moral case? Many parties have already tried to eradicate 

extreme poverty but none have been really successful up till now.  

Initially governments from around the world donated funds to countries in distress. Then churches 

felt they had to do something in developing countries and offered their support to the poor. Crisis 

and development aid organizations followed them, but in a much more structured way. NGO’s are 

the next, followed by public-private partnerships. However, these parties have been able to help but 

it wasn’t enough because poverty continues to be widespread. Therefore, for-profit businesses are 

spurred to do their part. 

Prahalad was the first to write about the potential commercial companies have to address these 

issues and the potential of developing country markets constituted by the poor. The idea of the base 

of the pyramid market was born when Prahalad wrote his book “The fortune at the bottom of the 

pyramid: Eradicating poverty through profits” (2004). The main idea is that commercial companies 

should look for innovative ways of doing business in order to turn the poor into a viable marketplace. 

The idea of the base of the pyramid seems very legit, after all, there are around 1two and a half 

billion people who live in poverty – below $ 2 a day (Karnani, 2009, p. 38) – and collectively form a 

giant market for businesses from all over the world.  

However, there is also still the question of climate change, how do we address that? Especially, 

developing countries, which are still poor but already do have access to much more basic needs and 

perhaps more “luxurious” needs, such as motorized transportation for individual consumers. This 

means that oil and gas are widely used which has an immense effect on climate change. What if the 

poorest of the poor could skip the step of fossil fuels? Meaning that they do not get themselves 

dependent on fossil fuels but profit from the benefits of renewable energy and through that create a 

higher living standard for themselves.  

The best solution, would be if both problems of climate change and poverty, could be addressed at 

the same time. What if the livelihoods of the base of the pyramid could be improved by offering 

access to renewable energy? What if relatively powerful for-profit businesses from developed 

countries would be able to facilitate this solution and profit from it at the same time? Actually, this 

would be very challenging for developed country based companies, because their current activities 

are based on expenditure levels of high-income households. Would these companies be capable of 

offering the same product or service to the bottom of the pyramid and taking into account their level 

of expenditure? 

The main thought behind this research is that businesses should address the giant market in 

development countries with renewable energy solutions for the basic energy needs of the base of 

                                                                 
1
 This is dependent on how poverty is defined. Sala-i-Martin (2005) explains that the poverty line can be based 

on minimum caloric intake or monetary value. If decided to base the poverty line on a monetary value, should 

this be based on consumption or income? Where should this line be? At $ 1 or $ 2 a day? Or perhaps $ 15 

(Pritchet, 2003)?  
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the pyramid. However, how would they do this? It is obvious they are not able to do this with the 

same business logic for developed countries, there are other circumstances which commercial 

companies have to take into account in order to turn it into a success. Prahalad (2004) describes this 

as the process to innovate the current way of doing business to become suitable for markets, for the 

poor.  

This leads us to the main question, how should commercial firms innovate their business when 

entering the renewable energy market at the base of the pyramid? This is a question of business 

strategy, in recent years more and more research has been done on business models. The main idea 

of a business model is that “it defines how the enterprise creates and delivers value to customers, and 

then converts payments received to profits”. (Teece, 2010, p. 173) . Therefore, a business model is, in 

this case, a nice tool to get a grip on the understanding of how to do business in the renewable 

energy sector in a development country.  

Despite the great deal of research on business models there is still a lot which up till now remains 

unclear. Burkhart et al. (2011) identifies a few major gaps in the literature which should be addressed 

in the future. Burkart et al. (2011) states that there has been little research on the evaluation of 

business models; resulting in no knowledge gain, no lessons were learned from practical experiences. 

Also Zott & Amit (2010) acknowledge this idea by stating that no designing guidelines exist. No tool 

exists to evaluate and analyze business models. The goal of this research is to deduce lessons from 

hands-on experience of practicing business models, learn from them, and create some general 

guidelines for the future. The goal of this research is to be able to understand what business model is 

used and which should be used when engaging in renewable energy. In order to achieve this 

understanding I aim to analyze and compare cases and deduce some best practice lessons from these 

cases for future endeavors. 

However, by identifying some general guidelines for the future and advising what kind of business 

model should be used for renewable energy companies in developing countries is not enough. In 

order to address the climate change and poverty problems the business model should create social 

value for the customers. Within these sectors there are a lot of different parties involved who all 

require their own solution for their own individual problem. Addressing these individual problems 

one by one makes handling the climate change and poverty problem completely undoable. 

Therefore, it is important to align the possible and different business models operating in the market 

for the poor. However, a business perspective is not about aligning business models with other 

businesses, it is about standing out over others. The only organ which is able to influence this is the 

government, which can adjust its policies regarding businesses in developing countries.   

The Dutch Ministry of foreign affairs wrote a policy notification in 2008 on international cooperation, 

(Koenders, 2008) which intended to stimulate the activities of Dutch renewable energy organizations 

in Indonesia and the Great Lakes region in Africa (which includes: Burundi, the Democratic Republic 

of Congo, Rwanda, and Tanzania) for poverty alleviation. The goal of this research is to identify these 

business models, find similarities, differences, bottlenecks, successes, etc. in order to be able to draw 

conclusions from these projects and shed light on the alignment between different business models 

by proposing an advice on how to organize a business in this sector and how public policy may affect 

this.  
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 Therefore, the following research question is formed: 

What business models did Dutch renewable energy organizations use to 

organize poverty reduction activities in Indonesia and the Great Lakes 

region; and what hurdles did they encounter in putting these models into 

practice? 

In order to answer this research question, several sub-questions were formed: 

- What are the different business models used by the organizations? 

- What roadblocks did they encounter in putting these business models into practice? 

- How do the different business models hang together and what can public policy do to 

promote coherence between different models and activities? 

The first chapter deals with the existing literature on business models, where did this literature come 

from and how different perspectives were established. The subject of coherence among different 

business models will also be discussed in this first chapter. The following chapter will provide some 

insight on how the research will be performed, where the information will come from and how this 

will be analyzed. The third chapter provides additional information for the research, this includes the 

local situation in Indonesia and the Great Lakes region in Africa and possible business model types. 

The analysis will discuss the business models, hurdles, and other important aspects, such as specific 

local circumstances and Dutch policy, which have been found during the research. The conclusion 

will provide an advice on how a business model should preferably look like when involved in 

renewable energy in developing countries and how Dutch public policy could stimulate coherence 

among business models in order to enhance the social value created.  
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CHAPTER 2: THEORY 

The growing interest in the research of business models is a very recent development, due to shifts 

from the industrial economy to our current economy filled with services, information- and 

knowledge transactions. It had always been pretty clear how value was captured, the classical 

economic model worked; if a product was considered valuable to the customer, the customer would 

pay for it (Burkhart, 2011). However, in the current economy this model does not apply (to all 

sectors) anymore. Nowadays, customers want solutions for their needs (Burkhart, 2011), which does 

not readily roll off the assembly line, every customer has different needs, therefore, each need 

should be addressed differently. Hence, the business model. An important characteristic of a 

business model is that there are no readily available specific “types” of business models to apply to a 

certain business (Burkhart et al., 2011; Teece, 2010). Each business model is often specifically 

designed for a particular business or project. This implies that each business model is different, no 

business model designed for business A can be immediately applied to business B; each situation is 

different. On top of this, each environment – as in each specific location or situation – where the 

customers’ need is answered is different too due to different competitors, substitutes, suppliers, and 

norms and values of the customer. Therefore it is very important to align the business model to the 

specific circumstances of the environment the business model is meant for, order to create value for 

both the customer and the focal firm (Teece, 2007; Venkatraman & Prescott, 1990; Zott et al., 2011). 

Nevertheless, this created value has to be appropriated as well in order to create value for the firm, 

is this is done effectively this can enhance firms performance (Zott & Amit, 2007).  

The importance of business models has only become evident in the past decades, however the term 

business model was used as early as 1957 by Bellman et al. and in 1960 by Jones (Burkhart et al., 

2011). Only since the second part of the 1990’s the economic and practical relevance became 

evident (Burkhart et al., 2011); due to the rise of the internet which created a different way for 

producers to reach customers and a new way for customers to acquire information from all providers 

of the need to which an answer was sought for. Therefore, business model literature was initially 

focused on internet businesses, however, today, many different sectors are studied using the 

business model concept. Many scholars acknowledge the important role of a well-formulated 

business model resulting in a competitive advantage which leads to better business performance 

(Afuah & Tucci, 2001, p. 45; Zott et al., 2011; Teece, 2010). Some even state that the business model 

is basis for competition and can therefore become a competitive advantage (Casadesus-Masanell & 

Ricart, 2010; Markides & Charitou, 2004). If the business model has the potential of creating and 

appropriating value for the focal firm more effectively than other companies can, than this is a 

competitive advantage.  

BUSINESS MODEL DEFINITIONS 

Now what exactly are business models? Many scholars do not even have a proper answer to this 

question and the ones who do have an answer, answer differently and propose diverse definitions 

for this concept. Zott et al. (2011) have collected most of these definitions from the literature which 

can be found in table 1. The left column shows the author(s) proposing the definition, the middle 

column is the definition, and the right column shows other authors who refer and adopt to the 

proposed definition.  



  

 A.N. Schoonbeek – 0751126  10 

Table 1: Business model definitions (Zott et al., 2011, p. 6) 

Author(s), Year Definition Papers citing the 
definition 

Timmers, 1998 The business model is “an architecture of the 
product, service and information flows, 
including a description of the various business 
actors and their roles; a description of the 
potential benefits for the various business 
actors; a description of the sources of 
revenues” (p. 2). 

Hedman & Kalling, 
2003 
 

Amit & Zott, 2001; Zott & Amit, 
2010 
 

The business model depicts “the content, 
structure, and governance of transactions 
designed so as to create value through the 
exploitation of business opportunities” (2001: 
511). Based on the fact that transactions 
connect activities, the authors further evolved 
this definition to conceptualize a firm’s business 
model as “a system of interdependent activities 
that transcends the focal firm and spans its 
boundaries” (2010: 216). 

Hedman & Kalling, 
2003; Morris, 
Schindehutte, & 
Allen, 2005; Zott & 
Amit, 2007, 2008; 
Santos, Spector, & 
Van Der Heyden, 
2009; Bock, Opsahl, & 
George, 2010 
 

Chesbrough & Rosenbloom, 2002 
 

The business model is “the heuristic logic that 
connects technical potential with the 
realization of economic value” (p. 529). 
 

Chesbrough, Ahern, 
Finn, & Guerraz, 
2006; Chesbrough, 
2007a, 2007b; Teece, 
2007, 2010 

Magretta, 2002 
 

Business models are “stories that explain how 
enterprises work. A good business model 
answers Peter Drucker’s age old questions: 
Who is the customer? And what does the 
customer value? It also answers the 
fundamental questions every manager must 
ask: How do we make money in this business? 
What is the underlying economic logic that 
explains how we can deliver value to customers 
at an appropriate cost?” (p. 4). 

Seddon, Lewis, 
Freeman, & Shanks, 
2004; Ojala & 
Tyrväinene, 2006; 
Demil & Lecocq, 2010 
 

Morris et al., 2005 A business model is a “concise representation 
of how an interrelated set of decision variables 
in the areas of venture strategy, architecture, 
and economics are addressed to create 
sustainable competitive advantage in defined 
markets” (p. 727). It has six fundamental 
components: Value proposition, customer, 
internal processes/competencies, external 
positioning, economic model, and 
personal/investor factors. 

Calia, Guerrini, & 
Moura, 2007 
 

Johnson, Christensen, & 
Kagermann, 2008 
 

Business models “consist of four interlocking 
elements, that, taken together, create and 
deliver value” (p. 52). These are customer value 
proposition, profit formula, key resources, and 
key processes. 

Johnson & Suskewicz, 
2009 
 

Casadesus-Masanell & Ricart, 
2010 
 

“A business model is . . . a reflection of the 
firm’s realized strategy” (p. 195). 
 

Hurt, 2008; Baden-
Fuller & Morgan, 
2010 

Teece, 2010 
 

“A business model articulates the logic, the 
data and other evidence that support a value 

Gambardella & 
McGahan, 2010 
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proposition for the customer, and a viable 
structure of revenues and costs for the 
enterprise delivering that value” (p. 179). 

 

There are a few general notions which can be picked up from the literature which attempts to define 

business models; even though reasonably diverse definitions are proposed, each one of these include 

some similar building blocks. From all the definitions proposed in table 1 above I have deduced five 

critical components: structure, actors, value creation, activities, and interrelatedness of these 

activities.  

The first shared component of a business model to be identified from the table above is the structure 

of a company, which refers to how the company is set up and characterizes the organization of 

internal activities of the company. Several authors refer to this structure differently; Timmers (1998) 

uses the term ‘architecture’ to refer to the internal processes, such as product and information flows. 

Amit & Zott do use the word ‘structure’ in 2001. However, in 2010, they change it to a ‘system’ of the 

internal activities but also how these activities span firm boundaries – more about that later. 

Chesbrough & Rosenbloom (2002) and Teece (2010) talk about the ‘logic’ behind firm activities. 

However, Teece (2010) also uses the word ‘structure’ in order to mention the financial side of the 

companies’ activities; the revenue and costs structure, in other words, how the profit is made.  

The second common component is the involvement of actors, as Timmers (1998) very generally 

refers to them. The other authors speak about customers (Magretta, 2002; Morris et al., 2005; 

Johnson, Christensen & Kagermann, 2008; Teece, 2010). The customer is a very prominent part of 

the business model definition and the other ideas revolve around the customer. When referring to 

customers this concerns the needs of the customers and how these needs are perceived by the 

solution-providing company. However, the focal company is not the only company present in the 

network, competitors, suppliers, and possibly providers of substitutes are also present (Porter, 1979). 

These provide incentives for the focal company to perform better than competition. Furthermore, 

companies which the focal firm may cooperate with also have a great impact on the network, 

because the business model might be adapted in order to create a better fit with these companies 

and therefore enhance the success of the cooperation. Only Amit & Zott (2001 & 2010) and 

Chesbrough & Rosenbloom (2002) do not refer to customers per se, however, they do mention 

‘transactions’ and ‘connections’, which, by definition, means there is a providing and a receiving 

party involved.  

The third, not less important, component is value creation (Amit & Zott, 2001; Zott & Amit, 2010; 

Chesbrough & Rosenbloom, 2001; Margretta, 2002; Morris et al., 2005; Johnson, Christensen & 

Kagermann, 2008; Teece, 2010). The reason why customers are a part of the definition is because of 

the value creation aspect. In order to create value for the company, the customer is necessary. 

Therefore, creating value is the goal of the business model; the business model is established in 

order to create value for the company by creating value for the customer. Value for the company is 

expressed in profit for the company and value for the customer is an answered need. With the rise of 

the internet and other new high-tech products these needs have been growing exponentially. In 

order to meet these new needs, the rate of innovation has been increasing at the same pace in order 

to keep up with the very dynamic market (Booz et al., 1982; Cooper, 2000; Branscomb & Auerswald, 

2002; Nieto, 2004).   
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The fourth component, is the way of creating value for both the firm and the customer; these are the 

activities – as Amit & Zott (2001) and Zott & Amit (2010) describe them. Timmers (1998) refers to 

them as the roles of the actors in the value exchanging process; and Johnson, Christensen & 

Kagermann (2008) and Teece (2010) speak of processes, such as the activities the company 

undertakes in order to reach the customer and provide the solution to their needs. All these 

concepts discuss the physical activities – such as production, distribution, or marketing  – which lead 

to the creation of value for both the firm and the customer. For example, this can mean that a 

company decides to sell a certain product, and also produce it themselves; however, a company can 

also choose not to produce in-house but instead outsource this activity to other companies and 

cooperate with them. Furthermore, the role of technology is very important here. Not only for the 

product or service offered but also the use of technology when making the product or service is 

essential. Technological innovation can mean staying ahead of competition. Through technological 

innovation, for example, production processes can be faster or cheaper. This leads to either faster 

response time towards the customer or offering the product or service at a lower price compared to 

competitors.  

The fifth and final component is actually an aspect of the fourth concept which is the interrelatedness 

of the activities. Amit & Zott (2001), Zott & Amit (2010), Morris et al. (2005), and Johnson, 

Christensen & Kagermann (2008) all discuss this interrelatedness as a part of the business model 

definition. These authors do all imply that this interrelatedness does not merely include internal 

activities of the firm, on the contrary, these interrelated activities include the activities with 

customers and other cooperating firms. Activities of the company are interrelated, meaning that they 

should “match” to each other in order to enhance each other’s effectiveness. However, in order to 

create value for the customer, not only the internal activities of the company should be aligned, also 

the activities should be matched with the activities of other actors in the network. These other actors 

are the actors up- and downstream of the value chain. If the activities of these actors would 

interrelate – align – the effectiveness of each activity is enhanced; because no activity is interfering 

or overlapping with another activity. As mentioned earlier, a company should be able to create the 

potential for value creation, however, the next step is to realize this created value by reaching the 

customer. The activities to create value for the customer should be interrelated with the activities in 

order to create value for the firm; only by doing this the value creation for the customer can lead to 

value creation for the firm (Zahra & George, 2002). In other words, if the potential is there, it does 

not necessarily mean the potential value will be turned into realized value.  

These five components may be combined to form a working definition for this research. There may 

be no unanimous definition among scholars yet, the concepts including the various definitions show 

some important similarities. Therefore, I will work with the following definition statement which 

includes all common components.  

A business model describes the structure of the interdependent activities within 

and outside the company which enable the company to create value for the 

customer and itself 
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EMERGENCE OF THE BUSINESS MODEL LITERATURE 

The emergence of the business model field of research has, over time, evolved into three different 

streams. Also, the field is still quite young (Burkhart et al., 2010; Teece, 2010; Zott et al., 2011; 

Casadesus-Masanell, 2009) and therefore these three different streams have not yet been able to 

converge into one unified field of research. Each stream has its own focus and way of perceiving a 

business model. Zott et al. (2011) recognize these streams and describe them. The first stream 

completely focuses on the e-business and states that the rise of the internet is the cause for the 

change in the way firms ‘do business’. The second stream perceives the rapid development of 

technology and innovation as the driver behind the new business model literature. The third stream 

considers the business model as a new part of Strategic management literature and is mainly focused 

on value creation and cooperation through activities.  

The first group of scholars recognizes the establishment of e-business during the 1990’s – with the 

rise of the internet – as the main reason for the emergence of business model literature (Amit & Zott, 

2011; Burkhart et al., 2011; Teece, 2010; Jouison-Laffitte, 2010). According to them the internet 

completely changed the way of doing business and how to gain a profit. The internet caused a 

revolution because new ways of capturing value had to be created; these new ways are being 

referred to as new business models. Before the internet bubble the customer had a lot less power, 

the customer was dependent on the information a producer would provide. Nowadays, a customer 

has online access to opinions of other customers of the same product or of a substitute product. 

Furthermore, not only communication between producer and customer, but also communication 

within the company is much faster due to the internet. However, the main reason for the interest in 

business model research was that the producer was offered a completely new way of distributing its 

products to its customers. Because of the internet, no more physical shops were necessary, a new 

way of selling products or services was electronically, through the internet. This field of research is 

actually the biggest stream among the three which have been identified. Much research effort has 

been put into the new ways of capturing value from basically the same product or service for sale.   

The second group considers modern day technology and the rapid innovation rate as the main driver 

for the business model research (Perkmann & Spicer, 2010). The main issue here is that the new 

technology or innovation has become a mechanism for the company to use in order to meet its 

newly perceived customers’ needs (Zott et al., 2011). Furthermore, the business model itself can be 

subject of innovation as well; new forms of business models are considered in order to capture value 

for the firm and the customer (Zott et al., 2011). Finally, the business model could be a way to 

develop a new technology. The business model can provide the proper environment beneficial for a 

new technology to be stimulated because the technology is still in its infancy. This means that the 

business model includes the set up of a company which is necessary for the stimulation of 

innovation, in order to let the technology grow into something a customer is looking for and finds 

valuable. This set up should align the internal activities of a company, it has been proven that this will 

lead to more sharing of knowledge which is essential for the innovation process (Stock et al., 2001; 

Roberts, 2007; Sherman et al., 2005). The business model can be a source of competitive advantage 

(Zott et al., 2011; Casadesus-Masanell & Ricart, 2010; Markides & Charitou, 2004).  

The third group of scholars focuses on a firms’ performance, its value creation, and competitive 

advantage. As has been mentioned before, due to the internet, new ways of capturing value had 
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been created. Also, this value creation happens in a completely different arena, many of the parties 

involved are linked together, or are at least able to link. Due to this new environment in which 

business is performed, management scholars got interested in order to grasp this new way of 

capturing value in the new environment. However, due to its broad applicability characteristics, this 

stream does not only focus on the concept of a business model in the e-business but have diverged 

and extended the business model into various other fields; such as development issues (Seelos & 

Mair, 2007; Thompson & MacMilan, 2010) and renewable energy (Richter, 2012). Another 

understanding within this field of research is that a business model can create a competitive 

advantage. Afuah & Tucci (2001) even state that the business model can explain the competitive 

advantage and a better performance over other companies.   

BUSINESS MODEL PERSPECTIVES 

Apart from the above mentioned three streams of focus within the business model literature, there 

are also a few ways of how to perceive a business model. Al-debei & Avison (2010) have identified 

five different concept-types of business models: ‘conceptual’, ‘multi-level’, ‘dynamic’, ‘granular’, and 

‘coherent’. These types represent a certain direction and the goal a business model can have within a 

company.  

The first, the conceptual principle, merely sees the business model as an abstract simplification of 

the working environment of the company and therefore the business model is only perceived as a 

conceptual tool in order to shed light on the organization of the processes of the company 

(Österwalder et al., 2005).  In other words, the business model, is simply a reflection of the structure 

of the company and its activities in the environment.   

Second, the multi-level perspective implies that the business model has various levels of 

understanding and applicability. Several options are at hand, the business model can be applied to 

the company itself, or just a division or business unit, or to the network the company (Österwalder et 

al., 2002) is in (Magretta, 2002; Kallio et al., 2006; Al-debei et al., 2008a,b).   

The dynamic perspective is based on the fact that a business model, especially with the current high-

tech developments, should be able to adapt as fast as possible to the continuous changes in the 

environment (Hedman & Kalling, 2003; Al-debei et al., 2008a).This means that the business model of 

the company should provide the possibility to be adapted to the exogenous technological, socio-

economical, and political environment, but also, to changes in the supply chain or altered changes in 

the needs of the customer. This perspective is specifically focused on the dynamics of the current 

fast-changing world, firms should – be able to – adopt a business model which is suitable to change 

with the outside environment in order to keep up or stay ahead of competition. In this way the 

business model becomes a source of competitive advantage (Zott et al., 201, p. 14; Casadesus-

Masanell & Ricart, 2010; Markides & Charitou, 2004).  

Fourthly, the coherent perspective, is comparable to the conceptual principle, however, the coherent 

perspective more thoroughly provides insight into internal processes but also its link and interactions 

with the external environment. The coherent perspective includes the environment of the company, 

which means the supply chain with corresponding actors and their activities, the customers, 

competitors, and perhaps available substitutes for the product or service offered by the focal firm.  
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The final perspective, the granular perspective, holds that the components of the business model can 

be broken down and divided into elements. This perspective is very useful because it is highly 

comprehensive which leads to a high level of coverage of business aspects. Furthermore, because 

this perspective allows the business model to be broken down, it can be much more focused and 

specified to a particular company (Östelwalder et al., 2005; Shafer et al., 2005; Demil & Lecocq, 

2010). Zott & Amit. (2010) have also identified this perspective, however named it differently, the 

activity systems perspective. The activity systems perspective is based on the notion that the 

business model revolves around the activities of the organization; in other words, the business model 

can be broken down into different activities. I would like to quote the following statement made by 

Zott & Amit (2010, p. 217-218):  

“An activity system is thus a set of interdependent organizational activities 

centered on a focal firm, including those conducted by the focal firm, its partners, 

vendors or customers, etc.. The firm’s activity system may transcend the focal 

firm and span its boundaries, but will remain firm-centric to enable the focal firm 

not only to create value with its partners, but also to appropriate a share of the 

value created itself” 

Within this granular or activity systems perspective there are four main elements which can be 

recognized from the earlier described working definition statement; structure, customer- and firm 

value creation, and interrelated activities. Al-debei & Avison (2010) have also acknowledged the 

legitimacy – in other words, they acknowledge the academic truthfulness of the elements – of these 

four elements as a vital part of every business model. However, they use slightly different terms for 

the various elements; structure is called value-architecture, customer value creation is value-

proposition, firm value creation is value-finance, and interrelated activities is value-network. The 

granular perspective and the activity systems perspective both perceive a business model comprised 

of separate building blocks or pillars. The four main elements identified earlier represent these 

building blocks or pillars of a business model. Each element is necessary to make up a business 

model, without one of the elements, the business model would not be a business model. These 

separate building blocks or pillars need to be aligned in order to create the potential value and being 

able to appropriate the value (Zahra & George, 2002). Because these separate building blocks also 

include activities from other partners of the focal firm, these need to be aligned as well for the 

business model to be successful.  

COHERENCE 

Despite what the earlier formed definition statement may say, the business model is still focused 

onto the single firm and not the network of companies they are involved in. Therefore, the activities 

in which a company engages refer to the internal activities, and the activities shared with possible 

partner companies; restricting to only these activities which are connected or aligned with the 

activities of the focal firm, not the remaining activities of another company.  

This is also referred to as coherence; as Douven & Meijs (2007, p. 405) put it, it is “a matter of 

hanging or fitting together, which is the logical and orderly relationship between elements. Quite 

some research has already been performed on the relation between coherence and firm 

performance (Bartels et al., 2006; Piscitello, 2004) and proved that there is a positive relation 
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between them. They agree that coherence is about aligning and interacting of activities. Alignment of 

activities is about the setting up the activities in such a way they interact in a logical and orderly 

fashion. That is, they do not interfere or overlap each other, but they enhance each other’s 

effectiveness. In the light of this research this means that for example company A and company B are 

in the same working environment and therefore interact with each other; in order for them to create 

value for both themselves and the customer their activities need to be aligned. The four elements 

(structure, customer- and firm value creation, and the interrelatedness of the activities) discussed 

above, such as the communication channels, role of both companies, pricing methods and 

identification of target markets should logically and orderly relate in order to create coherence 

among them, which will lead to higher company performance. This alignment is always focused on 

serving the purpose of creating value for both the firm and customer. Therefore, there is no general 

way of how to produce this alignment. Every situation is different and therefore the alignment 

between the elements will be different depending on the competencies of the firm and the 

customers’ needs.  

Drawing from this means that the coherence in a business model is crucial to the success of the 

business model. However, even if all elements in a business model are perfectly aligned and have led 

to a better firm performance, this does not mean this business model can be directly transferable to 

other situations. As mentioned above, each business model is unique and designed to serve a 

particular purpose. Even if the purpose is seemingly the same, a new location or other suppliers can 

result in adjusting the business model because all elements in the business model should be very well 

aligned. Let alone, if customers change, the needs of the customers change as well, therefore the 

offered solution is highly likely to differ from others as well. Therefore, if a firm is able to adjust their 

offered solutions to the customer and thereby also properly adjusting the business model, greater 

value can be created for both the customer and the firm. Porter & Kramer (2011) relate to this as 

creating shared value for the customer and firm. They propose that if creating value for both the firm 

and the customer is related in such a way that these are mutually dependent on each other, this will 

result in higher value for both parties, because they will have a reinforcing effect. This also applies to 

other relations such as cooperations between the focal firm and other companies or with suppliers.  

If a company is designing a business model and wants to combine its resources in such a way that it 

matches with the needs of the target market it is serving, all the other parties involved should be 

considered as well, because – as has been established above – all the actors in a working 

environment are embedded in a network and their activities are interrelated. Therefore, the 

alignment of a companies’ activities is not only concerned with its own resources, but the activities of 

other actors involved should be taken into account as well. As Hedman & Kalling (2003) state, the 

importance of alignment between activities in order to create a competitive advantage and through 

that create value for both the customer and the firm, it implies that the alignment of activities among 

different business models enhances the potential for value creation for all parties involved (Amit & 

Zott, 2001; Zott & Amit, 2011; Morris et al., 2005; Teece, 2010; Margretta, 2002; Burkhart et al., 

2011).  

However, for poverty reduction; not only economic value creation, but also societal value creation 

must be brought into the picture. Seelos & Mair (2007, p. 53), Thompson & MacMillan (2010), Porter 

& Kramer (2011) and Prahalad & Hart (2002) have done research into the creation of societal value. 

According to Seelos & Mair (2005, p. 244) societal value is created when “products or services are 
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provided that cater directly to basic human needs that remain unsatisfied by current economic or 

social institutions”. Seelos (2010, p. 53) have even incorporated societal value creation into their 

definition of a business model: “set of capabilities that is configured to enable value creation 

consistent with either economic or social strategic objectives”. Economic value refers to the monetary 

value for the company and the social value refers to the non-monetary value created for the 

customer; creating social value is improving someone’s standard of life.  

Needless to say is that creating societal value requires a different plan of action compared to creating 

economical value. The main elements of a business model when creating economical value remain 

the same when creating societal value, as well as the conditions for the business model to be 

successful. The business model still needs to be aligned with the environment and the activities of 

the business model should be coherent. The difference is that it is harder to extract value for the 

company while creating social value, because it takes monetary value to create value for the 

company. Prahalad (2004) claims there is a huge potential market with people who together have 

great purchasing power, however, individually customers do not have this power. This makes the 

developing country market for the poor completely different from the developed country market. 

This means that the elements of the business model principle remain the same, but the content of 

these elements – how to execute them – should change in order to properly address the developing 

country market of the poor and for the company to be able to create monetary value for themselves 

while creating societal value for the customers at the same time.  

Improving someone’s living standard by alleviating poverty aims at basic humanitarian needs, such as 

food, clean drinking water, and access to energy. However, access to energy is not provided by a 

single company. For example, electrifying a rural household would imply, either a grid connection 

which already involves several parties such as the utility organization in the country, the 

transportation and distribution of the electricity, and then the connection to the household; or an 

off-grid access to electricity in the form of a solar panel or a wind turbine which again implies 

different elements need to come together such as the producer, the installer, and the service 

engineer. This is only referring to a household, for example, providing an entire rural village with 

cook stoves based on clean biomass requires the designer of the cook stove, the producer, the 

distributor, and perhaps most importantly, the customer, to come together. The previous examples 

show that in order to actually create value for the customer and the firm, the business models of 

these different actors in the network need to be aligned as well. If these business models are aligned, 

the activities of all actors will be more effective in creating value for the customer which therefore 

leads to creating value for the firm.  

Seelos (2010) has tried to explain how to set up a business model when aiming at creating both 

economical and social value. The author follows the dimensions of Sirmon et al. (2007) who suggests 

that first resources need to be structured, then bundled, and finally leveraged. Questions such as, 

which resources are necessary, which resources do we already posses, and can the missing resources 

be acquired, are about the first – structuring resources – dimension. The second dimension, bundling 

of resources, is where the potential value is created. Resources and activities should be combined in 

such a way that it contributes to the value creation logic. Thirdly, the leverage dimension, holds that 

the bundles of activities and resources should be adapted in such a way that they properly serve the 

goal of economical and social value creation.   
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However, what Seelos (2010) says is still rather vague considering the specific characteristics of 

creating social value in a development market, which is obviously completely different from a market 

in a developed country. There are three aspects which form specific barriers to the development 

country market. These are (Alliance for Rural Electrification, 2011; IFC, 2012): 

- Lack of availability 

- Low awareness 

- Limited affordability 

These three aspects are recognized by several experts and institutions on providing access to energy 

for the poor (Alliance for Rural Electrification, 2011; EnDeva, 2011; Hystra, 2009; WBCSD, 2012 , IFC, 

2012). The first aspect, lack of availability, refers to the non-presence of materials, knowledge, and 

expertise. In order to produce something, producers should have access to the required materials 

which can be problematic in some developing countries. Furthermore, there is usually no knowledge 

or expertise on how to produce, maintain or repair something – for example a solar lantern or solar 

home system – which is critical in order to guarantee the success of the product.  

The second barrier to overcome is low awareness (IFC, 2012; EnDeva, 2011; Alliance for Rural 

Electrification, 2011). If there would be materials, knowledge and expertise available, this does not 

mean potential buyers are aware of the new product. In developed countries there are numerous 

ways to inform people on a new product or service. On the contrary, in some developing countries, 

for the poorest people in the most remote rural areas,  their only way to stay up to date on the latest 

developments on, for example, solar energy, is word of mouth. Therefore, an intense marketing 

campaign to make people aware and inform them of the newest product or service is crucial in 

developing countries.   

The last barrier, limited affordability, is most likely the hardest barrier to overcome. The poorest of 

the poor only have a few dollars a day to spend, if they already have a few dollars, it might be less as 

well. These people cannot afford to buy anything other than their basic needs, such as food and 

candles or kerosene for lighting. That means that even if the first two barriers are overcome, there is 

material and knowledge to produce a product or service, and people know about it as well, people 

may still not be able to pay for the product or service.  

A successful product has low costs but high value. This high value is accomplished by representing 

the specific local needs in the products or services for the poor; for example, a solar lantern would 

also be equipped with a plug to charge a mobile phone. Low costs are achieved by lowering the costs 

of the components, employ local people for assembly and address to citizen organizations for 

distribution. As simple as this may sound, it is most certainly not. Citizen organizations might be 

willing to distribute the devices, but the physical conditions in rural areas do not always allow for 

distribution to the most remote areas, where the devices might be needed the most. Furthermore, 

there is a lot to consider, not only distribution, but also inventory and maintenance. These are 

specific qualities which require different resources and organizational capabilities. It cannot be 

expected that one partner is able to take up all these responsibilities, therefore, complex 

partnerships are vital for success.  

Porter & Kramer (2011) acknowledge that, just as in a ‘traditional’ business model’, in a business 

model aiming at social value creation, each company works in a network of other parties 
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(competitors, other companies in the value chain, customers, and governmental organizations) and 

therefore, the success of each company is affected by the parties in the working environment; they 

emphasize the importance of effective collaboration among all parties involved. They also state that 

by connecting a company’s success to societal wealth creation it will generate various ways for 

serving new needs. How can this success be linked to societal value creation? There is one party 

which is involved in every network or working environment no matter where the company operates, 

the government. The government is able to link the success of a company to social value creation.  

By creating the right public policy, companies will be stimulated in order to create social value, which 

in turn will provide them with economic value. However, it is very important that these regulations 

are set up in such a way that they do actually stimulate rather than work against it. Porter & Kramer 

(2011, p. 14) have established five guidelines for setting up such regulations and public policy.  

First, these regulations should set clear and measurable social goals. The subject of these goals can 

be anything, for example, water or energy usage. Second, performance standards should be set, 

however, these should not contain the mechanisms to achieve them – this should be left to the 

companies. Furthermore, the government should provide a certain time-frame for companies to 

initiate and develop their activities and/or products. Fourth, the government can invest in creating 

universal measurement and performance reporting systems, which leads to continual improvement. 

Finally, the government should take care of an efficient and timely reporting of results which can be 

audited if necessary.  
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CHAPTER 3: METHODOLOGY 

This study wishes to accomplish identification of the business models used by Dutch organizations 

engaging in renewable energy projects for poverty alleviation in Indonesia and the Great Lakes 

region in Africa (Burundi, Democratic Republic of Congo, Rwanda, and Tanzania). Research will be 

held among Dutch and international organizations which are active in the focus area. The four 

elements of business models – structure, customer value, firm value and interrelated activities – will 

be identified, compared, and analyzed. Research aims to find out the used business models of the 

Dutch and international firms and organizations in order to deduce business and public policy 

lessons. A documentation analysis is done in order to identify the used business models of 

international organizations. Semi-structured interviews with leading representatives of Dutch firms 

and organizations will be held to find out which business models were used, which problems were 

encountered, and how they dealt with them. 

Initially a desk research will be performed to acquire background information on the countries in the 

focus area. The web based survey for the local needs and capacities in Indonesia and the Great Lakes 

region aims to create insight into the local energy situation. This includes the local electrification 

level, sources of energy, use of energy, and the potential of renewable energy sources. Furthermore, 

the political and institutional environment is documented in order to form a more complete 

overview of the country situation. 

Next, a desk research is done in order to identify other non-Dutch organizations that are performing 

business in the focus area. The offering and activities of these companies are identified. This provides 

a good overview of where Dutch organizations stand internationally. The international organizations 

are selected from Ashden, this is an UK based organization which promotes universal access to 

sustainable energy all over the world. Each year they award the most promising organization. I 

selected the organizations that have won an award and which are active in the focus area. The 

documentation on these award winners, can be found online at the website of Ashden 

(www.ashden.org) and include basic company information such as country of origin, the amount of 

FTE’s, and the product or service the organization offers. Furthermore, these documents provide an 

explanation on why these organizations are picked as winners of the Ashden Awards.  

Finally, in order to select the Dutch companies and organizations for semi-structured interviews they 

must meet a few conditions. The company or organization must already actively participate in the 

local market, not only intend to do so. There are several sectors the company can be active in, such 

as the manufacturing industry or provide consultancy services. All these sectors are considered to get 

a properly varied image of the participating companies and organizations. A list of Dutch companies 

was provided by the Ministry of Foreign Affairs, these companies were identified by AgentschapNL in 

2011. The current status of the companies was checked during this research in order to guarantee up 

to date information. Analyzing the list of companies leads to a complete overview of the Dutch 

companies active or interested in renewable energy in the focus area. From the list of companies, 

some businesses that are active in the focus area were contacted for an interview. These interviews 

will provide insight into the company’s used business model and their perspective on business 

models in the renewable energy sector in the focus area. Furthermore, the problems they have come 

across will be discussed together with their possible solutions.  

http://www.ashden.org/
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The identification of the used business models of the companies will be done according to the 

following scheme: 

Tabel 2: Business model identification tool 

What was the goal of the project?  

Has this goal been reached Yes 

In progress 

No, why? 

Structure Core resources 

Value configuration 

Core competency 

Customer value creation Product/service 

Integrated value element 

Target segment 

Firm value creation Total cost of ownership 

Pricing method 

Revenue structure 

Interrelated activities Actor 

Role 

Relationship 

Flow of communication 

Channel of communication 

Governance 

Network position 

The elements of which a business model is made of are represented in the table. Furthermore, 

additional information on the project is gathered, such as the position of the firm in the value chain, 

which partners were involved, the number of competitors, and the existence of substitutes.   

The interviews are semi-structured (Sekaran, 1992), in order keep focus during the interview but also 

have the possibility to diverge into other relevant subjects. A number of questions were determined 

beforehand, however during the interview the order of the questions can be changed in order to 

benefit the process of the interview. The questions which will be asked to companies are provided in 

Appendix A.  
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CHAPTER 4: RESEARCH FOCUS REGIONS 

This chapter will present some insights into the specific local circumstances regarding the energy 

situation of the country. This will provide context information to take into account when considering 

what kind of business model would be appropriate for each specific situation. Consequently, some 

international cases will be presented. 

THE LOCAL NEEDS AND CAPACITIES 

In order to collect some data on the local circumstances of the countries a desk research was 

performed. A cooperation between the Dutch, German, and Norwegian ministries of Foreign Affairs 

has been established in 2005 in order to provide eight million poor people in developing countries 

with sustainable access to modern energy services. The operationalization of this cooperation is 

performed by the German Geselschaft für Internationale Zusammenarbeit (GIZ) and AgentschapNL, 

called Energizing Development (EnDev). They have performed research into energy situations in 

developing countries and published this on the website www.energypedia.com. The website is an 

open source however, in order to add or adjust information on the website one has to make a 

request for registration. This request asks you to justify your registration and explain your expertise. 

Next the request will be checked by experts from EnDev and approved or not. If a request is not 

approved one is not able to access energypedia portal necessary to add or adjust information. This 

process ensures the quality of the website in two ways. Non-experts are not able to lower the quality 

or the trustworthiness of the website and EnDev is being checked by other experts on the topic 

which leads to good feedback. The following background information on countries is based on the 

researches performed by Energizing Development (EnDev, www.endev.info2).  

INDONESIA 

Indonesia is already more developed than the poorest countries in the world. Compared to the other 

studied countries in this research, Indonesia is the most developed country.  

The primary energy supply in Indonesia is mainly based on fossil fuels like oil (43%), gas (19%) and 

coal (34%). A share of 4% is for renewable energy sources, mainly hydro and geothermal power. 

However, these numbers do not include the use of traditional biomass as energy for cooking, lighting 

and process heat in rural areas, which is about 21% - 29% of the total energy demand. Indonesia has 

own oil sources which lead to low prices and subsidies and therefore the focus on fossil fuels. 

However, these sources are getting depleted at a fast pace. Therefore, Indonesia is now importing 

large quantities of oil. On the other hand, Indonesia is still a net exporter of natural gas. Natural gas 

and coal reserves are still sufficient3.  

Total power generation in Indonesia is around 50 GW and about 30 GW has been installed by the 

utility PLN. 20% is power solely produced for the manufacturing industry. And 80% for households is 

comprised of 80% oil, gas, and coal, 18% of hydropower, and 2% of geothermal power. Electricity 

constitutes around 10% of the total energy consumption and about 80% of that is consumed on Bali 

and Java alone.  

                                                                 
2
 http://endev.info/index.php/Main_Page, date of access: 15-07-2012  

3
 https://energypedia.info/index.php/Indonesia_Country_Situation, date of access: 15-07-2012  

http://www.energypedia.com/
http://www.endev.info/
http://endev.info/index.php/Main_Page
https://energypedia.info/index.php/Indonesia_Country_Situation
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Despite that Indonesia is a middle-income country the rate of electrification is relatively low. 

Between 30% and 35% of the population does not have access to electricity (75 million people). 

About 50% of these people do live in electrified areas, and so more households need to be connected 

to the grid. The other half lives in remote rural areas, for them, the grid needs to be extended or off-

grid solutions should be offered. Villagers in non-electrified areas mainly use candles and kerosene 

lamps for lighting, and car batteries for other energy needs. These energy sources are often 

unhealthy due to fumes which cause lung disease. On top of this a significant amount of money is 

spend on these energy sources.  

RENEWABLE ENERGY 

Indonesia has many opportunities to use hydropower, however, this is only done to a small extent. 

The total potential capacity of hydropower resources in Indonesia is 75 GW, however, in 2008, the 

country only had an installed capacity of 3,5 GW. The development is still slow due to three main 

problems. First, the institutional environment is not providing favorable conditions for standalone 

and on-grid systems, which I will discuss below. Next, there is no awareness of the potential of 

hydropower among most of the villagers in rural areas, exactly where hydropower could have great 

potential for electrifying households. Last, the technical know-how is not widely available to actually 

produce the systems. These problems also cause the low usage rate of other renewable energy 

sources; such as solar power, small wind turbines, or biogas plants.  

ENERGY POLICY 

Subsidies to the energy sector are one of the biggest items on the national budget. Oil prices are kept 

low through the use of subsidies. This is done to keep fuel prices affordable for the poor, however, 

this also leads to some negative consequences for the national balance because selling prices are 

much lower than cost prices. Policymakers have recognized this problem and are aiming to slowly 

lower subsidies so oil prices will eventually reflect cost prices. On top of this, to promote further 

lowering of subsidies on oil prices is that PLN, the utility, should be a completely independent 

company. Currently, only the energy providing companies are independent (www.pln.co.id, 2012 4), 

but PLN which still controls the distribution to households is state owned. However, some legal 

objections have caused that this has not happened yet. Rural electrification is another important 

aspect with energy policies; one of the goals are to electrify 90% of all households by 2020.  

Consumption of energy has been growing, however, energy supply is not able to meet these growing 

needs which leads to frequent outages which are not helping the economy. Therefore, Indonesia has 

been looking for diversification of the supply, which led to an ambitious plan for renewable and 

nuclear energy. This has been integrated in policies as well, a main goal is to reduce the dependence 

on oil by expanding the use of coal and natural gas. Renewable sources should get up to 25%. The 

three main problems with renewable energy sources are being tackled by the Ministerial Decree on 

Renewable Energy Resources and Conservation. One of the main hurdles they are facing is the fiscal 

policy, importers have to pay 10% customers duty, 10% VAT, and 2,5% import income tax which 

leads to expensive products that are not able to compete with fossil fuels.   

                                                                 
4
 http://www.pln.co.id/eng/?p=102, date of access: 18-08-2012  

http://www.pln.co.id/
http://www.pln.co.id/eng/?p=102


  

 A.N. Schoonbeek – 0751126  24 

Energy policies for rural electrification is developed by the Directorate General for Electricity and 

Energy Utilisation (DGEEU) of the Ministry for Energy and Mineral Resources (MEMR). They are 

cooperating with the national utility PLN on a rural electrification program. Their main points 

objectives are to empower the rural villagers to ensure electricity in their own way. Promotion of 

local renewable energy sources, such as micro-hydro power, and increasing the involvement of 

private sector and rural cooperatives are also crucial objectives to turn the program into a success. 

The plan aims to bring as many parties together as possible, ranging from municipal institutions to 

private actors with the technical assistance of PLN. However, the process has been slow. On January 

the 31st of 2012 the government of Indonesia initiated the Renewable Energy Feed-in Tariff (FiT) for 

biomass, biogas, and municipal solid waste (www.energypedia.info, 20125). A FiT ensures renewable 

energy producers that PLN will purchase their energy at a minimum rate and provide them access to 

the grid. In other countries Feed-in Tarrifs are very popular to increase the production of renewable 

energy, not just by communities but also by the private sector. FiT’s for other renewable energy are 

still under construction.  

BURUNDI 

Burundi is part of the Great Lakes region in Africa and is a very densely populated country, the 

country inhibits about nine million people living on a country surface of close to 28 000 km2, which is 

comparable to the density of the Netherlands (sixteen million people living on 41 000 km2). About 

81% live in poverty according to the African Development Bank (below $ 1 a day). Much of the rural 

population lives off own farming and is actually not involved in the monetary economy6.  

In Burundi households are the main energy consumer (94%) which needs are almost exclusively met 

by traditional biomass (99%). Electricity (0,3%) and oil products (0,4%) are negligible. It may be 

evident that the level of electrification in Burundi is very low, only 2% of the households are 

connected to the electricity grid, of which most part of those households are in the capital and only 

0,5% of the rest of the households in the country are electrified. The average electricity consumption 

in Burundi is only about 23 kWh per year which is one of the lowest rates in the world.  

The main problem is that there is a lack of technical and management skills in the energy sector 

which does not set hope for the future of the country’s energy sector. Due to these problems the 

quality of energy supply is very low; the network is in a poor condition. The quality of the electricity is 

not good either, there are numerous voltage deviations in combination with no earthing or 

protection, which causes appliances to be destroyed.  

FOSSIL FUELS 

Petroleum is relatively expensive in Burundi, since everything has to be imported and travel through 

neighboring countries. The utility REGIDESO owns a 2,5 MW diesel power plant which has been 

mostly idle due to lack of funds to pay for the fuel. This plant has mostly been used as back-up for the 

hydropower plant. However, this has changed recently because the diesel plant will be 

complementing the hydropower plant.  

                                                                 
5
 https://energypedia.info/index.php/Indonesia_Country_Situation, date of access: 15-07-2012 

6
 https://energypedia.info/index.php/Burundi_Country_Situation, date of access: 17-07-2012  
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RENEWABLE ENERGY 

Hydropower is the most important technology for national power generation, about 95% of the total 

national generation capacity. The electricity is transported through high electricity lines and 

distributed among customers with lines of low voltage.  

The use of biomass is very inefficient (three stone fire cooking) which leads to scarcity of fuel wood 

and creates a situation where reforestation competes with agriculture. Each year about 6,4Mm3 of 

wood is consumed, however, there is only 200 000 ha of trees. The forest is shrinking because of 

inefficient wood consumption and a high density population. Fuel wood accounts for about 95% of 

the energy needs. Of this consumption about 76% is used by the rural areas, this means about 3 kg 

per person a day. This raises an important question; how should the wood resources be increased 

and maintained?  

The contribution of solar power on a national level is negligible, however, there are a few private 

companies and individuals who have installed solar power. The potential for solar energy is quite 

high due to high irradiation each day. Also, the potential of wind energy is quite high, especially in 

Imbo plains, due to high wind flow.  

MAIN ACTORS 

REGIDESO (Régie de Production et de Distribution d’Eah et d’Electricité) is controlled by the 

government and is supposed to ensure production, transportation, distribution and 

commercialization of electricity and drinking water in urban areas or rural centers. The organization 

has own financial control but is supervised by the Ministry of Water, Energy and Mining. The 

organization owns 96,5% of the hydro power. DGHER (Direction Générale d’Hydraulique et 

d’Electrification Rurale) is the executing organization of the government in order to electrify and 

supply water to rural areas, which produces 1,5% of the electricity. These two organizations work 

separately, DGHER is  a customer of REGIDESO because the former buys electricity from the latter 

and distributes it to the rural customers. REGIDESO’s seven hydroelectric plants deliver most of the 

electricity with a capacity of 30,6 MW. DGHER owns five small and micro hydro plants in rural areas, 

and NGO’s own another twelve of these in the rural areas. However, over 40% are out of service due 

to maintenance needs.  

Burundi has a great potential for hydro power, about 300 MW, however, only about 10% is being 

exploited (32 MW).  

ENERGY POLICY 

The government is planning to expand the current hydropower capacity. Therefore, the focus of 

policy is on rehabilitation of existing hydropower plants and distribution grids as well as the 

development of new hydroelectric sites. Also, a rural electrification program is planned mainly by 

grid extension and by providing information on alternative energy sources affordable for low-income 

households. The government is planning on (www.energypedia.info, 20127):  

-  “Doubling the hydroelectric power stations of Nyemanga (2,8 MW) and Buhiga 
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- Execute feasibility and implementation studies for Kabu 16 (20 MW), Kaganuzi (5 MW), 

Mpanda (10,4 MW), Mule 34 (16,5 MW).  

- Construct regional power plants in cooperation with neighboring countries: Ruzizi III (145 

MW) and Rusumo Falls (61,5 MW).  

- Develop rural electrification by the construction of mini-hydros, solar and wind-power, the 

use of biogas and grid extension 

- Renovation of the existing hydroelectric power stations, and electricity transmission and 

distribution networks 

- Construction of Power generation plant of Kabu 16, Kaganuzi, Mpanda and Mule 34 

- Extension of the urban electric networks as well as those in rural areas 

- Rehabilitating of existing non functioning plants 

- Organizational audit and financial turnaround of REGIDESO 

- Develop a performance contract between the government and REGIDESO” 

However, in order to realize all the above, a strong energy and electricity sector is required; which 

does not exist at the moment. On top of this, at least 80% of the funds need to come from 

international donors.  

In 2000 a new law was adopted which dealt with the regulation of private enterprise in the electricity 

sector. According to the law, the energy sector remains a public service under the responsibility of 

the state, but it opens its doors to Burundian public and private investors, selected through invitation 

to tender with specific criteria. The government invited the private sector to play a progressively 

important role in the management of the utility. However, the current situation has not been 

changed since before the law, meaning that REGIDESO and DGHER are still controlling the market.  

The institutional framework in Burundi is complicated by the fact that multiple ministries and 

agencies have overlapping responsibilities for the energy sector. However, there are plans on 

merging REGIDESO and DGHER so one organization can coordinate the electricity and water supply in 

the entire country.  

Another supplier of electricity is SINELAC (Société Internationale des Pays des Grands Lacs); which is 

a joint venture between Burundi, Rwanda and the Democratic Republic of Congo to develop and 

operate international electricity projects and supplies electricity to REGIDESO.  

The Burundian Centre for alternative Energies (Centre d’Etudes Burundais en Energies Alternatives – 

CEBEA) focuses on research and application in renewable energy. However, they currently suffer 

from low budgets.  

TANZANIA 

Tanzania has various energy sources which are yet to be fully exploited. The sources include; wood 

fuel and other biomass fuels, hydropower, natural gas, coal, uranium, wind, geothermal and solar. 

Tanzania’s energy supply mainly depends on biomass, since 85-90% of the population are not 

connected to the electricity grid and use wood and charcoal for cooking. Biomass therefore takes up 

90% of the total primary energy consumption; which leads to a deforestation of 100 000 ha per year 

of which only a quarter is reforested. Other energy sources are petroleum (7,8%), natural gas (2,4%), 
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hydropower (1,2%) and coal/peat (0,3%). About 6,6% of energy needs to be imported, primarily from 

Uganda (8 MW) and Zambia (5 MW)(www.energypedia.info, 2012 8).  

Only 0,6% of total energy consumption is on electricity; 4414 GWh of electricity was generated in 

2008, of which  2655 GW from hydropower, 1600 GWh from natural gas, 119 GWh from coal and 40 

GWh from petroleum (www.energypedia.info, 2012 9). Tanzania has 41,5 million citizens and only 

12% of urban and 2% of rural areas are electrified. Because Tanzania is highly dependent on hydro 

power, energy cannot be secured during times of drought.  

About 50% of the population lives in poverty, of which 35% does not have access to basic needs 

which creates a vicious circle of poverty for rural communities due to continued limited production 

opportunities and social facilities.  

FOSSIL FUELS 

Tanzania has natural gas and coal, but no oil. The gas is mainly used for power generation (84%), the 

reserves are estimated at more than 45 billion m3 found at Songo Songo in Lindi region (30 billion 

m3), Mnazi bay in Mtwara Region (15 billion m3) and Mkuranga in Coast region. The challenges for 

natural gas are (www.energypedia.info, 2012 10): 

- “Limited technical know how 

- High initial and investment costs for the technologies 

- Limited awareness and exposure to the existence and potentials of the technology of 

Tanzanians 

- Lack of financial facilities for energy investments 

- Lack of consideration and capability to calculate life cycle costs of different energy options for 

Tanzanians” 

There are five major suppliers of gas, BP Gas, Oryx Gas, Alpha Mohan Gas and Pan African/TPDC. 

Especially in the cities the market for LPG is growing.  

Tanzanian coal reserves are estimated at about 1200 million tons of which 304 million tons are 

proven. Main coal reserves are at Kiwira, Mchuchuma and Katewaka. Opportunities exist to promote 

use of clean coal briquettes for cooking in public institutions and households as a possible substitute 

for biomass fuels. The government is thinking about the option to generate electricity using 

Mchuchuma coal in collaboration with the private sector. However, there are a  few challenges which 

have to be overcome (www.energypedia.info, 2012 11): 

- “Limited technical know how 

- Limited awareness and exposure to the existence and potentials of the technology of 

Tanzanians 

- Lack of financial facilities for energy investments 

- Lack of consideration and capability to calculate life cycle costs of different energy options for 

Tanzanians 

                                                                 
8
 https://energypedia.info/index.php/Tanzania_country_situation#Policy_framework, date of access: 15-07-2012 

9
 https://energypedia.info/index.php/Tanzania_country_situation#Policy_framework, date of access: 15-07-2012  

10
 https://energypedia.info/index.php/Tanzania_country_situation#Policy_framework, date of access: 15-07-2012 
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 https://energypedia.info/index.php/Tanzania_country_situation#Policy_framework, date of access: 15-07-2012 
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- Limited political will 

- Environment and safety issues of the technology” 

RENEWABLE ENERGY 

The solar industry has been growing fast over the last years. This is attributed to many factors, 

including frequent energy crisis in the country, increased level of awareness in some communities 

where promotional projects are in progress, globalization that has exposed rural Tanzanians to ICT 

and the growth of the number of organizations and commercial institutions operating in areas 

without electricity. In 2007 there was a total installed capacity of 1,7 MW of solar energy and 20 

companies were operating in the industry. The country lies in the solar belt and therefore has 

abundant solar resources throughout the whole year, however, despite the Tanzania Renewable 

Energy Association, solar power has not been used for commercial power generation.  

About 45% of power generated in Tanzania comes from hydro, however, due to drought periods this 

lead to outages of electricity. Therefore, a promotion program was started to rely on a greater 

diversity of renewable energy sources. Estimated total hydro potential in Tanzania is 4700 MW, 

however, only 561 MW was being used in 2007 of which 4,7 MW is privately installed in micro 

hydropower.  

About 90% of energy consumption in Tanzania is from biomass. About 35 million ha of forest are 

available in Tanzania, of which 13 million ha are protected. The rest remains an option for fuel wood 

for villagers, however, the resources are declining because consumers more rapidly use the fuel 

wood then is reforested. Yearly about 46,2 million m3 are consumed.  

It is expected that the eastern coastline (about 800 km) promises wind speed that could be used for 

energy generation. Also rift valleys, southern highlands and along lake Victoria provide some possible 

locations for wind energy, because wind speeds are above 8 m/s. There is no grid-connection with 

wind power, however, there are off-grid wind power stations installed by missionary projects or 

private individuals. There is a lack of comprehensive data about wind resources in Tanzania, 

therefore more research on this will be necessary if plans for exploiting wind energy.  

MAIN ACTORS 

The Rural Energy Agency (REA) is responsible for boosting modern energy services in rural areas and 

technical assistance of project development. The Energy and Water Utilities Regulatory Authority 

(EWURA) is responsible for technical and economic regulation of the electricity, petroleum, natural 

gas and water sectors. The Ministry of Energy and Minerals (MEM) is the most important political 

entity for energy questions and is responsible for facilitating the development of energy and mineral 

resources through participation of various stakeholders including public, private, public-private 

partnerships, local communities, NGO’s and civil society. The Renewable Energy Fund (REF) is 

responsible for the financing of activities that are implemented by the REA. The funds are coming 

from Tanzania’s budget from foreign donors, levies from electricity production and other levies as 

well as interest rates and returns (www.energypedia.info, 2012 12).  
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Tanzania’s power sector is dominated by a single vertically integrated national utility, Tanzania 

Electricity Supply Company ltd. (TANESCO). The renewable energy commercial market is still quite 

small and has not proven to earn back the investments in the sector.  

RWANDA 

In Rwanda about 14% of the population is connected to the electricity grid and the government 

initiated a plan to connect about 60% by 2020. Until 2004 hydropower was the country’s single 

energy source, but due to poor maintenance there were a lot of technical and commercial losses, 

which resulted in many blackouts. Due to the regional drought and Rwanda’s dependence on 

neighboring countries for the supply of power, Rwanda’s installed generation capacity could not 

operate to its fullest. Therefore, the government chose to turn to expensive imported diesel power. 

Currently, Rwanda’s primary energy source is biomass, 85%. Nearly all households use biomass for 

cooking, 11% comes from petroleum, and the rest comes from hydropower. Furthermore, Rwanda 

has about 97 MW of installed generating capacity which consists of 57 MW of hydropower, 40 MW 

diesel power, but only 87 MW are available (www.energypedia.info, 2012 13.  

RENEWABLE ENERGY SOURCES 

Micro hydropower has great potential in Rwanda because rural areas usually have sufficient rainfall 

and streams and rivers. The largest barrier for hydropower is the high initial investment, therefore 

the government has initiated many projects to provide rural areas with micro hydropower. The 

country currently has about 57 MW installed hydropower of generating capacity. Hydroelectric 

power comes mainly from the northern and southern parts of the country, from Ruhengeri , Gisenyi 

and Cyangugu. A few new sources are planned to be installed in the coming years which should add a 

capacity of 232 MW by 2013 (www.energypedia.info, 2012 14).  

The use of biomass has increased rapidly due to the energy crisis, especially in urban and peripheral 

areas. Wood and charcoal are the main sources for cooking in urban areas, whereas in rural areas 

people cook on agricultural residues and collected wood. Biogas is very promising because many 

households own cows, but it also has its negative effect on the soil.  

ENERGY POLICY 

The government is trying to spread the risk of electricity blackouts by adopting a strategy which 

should encourage the development of multiple renewable energy sources and extension of the grid 

to rural areas. Furthermore, the government has launched a program, Vision 2020, to reduce the 

dependence on biomass because this puts a lot of pressure on the country’s forests. This program 

has been very successful up till now because the forests of Rwanda are very well protected. On top of 

this the government is pushing the efficiency of charcoal production and the use of improved 

cookstoves. They aim to provide all households in the country with improved cookstoves in 2012.  
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DEMOCRATIC REPUBLIC OF CONGO 

Unlike the information on previous countries, the information on the Democratic Republic of Congo 

is based on a report of Séraphin Kasemnuana (2009) commissioned by Helio, a French based non-

profit thinktank (www.helio-international.org, 2012 15). Ever since the 1990’s the country is highly 

dependent on petroleum and coal. The consumption of energy is primarily based on wood, about 

85% of total use. Only 6% of the population has access to electricity, which is very low, even 

considering the average of other Sub-Saharan countries. Hydropower represents almost 100% of 

renewable electricity.  

RENEWABLE ENERGY 

The river Congo runs through the Democratic Republic of Congo and provides the country with great 

hydropower potential, about 774 GWh which is even as great as 8% of the entire world’s potential. 

Currently only about 6 GWh is exploited. The problem here is the large distances between the power 

source and the villages, which would require many kilometers of electricity lines and is very 

expensive.  

Just like the other countries DRC lies in the sunbelt region which means the potential for solar power 

is very high as well. Yet again, this potential is not being used, only a small and actually insignificant 

part of the solar power potential is turned into real solar power. Furthermore, there is certainly 

potential for wind, because at some locations wind speeds are above 5 km/h, and geothermal power, 

because there are volcanoes and hot springs present. Unfortunately neither of these are being 

exploited.  

Biomass is a very important resource for primary energy consumption. Even though DRC has about 

125 million hectares of forest, this is definitely decreasing because consumption greatly overgrows 

production.  On top of this, the usage of fuelwood also releases a lot of pollutants and causes 

diseases with the people who use it. Therefore, it is necessary to shrink the usage of fuelwood. 

Biogas also has great potential due to the many farmers who have cattle, but also plant waste is 

perfectly suitable for the production of biogas. However, because the digesters are relatively 

expensive and there is a lack of knowledge and expertise for maintenance, biogas is not used. Some 

people had started with the production of biofuels, because the potential is great as well, but this 

has stopped due to the war.  

ENERGY POLICY 

The energy sector in DRC is dominated by the state, who has to deal with the unequal distribution of 

energy potential over the country. Almost all potential is located in the Inga area which leads to 

higher costs for the rest of the country. Therefore, current objectives aim to provide the entire 

country with energy, not just the Inga region. Research has already been done and promising 

locations have been chosen to be developed for hydropower generation; also taking in consideration 

the electrification of the rural areas. On the other hand, the government aims to develop an 

independent energy organization which also deals with energy prices.  
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INTERNATIONAL (NON-DUTCH) ORGANIZATIONS 

This section will present five international cases which have been selected from Ashden Award 

winners. The information about the cases are available online at www.ashden.org. Each sub-section 

presents an Ashden Award winning organization.  

BAREFOOT POWER LTD 

Barefoot Power is an Australian company which was started in 2005. It is a “social for-profit 

enterprise that designs, manufactures, and distributes solar lighting and charging solutions” (Ashden 

Case Summary Barefoot Power Ltd, 2012 16). The company is currently working in Uganda, Kenya and 

Rwanda. The main of goal of the company is to provide affordable solar-powered products which are 

suitable in areas with limited or no access to electricity for households or communities.  

The company offers a wide range of products; they use a 1W to 15W photovoltaic module and a 

rechargeable battery to store electricity. There are two models, the first is the “Firefly” which is a 

portable lamp of 1W or 1,5W and provide about 4 to 20 hours of lighting. The second is the 

“PowaPack”, which is a PV module with between 2,5W and 15W power output.  

Both product models are designed in Australia but manufactured in China to keep production costs 

low. This is done through partnerships with manufacturers of LED lights and PV modules. Barefoot 

Powers global marketing is focused on local distributors and importers. Local marketing is designed 

together with local partners and focuses on sales programs to build awareness in the communities 

(Ashden Case Summary Barefoot Power Ltd., 2012).  

In a country such as Rwanda the company has an in-country distributor and a global importer 

working together to order the products and set up a sales network in the country. These people 

already have contacts with local entrepreneurs, existing retailers, micro-finance-institutions, and 

NGO’s (Ashden Case Summary Barefoot Power Ltd., 2012). Furthermore, the company trains 

entrepreneurs so they can set up their own franchised company. This training also includes a supplier 

credit, sample products, marketing materials and an individual business plan along with after-training 

business support. This training program is not without charge, however, local entrepreneurs are 

charged with a $50 fee. Barefoot Power also initiates Service Stations to provide after-sales service 

and training (Ashden Case Summary Barefoot Power Ltd., 2012).  

Barefoot acknowledges the credit problem of end users, however does not offer a credit program. 

Instead, they cooperate with a micro-finance-institution (FINCA) to create small loans options. This is 

one of the key aspects of Barefoot Power that turns them into a success. Barefoot Power invests in 

the entire value chain and offers a link between subsidy programs and the end users.  

By March 2012 Barefoot Power has been able to sell about 350.000 products and about 1.7 million 

people benefit from this. Because people bought products from Barefoot Power they cut in their 

greenhouse emissions by  about 38.000 tons/year of CO2. On top of this Barefoot Power has 

employed 100 hundred people around the world and indirectly created an increase in the income of 
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2000 entrepreneurs and technicians (Ashden Case Summary Barefoot Power, 2012). The income 

Barefoot Power generated in 2010/2011 was over US$ 4 million.  

TOUGHSTUFF INTERNATIONAL 

This company was founded in 2008 by Andrew Tanswell and Adriaan Mol in the UK and they started 

their business activities in Kenya, but are expanding into other Eastern African countries. The mission 

of ToughStuff is “to bring affordable energy products to low income people thereby helping to 

increase living standards, improve health, enhance the environment, and build enterprise and 

employment” (Ashden Case Summary ToughStuff International, 2012 17).  

ToughStuff produces a thin film PV module and can power a LED lamp, connect to a mobile phone 

charger or a radio, and recharge an independent battery. All products are manufactured in China. 

Local promotion is done through radio, TV, posters, and flyers. Another important marketing 

campaign are nightly demonstrations so that people can get hands-on experience with the product 

(Ashden Case Summary ToughStuff International, 2012). Local sales agents stimulate retailers to 

stock ToughStuff products and also build business for these retailers and rural entrepreneurs.  

ToughStuff works with a traditional sales structure with distributors and wholesalers who serve the 

retailers. Once this traditional system is installed, ToughStuff starts expanding into other distribution 

networks in order to reach more remote areas. This is done through partnering with NGO’s and 

microfinance institutions (Ashden Case Summary ToughStuff International, 2012).  

The main achievements of ToughStuff is that they sold about 14.000 PV modules in a two-year time 

frame (2009-2011) and about 740.000 family members have benefited from this (Ashden Case 

Summary ToughStuff, 2012). This amount is very high because ToughStuff sold to their modules for 

emergency relief. Furthermore, ToughStuff has reduced the amount of greenhouse gas emissions 

with 8.800 tons/year CO2, by replacing kerosene lights. In 2010 ToughStuff generated an income of 

about US$ 2.4 million from sales (Ashden Case Summary ToughStuff, 2012).  

ZARA SOLAR LTD. 

Zara Solar Ltd. is a Tanzanian company based in Mwanza and started in 2005. Zara Solar Ltd is a 

spinoff company from the family business Mona-Mwanza Electrical & Electronics, which sell all kind 

of electrical appliances (Ashden Case Summary Zara Solar Ltd., 2012 18). Zara Solar Ltd. was 

established to focus on solar energy products and services. They employ five full-time technicians 

and cooperate with another 25 technicians in the region to reach rural customers. These technicians 

are being trained and educated in order to guarantee the quality of the service. Some customers buy 

the PV systems with the use of a 60% UNDP loan which is granted if these customers set up their 

business due to the energy provided by the solar system. Most of the customer buy directly from 

Zara Solar Ltd, however, the company has recently started to cooperate with micro-finance 

institutions to enable the very poor to buy solar energy products as well (Ashden Case Summary Zara 

Solar Ltd., 2012).  
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Zara Solar Ltd. has been able to sell over 3.600 systems since 2005 which has electrified about 18.000 

people in the region (Ashden Case Summary Zara Solar Ltd., 2012).  

SUNLABOB RENEWABLE ENERGY LTD. 

Sunlabob’s headquarters are based in the capital of Laos, Vientiane. They started out as a company 

to provide off-grid energy services through a range of energy products and services in the rural areas 

of Laos, however, they have extended their business to other development countries as well, such as 

Uganda, Tanzania, Afghanistan, and Cambodia (Ashden Case Summary Sunlabob Renewable Energy 

Ltd., 2012 19).  

Sunlabob imports their solar lanterns from either Germany or China, then, Sunlabob sells the 

lanterns to a local energy committee, which is selected by all the members of a community. This 

committee rents out the lanterns to villagers (Ashden Case Summary Sunlabob Renewable Energy 

Ltd., 2012). The villagers are able to charge the lanterns at a central charging station which is run by a 

franchisee of Sunlabob. This means that Sunlabob and the franchisee are only responsible for the 

charging station. The franchisee is provided with up-front subsidization but is meant to be self-

sustaining on the long-term.  

The activities of Sunlabob are not profitable, however, they have been able to stay in business by 

selling other energy products to high-end customers. Through this, they are able to finance their own 

development of the solar lantern for villagers. Sunlabob has sold about 1870 solar home systems and 

500 solar lanterns are rented to families in 73 different villages. Furthermore, Sunlabob has 

employed about 34 franchisees and 80 village technicians (Ashden Case Summary Sunlabob, 2012).  
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CHAPTER 5: ANALYSIS 

This chapter will deal with the analysis of the business models which were identified in the 

international cases and interviews with Dutch experts. To start, some possible business models for 

renewable energy firms in developing countries are described. Second, the business models of the 

international cases and the interviews for Dutch cases will be analyzed. The aim of the analysis is to 

identify the business model that has been used. The four elements of the business model, structure, 

value for the customer, value fort the firm, and interrelated activities, will each be discussed per 

business model case. Furthermore, the aspect of coherence will be evaluated for each case. 

Consequently, some general lessons for the development of a business model are presented and. 

Finally, one key factor which greatly influences the success of a business will discussed and 

elaborated on.  

Hystra (2009) – an international consultancy for renewable energy access for the poor, they design 

strategies and support their implementations – recognized that most initiatives combine the citizen 

and business sector; this means that the resources of the citizen organization are used for their 

already installed network with local people. This installed network refers to the connections with 

local entrepreneurs, villagers, and other NGO’s. These citizen organizations perform new roles in the 

network, such as marketing and distributing of the market-based energy solution. The Alliance for 

Rural Electrification also acknowledge that the affordability of the renewable energy technology for 

the poor is one of the major issues. This should be taken into account when trying to initiate a viable 

business, after all, customers should be able to pay for the product or service in order for the 

company to make a profit. Prices have already decreased due to technological innovation and large 

scale production, but investment costs are usually too high for the bottom of the pyramid. However, 

they state that the concept “free of charge” should be absolutely avoided, customers should 

contribute from the beginning in order for them to appropriately value the product or service. In 

order to realize a financing system for this delicate situation there are four different business models 

which could be taken into consideration (Alliance for Rural Electrification, 2011; Zeriffi, 2011); the 

one-hand business model, the two-hand business model, the fee for service business model, and the 

lease/hire purchase business model. The first two are based on micro-financing, which means that 

the initial investment barrier is eliminated by a small down payment and monthly payments until the 

system is completely paid for. On top of this, it is important to set the amounts at such a level that 

payment is secured. This means that current expenditures on energy should be taken into account.  

The first is the one-hand business model, which means that the finances and technology are dealt 

with by one company. The company integrates the technology development and production and 

finance mechanisms into one company. In other words, this business model covers the entire value 

chain which is exactly the difficulty with this model. The following is a schematic overview graph of 

the model.  
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The second is the two-hand business model where the finances and the technology are separated 

which implies a long-term partnership between the two. This allows both parties to focus on their 

core strengths which leads to better effectiveness, however, it is also more expensive because there 

are two parties involved which both have to cover infrastructural costs.  

 

 

 

 

 

 

The fee for service business model is different from the previous two. With the first two business 

models the customers acquire ownership of the energy system. With the fee for service business 

model the energy system remains property of the energy providing company and the customer pays 

a certain amount for the operation, maintenance, and replacement of the system to the energy 

service company. Prepayment cards are very common with this business model to ensure payments.  

 

 

 

 

 

 

 

 

 

If a lease/hire purchase business model is applied, the energy providing company remains the owner 

of the system during the period of the contract. At the end of the contract the system becomes the 

property of the customer or stays with the company. This depends on the choice of the customer 

which is done in discussion with the energy providing company.  
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The above presented schematic graphs are possible variations for a business model, however, not 

restricted to these. There might be numerous options for deviations from these business models. 

Which kind of business model is applicable in which situation depends on local needs and capacities, 

therefore interacting with the customer is very important here. 

BUSINESS MODELS 

During the research a few business models could be identified from the cases. There have been four 

business models identified from the international cases, and five Dutch based business models. For 

each possible business model every element is elaborated on and the concept of coherence is 

discussed. 

BAREFOOT POWER 

The business model identified here is the two-hand model, this business model could be identified 

because Barefoot Power does not incorporate a finance mechanism for the customers to pay. The 

company only delivers the technology to the importer. However, the importer and the distributor 

have contacts with the local micro-finance institutions to provide small loans to people.   

The structure element concerns the internal set up of the company. The company designs, 

manufactures, and distributes solar lighting and charging solutions (Ashden Case Summary Barefoot 

Power Ltd., 2012). They fully or partly own the local distributors, which means they practically 

control the entire value chain of the product. From design to distribution to retailers is controlled by 

Barefoot Power.  

The value created for the customer is that they offer affordable solar lanterns usable in areas where 

there is no electricity and offers them with the possibility to pay for them with a micro-credit 

program. Barefoot Power actively looked for partners for financing mechanisms, furthermore, if a 

government subsidy is available, they will act as the link between the government and the applicants 

for this subsidy (Ashden Case Summary Barefoot Power, 2012). On top of this, value is created for 

local entrepreneurs if they have the desire to franchise the Barefoot Power brand. Barefoot Power 

offers training and starting kits which enables entrepreneurs to create a stable income of owning a 

Barefoot Power shop (Ashden Case Summary Barefoot Power, 2012). Finally, Barefoot Power 

operates service stations which offer after-sales services for a small fee.  

The value created for the firm is done through charging for the solar lanterns and offer payment 

programs which ensures the revenue stream. Furthermore, the training and starter kits are not for 

free, entrepreneurs are charged a $ 50 fee (Ashden Case Summary Barefoot Power, 2012). More 

revenue streams come from the service stations, as people pay for small repairs.  

The interrelated activities of Barefoot Power are very clear in this business model and represent the 

network of Barefoot Power. The company controls almost the entire value chain, from product 

design to selling to customers through franchisees. Barefoot Power is involved in every connection. 

Design is done in Australia at the head offices, then manufacturing is done in China, however, still 

under the control of Barefoot Power (Ashden Case Summary Barefoot Power, 2012). This is not 

outsourced. Distribution is done through local importers and distributors through retailers, which are 

mostly Barefoot Power franchisees. The only thing Barefoot Power does not control are the financing 
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programs, however, they do cooperate with a micro-finance institute to facilitate payment for people 

who are not able to make the investment for a solar lantern at once.  

Evaluating the described business model leads to the conclusion that Barefoot Power has been able 

to see the market opportunity of solar lanterns for areas without electricity. Using this business 

model, they can in principle create value for the customers, by providing them with an opportunity of 

having light in the evening, without having to breath in toxic kerosene fumes in a way that is 

affordable for them, either through direct payment or micro-credit programs. On top of this, they 

can serve a greater social goal by creating job opportunities, which means income generation, for the 

local market they operate. Furthermore, they are in a position to turn the potential firm value into 

realized firm value through the revenue streams from the solar lanterns and the franchise fees. One 

of the important aspects that can potentially make Barefoot Power into a success – based on their 

number of sales (350.000 products) and people benefiting from their products (1.7 million) – is their 

partnering with local people to enable local income generation through their activities (Ashden Case 

Summary Barefoot Power, 2012).  

TOUGHSTUFF 

The business model identified in the ToughStuff organization is not a standard model according to 

the literature. The business model that reflects the set up of ToughStuff is a combination of the one-

hand and two-hand business model. Because initially, ToughStuff sells their products directly to a 

retailer without the cooperation of some sort of financing institution. Then, once a market has been 

established ToughStuff expands its business into more remote areas by partnering with NGO’s and 

micro-finance institutions, this is the two-and business model (Ashden Case Summary ToughStuff, 

2012).  

The structure of the company is comprised of in-house design, manufacturing in China, local 

warehousing and distribution is done by sales agents who sell to retailers. Unlike Barefoot Power, 

ToughStuff does not control the entire value chain, on the contrary, they do not own warehouse or 

distribution facilities (Ashden Case Summary ToughStuff, 2012). However, they do employ the sales 

agents locally.  

The value created for the customer is offered through the solar lantern, people are able to have a 

rather clean source of light in the evening, again. Furthermore, the ToughStuff offers products which 

include a plug to charge a mobile phone which offers much more than just being able to 

communicate. A mobile phone is used for bank accounts or health care services. On top of this, 

ToughStuff employs and trains local sales agents, which provides them with a stable income (Ashden 

Case Summary ToughStuff, 2012).  

The value for the firm is realized due to proper training of the local sales agents and the selling rates 

are high enough to create revenue streams for ToughStuff (Ashden Case Summary ToughStuff, 2012). 

Furthermore, the micro-credits have helped creating the revenue stream due to more selling of 

ToughStuff’s products in rural areas.  

The network of ToughStuff is mostly created through the local sales agents, because they have the 

crucial contacts with the customers and the retailers. They basically create the market, because they 

connect the retailers with the customers. Sales agents talk to retailers to stimulate to stock up on 
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ToughStuff’s products, then sales agents also talk to customers to convince them of the usefulness of 

solar energy and inform them about ToughStuff (Ashden Case Summary ToughStuff, 2012). 

Furthermore, partnering with NGO’s and micro-finance institutions has given ToughStuff access to 

more remote rural areas. These NGO’s already have local experience and contacts and ToughStuff 

offers them a way to increase their impact by offering renewable energy access options.  

Considering the four elements described above ToughStuff has been able to create a win-win 

situation for local retailers and customers through the local sales agents, about 140.000 PV modules 

have been sold from 2009 to 2011 in Madagascar, Kenia, and emergency relief in Haïti and about 

740.000 people benefit from this (Ashden Case Summary ToughStuff, 2012). Local sales agents are a 

crucial link in selling rates, through which they create value for the company but also create value for 

themselves because they earn an income (Ashden Case Summary ToughStuff, 2012).  Not just 

offering solar lighting, but other energy access products which could eliminate entry barriers to bank 

accounts and health services, once, of course, people own a mobile phone, ToughStuff can 

potentially create value for its customers. By employing the local sales agents, ToughStuff may also 

be able to appropriate firm value.  

ZARA SOLAR 

Just as Barefoot and ToughStuff, Zara Solar Ltd. works according to a bit different two-hand model. 

The company recently started cooperating with micro-finance institutions. Furthermore, some of 

Zara Solar’s customers would not have been able to buy their products if it wasn’t for their loans 

from the UNDP (Ashden Case Summary Zara Solar Ltd., 2012). Zara Solar Ltd. does not cooperate 

with the UNDP, however, because their customers are able to buy solar systems from them, this 

financing mechanism is part of the business model.  

The structure of the company is very simple; there is a shop and the company employs about 25 

technicians which operate throughout the north of Tanzania. Zara Solar imports their products in 

bulk in order to keep prices low.  

Zara Solar can create value for their customers by offering quality solar energy products which, 

according to its claims, are able to last long (Ashden Case Summary Zara Solar Ltd., 2012). The quality 

of the product is the extra value created for the customer, because there are a lot of fake or bad 

quality solar modules circulating in the market, the technology gets a bad reputation (Ashden Case 

Summary Zara Solar Ltd., 2012). The company ensures the quality of the products by importing 

quality products which lowers the chance of failures, provide user training, and working with 

qualified technicians (Ashden Case Summary Zara Solar Ltd., 2012).  

The company earns its money by selling quality products and offer after-sales services done by the 

many technicians they employ. These technicians not only maintain the technology but they also 

sustain the network of Zara Solar because they go out into the rural areas to assist people with their 

solar energy device (Ashden Case Summary Zara Solar Ltd., 2012).  

Looking at the business model applied by Zara Solar, the crucial link to not only create value for the 

customer but also for the firm is by selling quality products, train users, and work with educated 

technicians (Ashden Case Summary Zara Solar Ltd, 2012). The social value can be created by creating 

an income for the technicians and providing energy access to the poor without electricity. So far Zara 
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Solar has been able to create value through their products for about 18.000 people in the North of 

Tanzania (Asden Case Summary Zara Solar Ltd., 2012).  

SUNLABOB 

The business model of Sunlabob is different from the previous cases, not the one-hand, not the two-

hand model, but the fee for service model. The customer does not become the owner of the solar 

lantern, they rent them from the committee and they can charge it at the franchisee owning the 

charging station.  

The structure of the business model shows that Sunlabob deals with the development of the 

products, attracting franchisees willing to manage local Sunlabob service stations, and appointing a 

local energy committee who buys the product of Sunlabob and rents out the products to end users 

(Ashden Case Summary Sunlabob, 2012). Next to this they also directly sell other solar energy 

products to high-end customers.   

The value creation potential for the customer is that they do not need to make a big investment by 

buying a solar lantern, they can rent them for a small fee and charge them at the service station for a 

small fee as well (Ashden Case Summary Sunlabob, 2012). This means that practically anyone has 

access to solar lighting.  

The value created for Sunlabob is not done through their activities in developing countries. Sunlabob 

creates revenue streams by directly selling high-end products to high-end customers who have 

greater purchasing power (Ashden Case Summary Sunlabob, 2012).  

The network relations of Sunlabob and its interrelated activities with local partners are very 

important. The franchisees cooperate with the local energy committee to ensure their services. For 

example, if the energy committee rents out fifty lanterns but the service station is only equipped to 

charge ten lanterns at the same time this will cause problems. If people rented a lantern but are not 

able to charge it at the service station it has not been worth their money to rent a lantern because 

they can still not use it.  

Evaluating the business model of Sunlabob leads to the conclusion that only renting out solar 

lanterns through energy committees is not enough to create value for the company. The only reason 

Sunlabob is able to keep up these activities is because of sales to another target market. Sunlabob 

does create value for the end users by offering them an opportunity to lighting without the negative 

health effects and micro-credit obligations, people only pay when they can. Furthermore, by 

employing local entrepreneurs as their franchisees generates an income for them, however, usually 

franchisees do keep another job because they are not able to earn enough as Sunlabob franchisee 

(Ashden Case Summary Sunlabob, 2012. However, Sunlabob is not able to also appropriate some 

value for themselves through this because margins are too small (Ashden Case Summary Sunlabob, 

2012). 

ENERGY SHOPS 

These shops were mentioned during the second interview with a Dutch expert. The idea of such an 

energy shop is basically very simple. The energy shop is owned by a local entrepreneur and 
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customers go there to charge their electrical appliances, such as a mobile phone or a shaver used by 

a hairdresser. I do not have a practical case of an energy shop, in this section I will talk about the 

hypothetical case of an energy shop.  

The structure of an energy shop can only include one actor, the local entrepreneur managing the 

shop. However, there are business opportunities for perhaps Dutch companies seeking to partner 

with local entrepreneurs. Dutch companies could cooperate with these entrepreneurs in order to sell 

their energy generating products that the entrepreneurs can use for their charging services in the 

shop.  

The value created for the customer is according to the same concept of Sunlabob, the customer only 

pays for electricity access when they need it20. They do not have to engage in expensive investments 

or be connected to the grid in order to charge their phones. They can go to the shop and charge it for 

a small fee. This small fee makes the shop worthwhile for the entrepreneur, this provides him or her 

with an income.  

The activities of the energy shop do most likely not involve partners, or suppliers. The entrepreneur 

invests in charging appliances and a location for the shop to open. Perhaps these investments are 

made through a loan from a bank, which makes the bank a concerned party because they demand 

credit from the entrepreneur. However, if the possibility of an energy technology providing company 

comes along, an entrepreneur seeking to open an energy shop but not able to do this because 

electricity grid connections are too expensive, the entrepreneur could partner with an energy 

technology providing company for its energy supply. This way the entrepreneur does not have to 

invest in the technology, but pays a fee for the use of the technology to the technology providing 

company. Or the technology providing company could simply sell the technology to the entrepreneur 

if he or she is able to afford that.  

Aligning with this business model does seem a viable option for developed country based firms 

seeking to do business in developing countries through renewable energy. This refers to what Mark 

Jones said during the interview about anchor clients. The entrepreneurs of the energy shops can be 

the anchor clients which are able to do business with energy technology providing companies 

because they already have some money to invest, they do not belong to the poorest of the poor 

category. Through these anchor clients businesses do not directly serve the poor but they enable 

entrepreneurs to create opportunities for energy access for the poor by opening energy shops. If 

interests of both parties are aligned – the renewable energy technology providing company wants to 

expand his market and the local entrepreneur is looking for affordable energy generation – this 

should create a situation where alignment of activities are desirable for both parties.  

IMPROVED COOKSTOVES 

The business model that can be extracted from the second and third interview, again, involves local 

entrepreneurs and a cooperation with local NGO21,22. This project was initiated through subsidies 

mostly in Kenya but also set up projects in neighboring countries, however, this could have been 

done by a company according to the earlier described two-hand business model.  
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The structure is very clear, the energy providing organization contacts local blacksmiths to produce 

the improved cookstoves. The organization also seeks contact with a local NGO aiming to provide 

poor villagers with better ways of cooking.  

The value created for the customers is that they are getting access to an improved cookstove 

through a NGO, which means that they are able to afford them because then prices are very low. 

Value is also created for the NGO, because they are fulfilling their mission of providing poor rural 

villagers with improved cookstoves.  

In the situation of the interview there was no creation of value for the organization, however, there 

can be value created for a firm if they would engage in these activities. A firm could buy the 

improved cookstoves from the local blacksmiths which ensures them with a stable income. Then, the 

firm could sell these cookstoves to the NGO which is looking to buy cookstoves in bulk so they can 

keep costs low.  

The activities of the organization – perhaps company – and the NGO should be aligned in order 

create a win-win situation for both of them. This can be achieved because the NGO provides the 

market through its already established distribution channels and the organization or company is able 

to deliver the improved cookstoves.  

Assessing this business model it has the potential for creating social value because the organization 

or company indirectly delivers improved cookstoves to the rural poor, by directly employing local 

blacksmiths for the production. The crucial factor, again, is the cooperation with a local NGO which 

already has access to established distribution networks in order to facilitate the market for the 

cookstoves. By cooperating and aligning of the activities of the organization or company and the NGO 

they are able to appropriate the potential firm value; the NGO achieves its goal and the firm got a 

revenue stream.  

JATROPHA 

This company started in 2005 and operated in Tanzania. The fourth interview provided a new kind of 

business model23. The set up of the business model included, the company itself, a NGO, farmers, 

and customers. The company buys jatropha seeds from farmers growing jatropha as hedges around 

their land. The company produces these seeds into biofuels which is sold to international customers. 

By-products of the biofuels are briquettes which are sold to local customers for cooking.  

The value creation for the farmer is that they are able to earn extra income from solely the hedges 

around their land, jatropha does not need a lot of care and therefore it does not cost the farmers a 

lot. On top of this, jatropha potentially does not damage the growing of the crops on the land. The 

value created for the international customer is that they can meet their emission control targets by 

using biofuels. The company could create value for itself by selling the biofuels to international 

customers and selling the by-products on the local market. Unfortunately the company could not 

keep this up and is now looking for investors to restart the activities of the company.   

Value is created for the NGO as well. The biofuel producing company partnered with a NGO in order 

to promote its products with more people, even in remote areas. The NGO can potentially benefit 
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from this because they could achieve their mission of providing farmers with an income and at the 

same time guarantee the farmers that the biofuel producing company will buy the seeds of them.  

The activities of the company and the farmers should be aligned in order to for the company to 

estimate its supply from the farmers correctly and then estimate the amount of biofuel the company 

can sell. Also, the company has to align its activities to the possible harvest time of the farmers for 

jatropha, so that the company knows when it can sell the biofuel to its international customers.  

The potential of this business model has been proven due to the creation of a win-win situation for 

the NGO and the company. However, the potential value could not be turned into realized value for 

the NGO. The NGO wins because they can reach out and help more farmers earn extra income 

without putting in too much extra effort, and the company wins because they have access to raw 

material for the production of biofuels, however, according to Peter Smith the company might have 

overpaid for the seeds and was therefore not able to keep a margin for itself.  

ICT CENTERS 

This organization started their work in Gambia, but has recently expanded to Rwanda, Burundi, 

Tanzania, and other Eastern African countries. The business model that can be identified from the 

fifth interview is a different version of the fee for service business model24, the difference is the 

number of departments which are involved.  

The structure includes three layers, the international department, the country centers, and the local 

ICT centers. The international department takes care of setting up country centers in different 

countries and provides them with management support. The country centers set up ICT centers 

throughout the country and provide them with marketing and ICT support.  

Social value is potentially created because the ICT centers offer education and training in ICT and 

business related subjects. Once people took the training they can be outsourced by the ICT center. 

The quality of the outsourced employee is guaranteed by the training they took, this will offer rural 

villagers a much better chance for a job, implying a stable income.  

Value is created for each level within the organization because they pay a fee for service to the 

department above them in exchange for support. Which, if they have set up enough centers, will 

become a profitable business.  

The activities of the departments – the internal activities – should be aligned to both local 

circumstances and to the activities of the other departments. The local circumstances should be 

adhered to in order for the local center to offer the right products. The center could offer internet 

facilities but if people have never seen or used just a computer before, they would require some 

training in the use of a computer and then internet.  

Evaluating this business model it seems that social value creation is achieved because people are 

offered the chance to get access to all information that can be found on the internet and connect 

with people across the world through internet. Furthermore, job opportunities are created by 

offering an education and outsourcing services. Also, by offering these job opportunities in exchange 

                                                                 
24

 Refer to Interview with Ellen Williams in Appendix C.  



  

 A.N. Schoonbeek – 0751126  43 

for a fee the company is able to make a profit and pay the service fees to the department one level 

up. By aligning with local circumstances the ICT centers have been able to grasp the possibility for a 

profitable business and providing an income for local people at the same time.  

However, considering the success stories described in the previous sections leads me to conclude 

that coherence within and between business models is essential. The success stories took into 

account the local circumstances – not just the needs – and adhered to the situation by offering 

something value creating for customers in that particular situation (Ashden Case Summary Sunlabob, 

2012; Interview John Lewis and Ellen Williams 25). The importance of coherence between and within 

business models has been proven by these cases as well; by aligning activities to activities of partners 

they have turned their business into a success.  

GENERAL LESSONS 

When analyzing the business models from both international cases and the interviews it becomes 

clear that two aspects are crucial for a for-profit company operating in a developing country and 

serving the poorest of the poor while aiming to make a profit at the same time:  

- Partner with experienced local NGO 

- Local production facilities or local sales representative 

There is one key word in both the aspects, which is local. Every activity of a developed country based 

company should have local connections in order to reach the poorest of the poor and create value 

for them. This means that the activities should align or cohere with the local environment, they 

should address specific local situations with the needs coming from this situation. I specifically say 

that the activities – the business model – should cohere with the local situation and not just the local 

need. I do this because a solar lantern may provide lighting in the evening, and an improved 

cookstove may create healthier cooking situations, but does it serve the greater purpose of creating 

societal value? Creating societal value in developing countries implies to empowering people to get 

themselves away from poverty. If a rural villager buys a solar lantern or an improved cookstove, it 

will improve his living conditions, but will it improve his living standards? The conditions on the short 

term have been addressed, how to do this on the longer term? Consider this saying: 

Give a man a fish and he will eat for a day, teach a man how to fish and he will eat for the rest of his life 

I believe this saying reflects what needs to be taken into account when developing a business model 

in order to create social value for the Bottom of the Pyramid. This can be done by, for example 

teaching a villager how to make an improved cookstove so he can sell them, or employ a villager as a 

salesman of solar lanterns. This will provide them with an income generating activity which will 

enable them to buy the products and services he or she deems important.  

Taking this into account when proposing guidelines for business model development it leads me to 

propose to include villagers on the business side and not only the consuming side of the transaction. 

In practice, this would mean to follow the examples of basically all above analyzed cases. Each case 

includes local people by either local production, local sales agents, or local franchisees. However, this 

is dependent on the kind of product or service the company is trying to sell. For example, solar 
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systems or lanterns are hard to produce locally because the required materials and knowledge is not 

present. Therefore, employing people as sales agents is a more suitable option. Furthermore, a 

cooperation with a local entrepreneur can be established for services, and technicians can be trained 

to maintain and repair solar systems or lanterns. The same is true for wind turbines, however, 

biomass options are usually good options to be locally produced. The well-known example of the 

improved cookstove suits this profile. Local blacksmiths are able to produce them. And, similar to the 

solar energy example, local sales agents could also sell them.  

The task of developed country companies is to bring the possibilities, facilitate them and ensure that 

local people grab them. Bring the possibilities, means to see the opportunity for a certain renewable 

energy product or service and provide the means to produce and/or sell it. Then, these means should 

be facilitated, meaning there should be some support on how to organize and promote, for example, 

an energy shop. Finally, local people should get convinced that they are able to get themselves 

involved in income generating activities. This could be done by addressing the already available 

knowledge and practices in renewable options for the needs of the poor. Ideally, the chosen 

renewable energy option would also be the best option considering the local circumstances of 

availability of resources.  

An experienced NGO generally already has access to a huge local network. However, as a company, it 

is important to create value for the NGO. Chose the NGO in such a way that if they would support 

your business they will enhance the chances of succeeding in achieving their goals. This is how value 

is created for the NGO and benefit the company at the same time. Once this is done, and access to 

their network is granted, the company is able to benefit from the distribution channels and reach 

remote rural areas. Consider the example of improved cookstoves, the project connected with a local 

NGO because the NGO’s aim is to provide rural villagers with biomass based cooking facilities. The 

improved cookstove project was able to use their distribution channels to sell the improved 

cookstoves.  

Another aspect why a company should cooperate with a local NGO is because they usually have a 

micro-finance institution in their network which enables people to do an investment in more 

expensive products they are not able to afford at once. However, I do think it is important to make 

sure that people who apply for a micro-credit program should have some income in order to 

guarantee the monthly payments to the institution but also to prevent people from getting into debt.  

Nevertheless, the business model can be properly developed with local entrepreneurs and a NGO, 

but there are still two factors from outside the business model which can affect its success. The first 

phenomenon is the local environment including local customs and mindsets; as mentioned in the 

literature the business model should be aligned with the local circumstances, however, the local 

circumstances in developing countries are such that they might lead to a situation where it is 

impossible for any business model to succeed. The second phenomenon is Dutch public policy; these 

do not create favorable environments for businesses to engage in renewable energy activities in 

developing countries.    
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LOCAL ENVIRONMENT 

It is almost common sense that the local environment is important when it comes to selling a product 

or service, however, the special circumstances in poorer regions of the world, do ask for some extra 

attention and taking into account local needs.   

As mentioned in the literature section of this research, there are three main barriers which one 

comes across when doing business in development countries. These are the issue of affordability, 

people barely have money to buy food so it is very hard for them to do an investment in renewable 

energy even if it is very beneficial for them. Also, the issue of awareness, usually people are not even 

aware that there is some technology for them out there to help them improve their livelihoods. 

Therefore, it would be best to address knowledge and practices that already exist so people are able 

to imagine and also actually realize the potential energy producing solution. Finally, the availability of 

some types of materials and some types of knowledge is very low; simple products can be locally 

manufactured, but even these are very hard to maintain if there are few trained personnel for 

repairs. This is another reason why solutions should adhere to what people know and capable of.  

The first problem is money, poor people simply do not have any money to spare after meeting their 

basic needs of food, shelter, health and children’s education. So, how can a business profit from 

people who do not have the sources to engage in the business markets? The issue is actually very 

simple, one cannot spend something one does not have. The first thing that emerges in these 

situations is a loan, which would provide people with some purchasing power and it is assumed that 

they are able to later repay for the loan. However, where is the security that these people will get 

money from somewhere to repay this loan? Especially, if this loan does not provide them with a 

product that can be used for remunerative activities. It could mean that people without money who 

applied for a loan are even getting in debt with businesses, without having money in the first place 

(Westover, 2008). It is necessary to increase or create income for the poor, which means that some 

basic economy has to be built up or improved in such a way that the poor are able to gain from it. 

Karnani (2007) talks about perceiving the rural poor as producers rather than just consumers. Which 

means that by making the poor a part of the market, but on the other side of the market – not the 

consuming side but the producing side – will provide them with an income which would increase 

their purchasing power. Basically this is enabling the poor to take control of their lives in the way 

they deem appropriate. Once people will have somewhat of a stable income they are able to enter 

the market on the other side, the consuming side, as well.  

Another issue that forms a problem is the ethical side of the story. Isn’t it unethical to make money 

over the backs of the poorest of the poor, in order to make the rich even richer? I would say it is 

rather unethical to benefit from people who barely have anything, and take the few dollars they 

might have by convincing them to invest it in something the rich believe they need (Arora & Romijn, 

2012; Karnani, 2009). This implies that developed countries would better know what kind of 

development poor people of the world need. Edward Johnson 26 acknowledged this as well, by saying 

that looking at the market from a technology perspective creates these kinds of problems, therefore, 

the market should be perceived according to the scheme he drew based on the needs of the rural 

villagers, such as cooking and lighting. The appropriate technology should be matched with the need, 
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not the other way around. However, is this really enough? As I mentioned earlier in this section it is 

important to not only address the needs but to address the local circumstances which create the 

need. Through this, poor people are empowered to change their current local situation in their own 

way. For example, the case on solar cooking that John Lewis27 talked about; this is a perfectly good 

and sustainable way of cooking. However, a major problem, is that this product does not fit into the 

daily lives of the people who would use the product. It is a classic example of Western technology 

pushed into the lives of rural villagers in developing countries trying to address to their needs. The 

technology required people to adjust their daily routines and activities to the new way of cooking, 

which was not a success. It is evident that solar cooking does not align with the specific local 

situation, even though it does address the issue of clean and healthy ways of cooking. This shows the 

importance of coherence with the local circumstances.  

Furthermore, when offering new products on the development market it is hard to actually measure 

the improvement of social wealth. Perhaps people’s living standards may seem to be improved, but 

usually negative external side-effects may be neglected, especially when such activities are driven by 

the profit motive. For example, to grow crops which can produce biofuels lands are required. This 

land may be used for cattle grazing earlier. Even worse, land may be used, but land is used where 

usually food crops would be produced. Can we still support biofuel investments at the expense of 

these issues? Another example, a wind turbine just off the coast can deliver great amounts of 

electricity, but the population of birds and fishes are harmed by these, which is overlooked but does 

seriously affect the environment and therefore should lower the social value creation as well.  

However, the above is still based on the assumption that people in development countries think and 

act in the same way as people in developed countries do. These assumptions are that if people would 

be able to afford a, for example, solar lantern or an improved cookstove, they would actually spend 

the money on such devices. The attitude and way of thinking of people who are poor and live in a 

developing country may be different from people who live in developed countries. The assumption 

that the poor in the world are rational and creative entrepreneurs has proven to be wrong (Karnani, 

2009; Interview Mark Jones, 2012; Interview John Lewis, 2012). Both John Lewis and Mark Jones 

claim that poor rural areas have to live from day to day in order to make ends meet and often may 

not have the luxury or time to consider long-term improvements in their living conditions28. Investing 

in something might seem a logical option from the developed country perspective, but it may be 

hard to convince people that they should invest in something that they will see the merits of on the 

longer term, when people are focused on surviving day by day. If these people even see the merits 

associated with a new technology. The merits that are usually provided are from the perspective of 

the provider, these may be different from the perspective of the potential investor.  

This leads me to another issue, the level of inequality in daily lives is very high, both within and 

outside the household. And there is little equality between men and women. This is something which 

is being underestimated. Some women may be able to get a micro-credit loan but the men of their 

household may be the one spending the money. Some women are not even able to get access to 

micro-credit because they are considered a high risk for the other women in the micro-credit group 

(Arora & Romijn, 2012). Not only outside households there is inequality, but also inside households 
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between men and women. It is important to take this into account when developing a business 

model, because one wants the business model to align with the local situation. Therefore, 

considering inequality should lead to addressing this situation in such a way that it also empowers 

the ones who are marginalized.  

Another assumption, is that when putting people in the position of being an entrepreneur they will 

act like one. This is not the case, even in the developed world most entrepreneurs do not survive the 

start-up or growth phase (Karnani, 2009), why should this be any different in developing countries? 

Chances are actually even smaller, rural villagers turned into an entrepreneur by a micro-credit loan 

does not have any experience, training, or education to be able to deal with the new kinds of choices 

he or she has to make. Of course, there are success stories but these are the exceptions and not the 

rule (Westover, 2008). One could even say that micro-finance organizations do not empower people 

but lower the standards of their livelihoods and create more problems because chances are these 

people are not able to pay back the loans and then they do not have any money but, on top of this, 

they are in debt. This is especially true for micro-credit for products which do not generate an 

income, such as an improved cookstove or solar lantern.  

Finally, in developed countries there is a more or less stable government with the ability to execute 

their power of control. This is a very crucial element maintaining an economy or while creating one. 

A stable government is something many developing countries lack. Again the issue of inequality rises, 

often the interests of government representatives are more in line with interest of the rich people in 

the country instead of with the poor. This leads to a great matter of distrust between the 

government and poor citizens, but also between citizens. John Lewis provided another example of 

this; they tried to organize local blacksmiths and tried to make them cooperate so they would have 

the benefits of a shared workplace which could be improved (provide a roof for example) if everyone 

of the blacksmiths would pay only a small part. However, none of the blacksmiths were willing to do 

this because they did not trust one another.  

In order to create the basics of an economy the government should actively participate and provide 

both the institutional environment and physical facilities for an economy to be built (Karnani, 2009), 

taking into account the current situation of the country. The institutional environment should be able 

to address the circumstances that create issues of distrust among local entrepreneurs. Properly 

aligning policies with the local situation will result in changing the institutional environment which 

slowly will affect the practical and daily situation of doing business.  

DUTCH PUBLIC POLICY 

During the interviews the topic of Dutch policies kept returning and turned out to be a crucial 

segment in the success – or failure – of Dutch companies that were aiming to invest in creating social 

value in developing countries.  

The main argument that came across was that the Dutch policy did not provide a stable basis for 

projects to be initiated. There is much insecurity for investors because there is no continuity within 

Dutch policy. An example from John Lewis involved changing of policies which lead to the 

termination of an under construction project. New regulation required the project to come up with 

50% of the financing instead of 20%. This was enough for current investors to withdraw from the 

project and no other investors could be found anymore because no one considered the project to be 
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secure enough to guarantee some returns on their investments. One could argue that if projects 

could be set up much quicker they would have avoided the effects of changing policies. However, as 

John Lewis points out the working pace of the West is much fast compared to the working pace in 

developing countries. Which causes that setting up projects can take very long before the right local 

people have been found to cooperate with. This demonstrates the lack of coherence of Dutch policy 

with the business activities these policies aim at. In order to align and policies with sustaining 

business activities in developing countries these policies should provide a long-term perspective. Not 

only because initiating a project in a developing country might take longer than in developed 

countries, but also in order to sustain the business activities. Because it will probably take longer for 

businesses to be profitable and self-sustaining in poorer areas of developing countries. Both John 

Lewis and Peter Smith emphasize this by pointing out the importance of long-term promotion in 

developing countries before the product or service is remembered by the target market.  

Currently, Dutch policy supports development through energy access with a budget of about € 30 

million, but this amount deviates from year to year (Bridging the Energy Gap, 201229), in 2008 this 

amount was set at € 45 million (Koenders, 2008). However, the cooperation with Dutch business 

acted from a “technology push” perspective; for example the Philips solar lantern, but why will 

people invest in a solar lantern again when the first (subsidized) one breaks? The budget was 

reserved to stimulate Dutch companies with their technologies to go and “do good” in the focus area 

(the Great Lakes region in Africa). After analyzing the cases and interviews, it has proven to be 

important to act from the local circumstances of the rural villagers and not the available western 

technologies. Therefore, policies needs to be re-focused. A possibility to create alignment with local 

circumstances and promote renewable energy use is participatory development. However, inequality 

among the participation of local people is again an important aspect which needs to be considered 

during the implementation and throughout the duration of the projects (Arora & Romijn, 2012).   

Current Dutch policy emphasizes the efficient use of energy, clean technology applications, 

sustainable energy provision and associated gender and environmental aspects (Bridging the Energy 

Gap, 2012). Policies are organized according to three windows, the bilateral, multilateral, and 

NGO’s/private sector window. Assessing the last window it shows the support for a technology push 

situation. Specifically PV technology is mentioned and the transfer of other environmental friendly 

technologies. This support does not look to align with local circumstances, only to offer technologies 

which have been successful in developed countries. Furthermore, access to and training in 

sustainable energy programs are supported, however, the window does not stimulate the alignment 

with local circumstances.  

These programs do provide a good base to provide access to energy to the poor in development 

countries, however, I doubt that these programs are a successful strategy for businesses. Going 

through the programs they do not provide any incentive for a business opportunity except for the 

subsidies. However, I believe that solely subsidies are not sufficient to convince a Dutch company to 

engage in business in developing countries. This will require a personal or moral belief to contribute 

to the improvement of the livelihoods of the poor. Without this, a viable market cannot be achieved. 

If the Netherlands would like to contribute and make a difference their programs should be focused 
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on creating an economy in poor developing countries and therefore enabling real business 

opportunities for both parties.  

Holland has the institution of AgentschapNL which closely works with GIZ (Geselschaft für 

Internationale Zusammenarbeit) on the topic of providing access to energy for the rural poor. The 

main difference is that the German organization is much more pro-active compared to the Dutch 

AgentschapNL which is the executing body of Dutch policy. AgentschapNL is budgeted a certain 

amount of money from the Ministry of Foreign Affairs and is able to divide this through subsidies 

among certain projects. AgentschapNL donates (Interview John Lewis, 2012 30) a part of that money 

to the World Bank and partly hands out subsidies to Dutch enterprises that are aiming to alleviate 

poverty in developing countries by providing the poor with energy access. However, the German 

organization does not only hand out money in the form of subsidies, but also actively engages in 

long-term projects themselves (Interview with John Lewis, 2012). This not only creates a stable base 

which results in much more security for investors who would be considering to partake in a 

renewable energy project in a development country; but also leads to a more coherent set of policies 

due to experience in the field and the ability to prolong their activities. Coherence requires 

coordination between different organizations and accumulation and sharing of experiences from 

different projects, because the potential value has to be turned into realized value. This can only be 

done by cooperation and involvement in the field. Without this, activities of executing policy bodies 

will not become aligned with activities of organizations seeking to do business in developing 

countries but depending on subsidies to start. This is something GIZ is able to do and AgentschapNL 

is not.  

Assuming that it would still be favorable to support businesses looking to enter the BoP market it 

would be in the best interest of companies for the government to create a public policy which aims 

at coherence among these businesses. As already stated in the literature, this coherence among 

businesses will lead to an enhancement of the impact of each business. Peter Smith acknowledged 

this during the interview, but also John Lewis provided an example of greater success when aligning 

activities. Both engaged in cooperations with other organizations in order to reach more people. 

Each interviewee acknowledged that they had created value for the cooperating party that could be 

turned into realized value for the organization if the organizations would cooperate. The example of 

John Lewis concerned the cooperation between competitors, where a cooperative pilot project was 

held in order to see which cookstove would be best suitable in that specific local situation. Both 

organizations had the intention to locally produce and distribute the products. The results of the pilot 

project showed clear results, which meant that the Dutch cookstove project would take care of the 

products and the international organization would share their distribution channels to reach more 

people. This cooperation has lead to a greater creation of social value, because the cookstoves which 

were distributed were coherent with local preferences and distribution reached for more into 

remote rural areas than the Dutch project was initially aiming at, but made possible due to the 

cooperation.  

I believe that business with poor people in development countries should still be encouraged, 

however, should not only be focused on the poorest of the poor but emphasize the business and 

trade opportunities with local entrepreneurs. One can do business with people who already have a 
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small business and are able to exploit the benefits of an investment on a somewhat longer term. 

Therefore, policies should focus on this target group by aligning their policies in such a way that it 

stimulates businesses to cooperate with local entrepreneurs in developing countries.  

Taking into account the fact that business at the BoP is not a good solution for poverty alleviation, 

then Dutch policies should focus on improving the public relations with local governments and try to 

convince them of the urgency of a stable basic economy in order to grow as a country. What Dutch 

policy could do is to create a win-win situation, such as the one Mr. 4 created for his company. Peter 

Smith created a situation where he was able to ensure the NGO he was cooperating with that would 

facilitate promotion, he would buy the jatropha seeds from the farmers. While at the same time the 

NGO could promote the growing of jatropha seeds for biofuel production. Considering this situation, 

Dutch policy should encourage local governments to facilitate the institutional environment for the 

poor to become part of the producing side of the market; and Dutch policy can guarantee a market 

for these producers to sell their products. Obviously, another aspect of national Dutch policy should 

be formed in such a way that it would stimulate Dutch consumers to buy from producers in 

developing countries. There should be another Max Havelaar situation created, meaning, that 

initially the Max Havelaar brand is unique but later this changed into a situation where only Max 

Havelaar alike products would be sold. If coffee was not according to the Max Havelaar standards it 

would not be sold anymore. If Dutch policy would be able to create these circumstances for products 

from rural producers, I believe it would create social value for the poor because they have been 

empowered by including them in the market which enables them to participate on the consumer-

side as well. However, at the same time, it is very important to monitor the actual social value 

created because rural producers might earn a living from trading with developed countries, these 

production processes could very much harm the environment. For example, the production of seeds 

for biofuels should not be competing with the production of food crops or lower the quality of the 

local soil. Business models should take these circumstances into account when engaging in trade with 

developing country producers, and Dutch public policy should provide guidelines and regulations, 

and monitor these in order to control the compliance.  

However, would this be enough to actually address the climate change and poverty issues? I think 

businesses engaging in these activities is not enough. I think that all parties, governments, NGO’s, 

businesses, and citizens all need to set their mind to solving these issues; this will lead to coherent 

activities among all parties and enhance the impact of each.  
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CONCLUSION  

Climate change and poverty are both problems which have been tried to solve for a long time, 

however, a sustainable solution is still to be found. A new perspective of how to address both these 

issues at the same time was by perceiving the poorest of the poor in developing countries as a 

profitable renewable energy business market (Prahalad, 2004). Many businesses have engaged in 

activities to seek profits while alleviating poverty through renewable energy access. The goal of this 

research was to deduce lessons from business models in use, learn from them and create guidelines 

for future businesses aiming to do business in renewable energy in developing countries.  

The literature in the theory section of this research emphasizes the importance of coherence among 

the four building blocks of a business model, but also between other business models, local 

environment and needs. Aligning the activities of a business model – internal and with partnering 

organizations – will lead to greater value creation for both the firm and the customer, in this case the 

poor people in developing countries without access to energy. The value creation for these poor 

people should encompass social value creation, by providing them with an opportunity to step out of 

deep poverty through a stable income.  

Several international and Dutch cases have been presented and two major lessons for guidelines on 

developing business models for renewable energy activities in developing countries can be deduced. 

The key word with both lessons is local. The first lesson is to incorporate local people on the business 

side of the market, not just the consuming side. This will generate an income which enables them to 

buy products they deem important without the use of micro-credit programs – which are likely to get 

people trapped in debt with micro-finance institutions because the money is not invested in an 

income generating product. Employing local people will, on the longer term, create a basis for a 

growing economy. However, this is not enough, the second lesson is at least as important as the first. 

Partnering with an experienced local NGO’s and ensure a win-win situation for both parties. This win-

win situation should aim at creating extra value through the cooperation. The interest of the NGO 

should correspond with the goals of the company. The extra value can be created by offering the 

NGO products or market guarantees for the local people they serve. The extra value for the company 

is created because the NGO has access to a great network of local people and distribution facilities. 

This way both parties can appropriate extra value by aligning their activities.  

However, there are two important factors that can influence the success of a business model, the 

local circumstances and the Dutch public policy. The business should aim to incorporate and address 

as much local circumstances as possible, however, inequality and trust issues are hard to address 

with a business model. Here, the second factor comes in, public policy. Dutch public policy should 

aim to provide long-term support for business engaging in renewable energy activities in developing 

countries. These policies should aim to engage in trade between the Netherlands and the developing 

country.  

When looking for solutions for problems such as climate change and poverty this includes many 

different parties all over the world. In order to actually create societal value, all these parties should 

align their activities in order to enhance the effectiveness of each activity.  
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During this research I have come across some limitations, especially during the empirical work. 

Identifying Dutch renewable energy organizations was initially geared at for-profit companies, 

however, expanded into non-profit organizations as well in order to be able to identify some 

business models used in the field. Furthermore, the sixth interview was cancelled due to illness of the 

interviewee, perhaps his stories could have provided me with valuable insights. On top of this, the 

amount of cases and interviews are actually not sufficient to deduce general lessons from. However, I 

have noticed that this field – renewable energy for poverty alleviation – is very small and I have 

talked with different kinds of actors. Therefore, I believe that the general notion I have been able to 

form after the interviews would probably not change greatly by talking to more people.  

The issue of coherence is already widely known in strategic management literature (Stock et al., 

2001; Roberts, 2007; Sherman et al., 2005), however, this concept of alignment among business 

models operating in the field of renewable energy for poverty alleviation is rather new. Future 

research could aim to seek insight on how to get all the different parties – government, business, 

NGO, citizens – involved aligned with each other in order to seek a solution for climate change and 

poverty alleviation.  
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APPENDICES 

APPENDIX A: INTERVIEW QUESTIONS 

Interview questions 

My name is Arina Schoonbeek, a graduating student at the Technical University Eindhoven enrolled 

in the master program Innovation Sciences. For my graduation research I am looking into business 

models in renewable energy in development countries.  

This research aims to identify what business models were used by Dutch renewable energy firms in 

development countries and what hurdles they encountered while putting these models into practice. 

The idea of a business model is nicely captured with the following phrase: “it defines how the 

enterprise creates and delivers value to customers, and then converts payments received to profits”.  

The initial questions are mainly for some general information of the company.  

The following questions will try to map the business model of the company. These questions are 

divided into two sub-categories; the first is “Defining”, in order to identify the basic structure and 

activities of the company. The second is “Assessment” to get a good overview of how the company 

performs their business.  

The last questions refer to the problems and hurdles which the company came across while entering 

the market and operating in the development country.  

Part 1: 

- When was the company founded? 

- How many employees does the company have? If applicable, at which departments? 

- What is the main goal or mission of the company? 

- Where does the company perform its activities? 

- Who are the main competitors? 

- Other important background information of the company? 

Part 2: 

DEFINING 

STRUCTURE:  

- Which departments are involved and how many people? 

- From the decision to actually actively selling the product/service, which steps are taken? Can 

you describe the process? 

- What are the most important strengths of the company? 

- What does the company excel in?  

- What separates the company from other companies? (Competitive advantage?) 

ACTIVITIES: 

- Which actors are involved or are being cooperated with? 
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o (NGO’s, governments, competitors, providers of substitutes, customers, knowledge 

institutions, suppliers, other actors in the value chain?) 

- What are their roles? 

- How can the relationship be defined? 

- How is the communication? 

o Formal/informal 

o Often/sometimes 

o Email/telephone/face-to-face 

- Who coordinates this cooperation? 

- Where does the company stand in the network/value chain? 

- Are business models adapted to partners (partners/suppliers/etc.)? 

- Do you think that if business models between partners would fit or hang together this would 

benefit the relation? 

ASSESSMENT: 

FIRM VALUE CREATION: 

- What are the main costs? 

- How is the price of the product/service set up? 

- What is the revenue structure? Where does the revenue come from? 

- Do you think there are specific characteristics for renewable energy projects in development 

countries in order to make a profit? 

CUSTOMER VALUE CREATION: 

- What is the product/service? 

- What is exactly the element in the product/service that creates value for the customer? 

- Who are the customers? 

- Do you think there are specific characteristics for renewable energy projects in development 

countries in order to create value for the customers? 

Part 3 

- What are the main problems/hurdles while entering the renewable energy market in 

development countries?  

- What are the main problems/hurdles while operating in the renewable energy market in 

development countries? 

- How were these overcome? Or should these have been overcome?  

- The following three aspects are considered major barriers  in development countries. Do you 

have any experience with these three aspects?  

- Limited affordability (customers are not able to pay for the product/service) 

- Lack of availability (materials and knowledge are not available for the product/service) 

- Low awareness of the technology with the customer 

- Do you have any other remarks you find relevant here? 

 

Thank you very much for answering the questions, the answers are very valuable for my research.  
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APPENDIX B: INTERVIEW QUESTIONS ANSWERED BY PETER SMITH 

Interview vragen en antwoorden Peter Smith  (Biofuel producing company based on Jatropha) 

DEEL 1 

- Wanneer is het bedrijf opgezet? 

2005 

- Hoeveel werknemers heeft het bedrijf? Indien toepasselijk, bij welke afdelingen? 

Ca 20 personen in Tanzania, 1 manager, 7 fabrieksmedewerers,  fieldofficers n de rest is 

administratief  

- Wat is het belangrijkste doel of missie van het bedrijf? 

Productie van duurzame energie . we gebruiken jatropha als gronstof.  

- Waar voert het bedrijf haar activiteiten uit? 

Tanzania  

- Wie zijn de belangrijkste concurrenten? 

Producenten van Soja en palm-olie  als biobrandstof. Op de lokale markt zijn geen spelers meer die 

jatropha olie produceren.  

- Is er andere belangrijke en relevante achtergrond informatie over het bedrijf? 

Eindproducten zijn ruwe olie (SVO) en briketten. De olie is grondstof voor biojetfuel, biodiesel of olie 

voor generators. Er wrodt gekeken of er ook verf of kaarsen van te maken zijn. De Briketten 

vervangen hout waarop gekookt wordt.  

DEEL 2 

Definiëring 

Structuur: 

- Welke afdelingen zijn er betrokken en hoeveel mensen bij het project? 

We noemen ons bedrijf geen project. Een project heeft een begin en einddatum wat zou betekenen 

dat je er niet mee doorgaat. Als er geen continuïteit is dan  is een business niet duurzaam maar 

dupeer je partners.  

- Vanaf de beslissing tot aan het daadwerkelijk verkopen van het product/service, welke 

stappen worden er genomen? Kunt u het proces beschrijven? 

We hebben een marktonderzoek gedaan waarbij ik me heb laten leiden door het Kyoto verdrag. Veel 

landen hebben  basis van dat verdrag een veelbelovend beleid ontwikkeld.  



  

 A.N. Schoonbeek – 0751126  61 

- Wat zijn de belangrijkste sterke kanten van het bedrijf? 

Combinatie van duurzame energie en armoede bestrijding  

- Waar excelleert het bedrijf in? 

We slagen erin grote bedrijven aan ons te binden en produceren relatief veel (in vergelijking tot 

andere jatropha initiatieven)  

- Wat onderscheidt het bedrijf van andere bedrijven? 

Voorbeeldfunctie  

Activiteiten: 

- Welke actoren zijn er betrokken of wordt mee samengewerkt? 

o (NGO’s, overheden, concurrenten, aanbieders van substituten, klanten, kennis 

instituten, leveranciers, andere actoren in de value chain?) 

NGO’s We werken waar mogelijk samen met NGO’s om 
toegang te krijgen tot de boeren die onze 
toeleveranciers zijn. Dat is een kostbare operatie 
en NGO’s hebben daar meestal wel middelen 
voor 

Overheden  Nederlandse overheid en Tanzaniaanse 
overheid. We ondersteunen ze bij ontwikkeling 
van beleid en ontvangen (in NL) subsidie 

Concurrenten Daar waar mogelijk werken we samen met 
concurrenten, we zijn toeleverancier van 
zaadmateriaal en wisselen informatie uit waar 
mogelijk.  

aanbieders van substituten (?) 

klanten KLM/SKYnrg, bayer 

kennis instituten Heel veel universiteiten doen onderzoek rondom 
het The company Business model. Waar mogelijk 
betrekken we universiteiten bij onderzoek dat we 
doen bij The company.  

leveranciers, andere actoren in de value chain?  

 

- Welke rol vervullen zij? Zie tabel hierboven  

- Hoe kan deze relatie beschreven worden? Zie tabel hierboven 

- Hoe verloopt de communicatie? 

o Formeel/informeel 

o Vaak/soms 

o Via email/telefoon/in persoon 

We proberen met alle partijen een informele open relatie te hebben waarbij het wederzijds 

vertrouwen is dat vertrouwelijke informatie ook zo wordt behandeld. Dat gaat bvijnaatijd 

goed.  

- Wie coördineert deze samenwerking? 
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Voorheen deed ik dat, nu de lokale manager 

- Waar staat het bedrijf in het netwerk en value chain? 

We zijn de producer van grondstoffen. We kopen zaden in van boeren en verkopen het ruwe product 

aan producenten van eindproducten 

- Worden business modellen aangepast aan partners? 

Nog niet nodig geweest 

- Denkt u dat wanneer business modellen samen zouden hangen met business modellen van 

partners dit de relatie zou bevorderen voor beide partijen? 

Ik neem aan van wel, je creëert een wederzijdse afhankelijkheid die  de relatie duurzamer kan maken.  

Assessment: 

Waarde creatie voor het bedrijf: 

- Wat zijn de belangrijkste kosten posten? 

Inkoopkosten zaad, logistieke kosten collectie van het zaad 

- Hoe wordt de prijs voor het product/service bepaald? 

marktprijs 

- Waar komt de omzet vandaan? 

Verkoop, voorheen ook uit subsidies 

- Denkt u dat er specifieke karakteristieken zijn om winst te maken voor hernieuwbare energie 

projecten in ontwikkelingslanden? 

Verkoop op de lokale markt. Daarvoor zijn afspraken met de lokale overheid nodig (over incentives en 

belasting) Dat is een probleem in veel ontwikkelingslanden omdat er geen sterke overheid is. 

Waarde creatie voor de klant: 

- Wie zijn de klanten? 

Internationaal: KLM, Bayer, onderzoeksinstituten  

Lokaal: Horeca (houtvervanger om op e koken) Lodges (duurzame generator brandstof)  

- Wat is het product/service? 

Olie en houtvervangers  

- Wat is precies het element in het product/service waardoor er waarde voor de klant 

gecreëerd wordt? 
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We garanderen een zeer duurzame en sociaal verantwoord product.  

- Denkt u dat er specifieke karakteristieken zijn om waarde te creëren voor klanten voor 

hernieuwbare energie projecten in ontwikkelingslanden? 

Armoedebestrijding en Fair Trade  

Deel 3 

- Wat zijn de belangrijkste problemen en/of moeilijkheden tijdens het opgaan van de 

hernieuwbare energiemarkt in het ontwikkelingsland? 

Verkoopprijs is te laag en blijft dalen, logistieke kosten zijn zeer hoog   

- Wat zijn de belangrijkste problemen en/of moeilijkheden tijdens het actief opereren op de 

hernieuwbare energiemarkt in het ontwikkelingsland? 

Slecht functionerende overheid (geen policy) hoge logistieke kosten (onverharde wegen, geen 

telefonische dekking of internet)  

- Hoe zijn deze opgelost of overkomen? Of hoe hadden deze opgelost of overkomen moeten 

worden? 

De overheid zal niet verbeteren, logistiek ook niet,. Telecom wordt snel  beter 

- Er wordt verondersteld dat de volgende drie aspecten belangrijke barrières vormen in 

ontwikkelingslanden. Wat is uw ervaring met deze drie aspecten? 

o Beperkte mogelijkheid van klanten om het product/service te kunnen betalen 

Geen probleem, we verkopen internationaal of aan grotere lokale organisaties 

o Gebrek aan materiaal en/of kennis 

Dat is wel een probleem, mensen zijn slecht opgeleid, en veel apparatuur moet ingevoerd 

worden, spareparts zijn niet beschikbaar 

o Weinig besef van het bestaan van de technologie 

Geen probleem, het productieproces in TZ  is eenvoudig 

  



  

 A.N. Schoonbeek – 0751126  64 

APPENDIX C: INTERVIEWS WITH DUTCH ACTORS 

The following sub sections are summaries of the interviews which were held during the research. The 

interviews are presented by date. The names of the interviewees are replaced with pseudonyms.  

EDWARD JOHNSON 

The interview took place at the office of interview Edward Johnson at a Dutch university in 

Amsterdam at Monday the 30th of July 2012. Edward Johnson works at a Dutch university and is 

involved in research on business models for renewable energy companies in development countries. 

Initially I explained to him what this research is about and what the goal is of the analysis.  

Then Edward Johnson started to explain about that the Western way of thinking about markets and 

business is completely different from a development country’s perspective on markets and business. 

This implies, when a company wants to do business in a development country, there is a lot of 

institutional distance, which represents the different ways of thinking and how far they are apart 

from each other. Therefore, it is very important that business connect with local institutions and/or 

organizations in order to bring both cultures closer so they will be able to – sort of – understand each 

other and act upon it.  

Edward Johnson talked about the energy access issue in a country and this basically includes two 

systems, a pro-growth and  a pro-poor system. The pro-growth system is mainly concerned with the 

national grid and fuel for transportation which are of great importance to the national economy. The 

pro-poor system is focused on electricity access and supplying energy for cooking. He drew the 

following table to visualize the systems: 

Table 3: Interview with Edward Johnson at Amsterdam (30-07-2012) 

 Cooking Lighting & 
Communications 

Income generation & 
Collectivities 

Urban Gas grid connection via 
cooperatives 

Power grid connections (Cooperatives or 
prepayment) 

Rural Cooking devices Home systems & 
lighting devices 

Rural cooperatives 

This system reflects how the energy access is perceived and leaves room for local interpretations, 

needs, and opportunities. It is very important to that these systems are demand driven and not 

defined by the supply of technologies from developed countries. Furthermore, because every 

situation is different there shouldn’t be any pre-defined business models. There are guidelines of 

course, but it is important to take into account the local circumstances. The business model literature 

on this topic is still very young and should be developed a lot more.  

Edward Johnson emphasizes the importance of how to measure social value creation and if you can 

actually link the increase in social value to the product or service being sold. It is very hard to 

measures that, because there are always side effects you have to take into account, but to what 

extent would be the question.  
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MARK JONES 

The interview with Mark Jones was held at his office of a executing body of the Dutch government in 

Utrecht on the Monday the 6th of August 2012. Mark Jones is works at this institution as a program 

advisor.  

Mark Jones initially explained to me the cooperation between the institution he works and a 

comparable institute in Germany. They cooperate in order to achieve the goal of energizing eight 

million people in development countries. Rather quickly the conversation switched to subject of 

business models and Mark Jones was really clear on this. He says there are no business models. Mark 

Jones states that all projects work according a certain principle; this is that a company or an 

organization from a developed country was able to get some subsidy to invest in renewable energy in 

a developing country. This company looks for a local entrepreneur who can produce the product and 

partners with a NGO that already has distribution channels so that they are able to distribute and 

market the product. Consequently prices are at such a level so that the local producer is able to 

acquire a small margin, but the initiating company generally does not make a profit.  

Mark Jones emphasizes that the production, talking about improved cookstoves, can be done by 

local entrepreneurs. However, the distribution and marketing of the product is done by NGO’s, 

because they know how to efficiently and effectively do that. The facilities to perform these activities 

are also paid by the NGO’s, only the production is done by local entrepreneurs, everything else is 

paid for and performed by NGO’s or other institutions. Mr. 2 explains that distribution is relatively 

easy to execute compared to the marketing activities. These marketing activities include one very 

important element, which is to convince the local people of making the investment in an improved 

cookstove. These people usually do not have the money to invest the entire amount at once and 

therefore should get involved in a microfinance program. However, the attitude of these people is 

that they live day by day and do not involve themselves into long-term thinking. Therefore, it is very 

hard to convince them of the investment and the benefits that come along with it. Furthermore, the 

traditional task of the woman is to take care of housekeeping and the husband is responsible for the 

money issues, and does not worry about the cooking part. On top of this, Mark Jones tells, the 

husband does not “care” about the wellbeing of his wife; if collecting wood is getting to heavy for her 

to do then he can get another or a second wife who will help her. So why spend money on an 

improved cookstove while he can buy an extra beer with that money? According to Mark Jones it is 

this kind of attitude that is ruling in rural Africa. Furthermore, status is very important as well. This 

means that money is rather spend on dowry and luxury products then on improved cookstoves.  

However, it has been proven that it is possible to convince people of the benefits of improved 

cookstoves. Nevertheless, once this cookstove is “retired”, another one has to be bought and 

without the same extensive marketing or subsidy programs, people just go back to cooking on the 

old fashioned way. This cannot be the point of initial marketing programs, eventually people have to 

be convinced and buy a new improved cookstove on their own initiative. Mark Jones does agree with 

initial subsidy, perhaps even 80%, because otherwise nothing will happen; but the new model – after 

the first one broke – should be paid for by the people themselves.  

Mark Jones  does see the business opportunity with bigger customers, including restaurants, 

hairdressers, or other larger consumers. For example, a restaurant owner cooks on wood which has 

to be illegally acquired from outside the city. If this owner is offered a deal with which he can actually 
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see that the amount on his bank account is rising, it is a logical step to invest in the sustainable 

solution again. Mark Jones refers to these people as anchor clients. These represent a group of 

people who are able to see the financial benefits of an investment. Such anchor clients are important 

for possible business opportunities, they are able to invest and – more importantly – invest again to 

keep revenues up. The ideal situation according to Mark Jones is to have one to four anchor clients 

and provide rural areas with energy as a side activity, this should not be the main objective. Because 

these people do not have any money, so they cannot spend it and we cannot take advantage of 

them. Only if there are a few anchor clients a project can start.  

Another viable option, Mark Jones says, is the energy shop, for example in Burundi. These are little 

shops where energy can be bought in the form of charging facilities. People usually have to walk a 

long way to charge a mobile phone, they can leave their phone at the energy shop and come back 

the next day for their charged phone. They only have to pay for the energy they have used, there is 

no need for an investment by the end user. This system ensures the payments of the customers 

because these are small amounts. The German institute facilitates the marketing for these kinds of 

energy shops, they already own many distribution channels and know local people which is crucial 

for success.  

I asked Mark Jones  about the thought that if people would have solar lighting in their homes instead 

of kerosene lights and if they do have an improved cookstove; this would enable people to work 

during the night as well and women would spend much less time on cooking food. This would 

provide them with opportunities to make money. Mark Jones  started to laugh and asked me if I was 

that naïve. He started telling about the culture; if someone would have a lamp at night they would 

use that light for entertainment.  

Finally, we talked about why the Netherlands does have any businesses operating in the field. Mark 

Jones  immediately starts to talk about politics. Policies have not been favorable for companies to set 

up a project in energizing the rural poor. He says there have been subsidy programs but by the time 

projects were set up the subsidy programs were being changed already. Policies do not provide 

enough continuity for an investor to secure some returns. Compared to Germany where the institute 

is actively involved in the field and not just donates money to the World Bank or gives out subsidies, 

they have been able to develop a better business sector in this field because policies were much 

more stable.  

JOHN LEWIS 

The interview with John Lewis  was held at his home in Groesbeek at Tuesday the 7th of August. John 

Lewis introduced himself told what he had done since he studied mechanical engineering at the 

Technical University Eindhoven. For his graduation he had worked on a project for improved 

cookstoves in cooperation with a professor from the university and an international energy access 

program from. After graduation John Lewis  kept working for this program.  

One of the first projects was to improve the efficiency of open fire; they did this by shielding the fire. 

This was done in a very simple way. This project was initiated and completely sponsored by the 

international energy access program. The solution which was found was very simple and could be 

produced locally, basically, it was a metal tube which could be placed around the fire so there would 

be less loss of heat. John Lewis  had to connect with local blacksmiths and see who was willing to 
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produce these tubes. Every blacksmith was able to produce them because they would just have to 

get metal from scratch which is widely available. The local blacksmiths knew how to build the tube 

according to local needs. While this project was being supported by the international energy access 

program it was going well, there was an intensive marketing campaign, demonstrations were held in 

the villages, and monitoring ensured that the project would keep up. After two to three years the 

financing was over which lead to a stop on marketing and other services provided by the 

international energy access program. The result was that no more tubes were sold. If people had 

previously bought one but this one broke and they required a new one but no marketing was present 

they would simply return to cooking on fuelwood again. The main issue was the differences in 

motivation behind the cooking tubes between the local villagers and the World Bank. The motivation 

of the World Bank was that people in rural areas should not be cooking on fuelwood anymore 

because of rapid deforestation and health problems, which is obviously not the same motivation as 

of the local people. Rural villagers have completely different priorities, deforestation and even health 

problems are not one of these. Villagers live from day to day and their main concern is to get food.  

Furthermore, John Lewis  points out that there are a lot of differences, also in attitude. For example, 

the international energy access program tried to organize all the local blacksmiths into a corporation. 

This would be beneficial for them because they would be able to invest into a better workplace 

together, use and profit from it together. However, this didn’t work because they no one trusted 

each other. They didn’t want to work together because they thought they could make a lot more 

money if they operated by themselves because then they didn’t have to share facilities with other 

blacksmiths. They could not be convinced of the benefits that would come along when cooperating.  

Later John Lewis worked on another project on traditional fuels, which used petroleum and gel fuel 

for cooking. In Niger there was a project which initiated the production of petroleum cookstoves. 

Obviously not a renewable energy project but John Lewis did learn quite a few lessons. For example, 

in Indonesia these petroleum burners were built locally and also built into a frame. This frame was 

very simple and didn’t have to be very robust because Indonesian people cook some sort of porridge 

which is very light. On the contrary, people in Africa cook some sort of porridge which is very heavy 

and needs to be stirred constantly. This requires a much sturdier framework for the petroleum 

burners. The lesson learned here was that local people should always be included in the design 

process of cookstoves, these people know everything about local customs and preferences. I asked 

about renewable solutions for cookstoves and John Lewis brought up the concept of cooking on solar 

energy. He doesn’t believe in this concept because solar cooking requires a complete change in the 

daily rhythm of the villagers because it takes a long time for the food to be cooked. Solar cooking 

requires that the food should be prepared from the start of the day. The problem is that women are 

usually dependent on the money they get in the morning from the husband or the local bank. Then 

they have to go to the market, but this market is not close, of course. By the time the woman is back 

at home with her food it is already halfway through the day. On top of this, she also has a lot of other 

stuff to do, taking care of the kids or working on the land. Once the woman is able to start cooking 

she will never finish dinner in time. Cooking on solar energy, is absolutely possible, but it requires 

that villagers think ahead, they would have to plan the day; this is a mindset, very western country 

like, that cannot be altered very easily. John Lewis proposes another way of sustainable cooking 

based on biogas. Again, John Lewis is not a fan. This time because the devices – the improved 

cookstoves – require a lot of maintenance, every day the tubes have to be cleaned and the device is 
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very fragile. Cleaning the device on a daily basis with very delicate precision is something which does 

not fit into the lifestyle of rural villagers.  

Next, I asked John Lewis about business opportunities for Western companies in development 

countries. He thinks that there could be business opportunities but not for the poorest of the poor, 

they do not have any money, so there is no business, there should be something of a basis for these 

people to begin with. The only business opportunities there could be is with small industrial 

customers. The World Bank also executed some projects with them, yet again, if financing from the 

World Bank stopped, the project immediately stopped as well. For example, with wood gasifier, this 

is can be very efficient but also requires an investment so when financing of this investment stopped 

there were no customers who continued with the gasifiers. The reason why the financing stopped, is 

according to John Lewis one of the major problems why the Dutch sector has not been developed, is 

because policy had changed. Dutch policy had changed subsidy rules, which implied that not 80% of 

the investment would be subsidized but only 50% and the rest should come from the market. This is 

a major difference for investors and creates insecurity of the continuation of the project which led to 

a halt of the project, because current investors were not as eager to invest anymore and new 

investors are hard to find.  

John Lewis gives another example from the foundation of a big international oil company in Sudan 

and Mali. There is a lot of cotton production in Mali and the field needs to be agglomerated after 

each harvest. This means that the cotton is burned, if the char is carbonized and grinded with a 

binder the result are balls which can be used as an energy source. There was a local entrepreneur in 

Sudan who owned a small company to sell these energy balls, but because there was no knowledge 

on how to enter a market and organize a company the product failed. In Mali a similar problem 

occurred, after three years of trying to find a local entrepreneur who would be willing to sell the balls 

and was also trustworthy, they found someone but due to bad organizational skills and corruption of 

the local government the company failed. John Lewis emphasizes that it is best to mostly avoid 

including the local government because of fraud and corruption but obviously this is inevitable. Or 

perhaps not even fraud or corruption, but by letting multiple NGO’s perform the same task, without 

them knowing this from each other. This means that the government would get money from the 

NGO to spend on the intended projects, but because there are two NGO’s providing the government 

with money, the government is able to keep a significant amount of money to themselves. John 

Lewis has seen this happening many times, therefore, he thinks that local government should be 

avoided as much as possible.  

John Lewis continues telling about an improved cookstove program in Rwanda by the international 

energy access program. The intention was to improve the charcoal production and improve the 

cookstoves. They found a few local blacksmiths willing to produce the cookstoves. The blacksmiths 

recognized that they could earn a nice salary from producing the improved cookstoves. At the same 

time the international energy access program found out that an international NGO was operating in 

Kenya with a similar project, improved cookstoves, however those were not completely made of 

metal but a mixture of metal, clay and other materials. The international NGO was operating in 

different countries and was also aiming to enter the market in Rwanda. The international energy 

access program talked to the international NGO because they were both doing the same thing and 

start competing in such a market is not desirable because margins are too small to be competing 

with. The international energy access program and the international NGO initially gave away 100 of 
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the cookstoves as a survey to get feedback on the design. They cooperated with a local project leader 

who was very capable of collecting the opinion of the customer (female villagers) but also talk to the 

local blacksmiths if something had to be adapted. After the survey the local project leader came to 

the conclusion that the cookstove from the international energy access program was, in Rwanda, a 

better option because of the kind of food that was cooked. This was a success project, because 

villagers were buying the improved cookstove from the blacksmiths and marketing was done by the 

international energy access program. Another success factor was the local reliable and capable 

project leader who was able to look beyond local traditional customs and see the business 

opportunity. Then, Rwanda was struck by war and nothing was heard from the project leader or the 

blacksmiths again. John Lewis emphasized that such local conditions and shock events are things 

which should be taken into account, especially in Africa.  

Not only the local mindsets of people are important but there is another reason why projects are not 

successful, Dutch policy. Exactly because local mindsets are not focused on long-term, Dutch policies 

should facilitate the conditions for organizations to be able to keep supporting, financially and local 

presence, long-term projects in development countries. As has been noticed is that marketing and 

publicity is very important to get the attention of villagers; once this stops people seem to forget 

about improved cookstoves immediately and go back to their old routines. I believe, John Lewis says, 

that it is very important to keep long term monitoring, but this can only be done if there are long-

term policies supporting these projects. If policies really want to achieve an improvement in the 

living standard of households in development countries then policies should be adapted to those 

needs.  

PETER SMITH 

This interview was held over the phone because Peter Smith did not know when he would have time 

to talk, therefore a telephone interview was much more convenient for him. The interview was held 

at Wednesday the 8th of August. Before the interview I had sent the questionnaire to Peter Smith  so 

would already have a chance to prepare the interview and the answers can be found in Appendix B 

and via the phone Peter Smith  explained more in-dept. Peter Smith is the owner of biofuel 

producing company based on Jatropha.  

Peter Smith explained that he sells oil to local and international customers, but doesn’t grow the 

Jatropha seeds himself. He buys the seeds from local farmers who use Jatropha plants as hedges 

around their land. These jatropha hedges are not competing with the crops on the land of the 

farmers because the roots only grow about six meters into the ground and the crops go way deeper 

than six meters. The company processes the seeds into an oil, which is filtered but not to European 

quality standards. However, in Africa there are different quality demands. The phosphor lipids which 

create a smell to the oil are filtered out in soy and olive oil, because they don’t smell good and 

European customers do not want that smell. In Africa, this is different, the oil is filtered but not as 

thorough as for the European market. This means that The company does not sell end products, it 

can be processed into biodiesel but the oil still has to be mixed with 95% regular diesel. Sky Energy is 

a big customer of the company which supplies KLM and other airlines with fuel; but they also deliver 

to North Sea Oil which supplies gas stations with fuel. Furthermore, the briquettes are sold to local 

people as a replacement for wood to cook with.  
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In the beginning the company was the only player in the market, later, NGO’s started to enter the 

market as well, however they did not survive. The company was the only one who was able to collect 

about 2000 kilo instead of 100 kilo that NGO’s collected. They worked with their own jatropha 

plantations, but the market is very insecure because of price decreases and the insecurity concerning 

the prolongation of Kyoto. Furthermore, jatropha requires high investments. It takes about twenty 

million euros and at least four to five years before the seeds are ready to be collected. The difference 

between The company and the NGO’s is the matter of payment to the farmers who grow jatropha. 

NGO’s pay them per hour, but the company pays them by the kilo. This way the farmer decides the 

profitability of collecting jatropha seeds.  

Currently the company is not making any profit, Peter Smith thinks this could be cause they paid too 

much to the farmers and left to little margin for themselves. On top of this, the direct competition of 

diesel is very strong, which is widely available and cheaper. Furthermore, Mr. 4 does not think he can 

improve efficiency due to the local environment. It is very hard to collect the seeds and a full truck 

has to drive on roads which are perhaps not even made for large trucks to drive there. Mr. 4 thinks 

that maybe in two years The company can be profitable again when the economy in western 

countries is a bit better again.  

I asked Peter Smith about the influence of policies on business opportunities in the renewable energy 

sector in development countries. He responded that policies have great effect on this, because they 

decide whether or not a subsidy is provided, which is, in this sector, very crucial in a decision of an 

investor. However, they do have to encounter the negative effects on Africa when it comes to 

importing biofuels from Africa. For example, growing the products which are able to be processed 

into biofuels should not be competing with the production of food. But this could happen because it 

would be more attractive to farmers to grow biofuel products instead of food because they would 

get more money for that. However, some policy regulations which led to subsidies have ended which 

resulted in more insecurity. Especially, now the elections are coming up in September, it really 

depends on which parties will form the coalition. If it would be a right oriented government then 

Peter Smith doesn’t think there will be many subsidies available for the international cooperation 

between Europe and Africa. But if, for example, the PvdA would get chosen it would be a lot more 

beneficial for sustainable energy from Africa. However, this is not the case with every left oriented 

party; the SP is not concerned with international cooperation with Africa.  

Finally, I talked to Peter Smith about what he thinks are the most important factors when it comes to 

starting a business in a development country. Peter Smith is convinced that local partnering is crucial, 

not just with local farmers or villagers but also big institutions that have been there for the past 

twenty years already. In order to be able to sell his product internationally, Peter Smith did not want 

to make compromises when it came to quality. However, good quality is very hard to achieve in 

Africa. The only other alternative was not to focus on qualitative end products, therefore, Peter 

Smith focused on half fabricates. The most difficult obstacles are that the local farmers are not 

educated, you have to tell and explain to them everything many times. Furthermore, there are no 

spare parts available, which makes everything very costly; and, there is no stable grid, which makes it 

very hard to run a factory because electricity can come and go. Peter Smith put a lot of effort into 

promotion and connecting with local villagers. He only talked to farmers who would already own 

land. A key connection was linking with the NGO; Peter Smith proposed a win-win deal. The NGO 

would take care of expensive and time consuming promotion and Peter Smith would guarantee the 



  

 A.N. Schoonbeek – 0751126  71 

market, he would definitely buy the seeds from the farmers and pay them by the kilo. This was a key 

cooperation which turned the company into a success. He thinks that it would be a mistake to take 

up the entire value chain, it is very hard to organize something there because there is a lot of 

corruption and they have not heard of the term efficiency. It was successful for the company to 

independently talk to every farmer and only focus on their part of the production chain, however, 

again, the cooperation with local NGO’s is crucial. What Peter Smith experiences is that every year, 

every harvest, promotion has to be done again. Peter Smith to the local farmers and convinces them 

to keep producing.  

ELLEN WILLIAMS 

Ellen Williams is very busy and therefore the interview could not be held any earlier then Thursday 

the 16th of August at her office in Amsterdam. Ellen Williams  is the service developer at an 

international social enterprise, the organization sets up ICT facilities (internet cafés and rooms with a 

big projector for meetings or demonstrations) in development countries based on sustainable 

energy, mostly solar energy.  

She began telling me about the concept of the social enterprise, they started as a spinoff from a big 

energy concern and as of 2009 they are an independent company. There are three levels in the social 

enterprise; the first is the International department operating from the Netherlands which provides 

management support to country centers which set up ICT centers in the local villages. The ICT centers 

pay a lease fee and support fee to the country centers for the solar energy and ICT systems provided. 

The country centers pay a service fee to the international department. If country centers are able to 

set up ten ICT centers the country center should be profitable within one year. The local ICT centers 

can be profitable rather fast because a franchisee invests in the center which is like a shop. The 

international department is currently still dependent on EU subsidies and other investors such as 

banks, international electricity companies, and international funding institutes. The EU subsidy is 

based on the fact that the social enterprise is able to set up fifty centers in Gambia.  

The system in each center is the same, the social enterprise aims to standardize the logo, used 

colors, and the mission. However, marketing campaigns are locally adjusted. The training and 

education to engage in marketing activities is provided by the international department.  

Customers pay for internet per hour to the ICT center franchisee. However, the infrastructure for 

internet facilities is so poor that it makes internet 600 times more expensive as what Dutch people 

would pay for internet. Initially the internet was not known with local people at all, but due to 

education programs villagers have learnt about the possibilities of a computer and the internet. 

Word of mouth marketing is essential here and people tell each other about the ICT centers and 

what it could do for them. Initially, people especially used the internet for Facebook, because they 

are very interested in having contact with the West or with family who live far away.  

However, now that people have become more aware of the internet phenomenon competition has 

been rising. Individuals buy a computer, set up an internet connection and ask money for the usage 

of the internet connection. Therefore, the international department is looking for ways to distinguish 

themselves from competition. They are planning to not just offer internet café services with a big 

screen room for entertainment anymore, but to create some extra value for the customers. They 

want to do this by deleting the entertainment section from the social enterprise idea, instead offer 
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more education, events, and an energy and ICT shop. The education part is not to learn people about 

internet but to inform them about ICT itself. Furthermore, the social enterprise is looking into the 

outsourcing concept; they are thinking that once they educate people in ICT and business related 

subjects they could provide some job services as well by outsourcing these people, as a member of 

the social enterprise, to other companies and guarantee the quality of the personnel because they 

are trained in ICT or business issues. Hereby, the social enterprise is creating value for the customer 

because they have the opportunity to create a stable income for themselves through ICT. The events 

the social enterprise wants to organize are meant for business meetings, or demonstrations of for 

example sustainable energy solutions, no more entertainment. They would provide not only the 

space for a meeting but also a comfortable chair, some food, and air conditioning, but also, print and 

scan facilities. Furthermore, they want to create spaces in the internet café for business people that 

do not have an office and do not want to work at home, where they can work and meet other 

entrepreneurs. These spaces should work as hubs for professionals or students who want to do their 

homework there. For this, the social enterprise wants to stop with paying by the hour concept and 

get into membership cards, however, this will be something to look into for the future because for a 

membership this would require an investment of the people and not per hour payment which is a 

much smaller amount. The shop, the social enterprise is looking into, is supposed to sell laptops, a 

second hand mobile phone, or energy generating devices such as solar lanterns or solar home 

systems, in order to generate extra income for the centers.  

The international department cooperates with local NGO’s which provide scholarships to people who 

are looking for an education in ICT or business but are not able to afford this. These scholarships are 

gifts and not loans. Other than that, the social enterprise, does not cooperate with NGO’s, because 

marketing is done by the local centers.  

The main problem the social enterprise deals with is to find well educated personnel to run the 

country and local centers. If someone has a good education they are very wanted by every 

organization in the area and therefore they can demand high salaries which is not doable for the 

social enterprise. Furthermore, in African countries, Ellen Williams says, people are very traditional 

and tradition is to help out family. However, we are a business, and it is very important for us that we 

properly communicate this to our employees, because they cannot provide free internet to their 

family members. There are always some technical issues due to the local circumstances in Africa, the 

heat and the sand cause a lot of trouble.  

On top of this the government plays a crucial role as well. It is very important to keep in contact with 

the local government, therefore, people who are hired to run ICT centers should have a good 

network with the local government. This means they can lobby on future policies concerning ICT. 

They also talk to internet providers for price deals. Another aspect is that everything is slower in a 

development country and if they need to tender for a subsidy this may take a lot of time and the 

tender might not take this into account. Ellen Williams mentions that Dutch policies are not 

developed to serve a social enterprise like theirs. A social enterprise exists between an NGO and a 

for-profit company; they are for profit but with a social goal, like a NGO. This causes that the social 

enterprise misses out on a lot of subsidies because these are meant for NGO’s. She thinks that 

policies should get ready for the new generation, the so-called social enterprises.  
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CHRIS DAVIDS 

The interview was initially planned on the 9th of August, however, due to illness of Chris Davids the 

interview was rescheduled to Friday the 17th of August, however his illness was still not over by this 

date. Because this research had to be finished on the 20th the interview with Mr. 6 was cancelled.  

 


