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EXECUTIVE SUMMARY

Situation: With 50% ofpopulation not having access to electricity (90% of whom are in rural areas),
access to affordable, reliable lighting is limitedSienegal. Solar portable lanterns (SPLs) can provide
for this lighting need in a sustainable way.

Complication: The currentavailability ofsolar products in Senegahat have undergone quality
testing andmet Lighting AF NJ& O | Mirdmuréd Quality Sandards s relatively limited and restricted
to urban areas. Although distribution is growing, growth is not at all pace that is sufficient to
quickly cover the large need and potentiaarket,nor does it focus on rural areas.

Question What can we leardrom the existing distribution of productthat have hadmet LAQ a

Minimum Quality Standardslighting alternatives(including battery-powered torches, candles

petroleum lampsand solarlampsthat have notmet LAQ& a A Y A YdzY v dzlofsknilag { (| y R
consumer productsthat can enhance the availability gbiality products?Specifically, are there any

existing supply chain models or partners that new entrants could tap into?

Answer:
Like existing players, new players wishing to distribute solar laster the Senegal market face
three acute challenges:

1 Low awarenessof SPLs byboth consumers and retailers, particularly in rural areas.
Compared to East Africa, awarenasssolar lighting technology is even lowdimiting
incentives for distributors.

1 Low consumer affordability and access to finanwedth high prices being largely driven by
KAIK GFE NI GSa FyR OKSI LIS pussibispoiling dze markdte WA Y A
Despite being the port of entry for Wesffrica (and thus having lower traportation costs),
Senegal faces very high consumer prieegreat deal of whicks tax driveng a combination
of a 25% import tax and 18% VAT. At the same time, many cheauality products,
sometimes seemingly exact copies of brandmt have met LAQ Minimum Quality
Standards are availablewhich ¢ in the case of a bad product experiencemay distort
LIS2 LX SQ& {ANbmghithe Aighting altdrriatiPes people currently use do have high
recurring costs and therefore, a SPL quickly pays off, deople have the upfront total
purchasing amount available and they actively need to save/ take out a loan for it.

1 Low retailer affordability and access to financestailers hesitate to stock SPLs because of
the significant capital loek upfront, ass evidenced by the fact that certain distributors are
now consideringprovidingtheir retailers with credit lines to incentivize uptake.

Furthermore, a player seeking to achieve rural distribution directly faces the disincentives stemming
from a high conentration of the population. Current distribution of SPLs focuses mainly on urban
areas. This makes sense given the higher disposable income in cities, the intense need for
awarenessbuilding which is simply easier and more efficient to do in urban areddlze fact that

rural distribution is less developed in general in Senegal than in a less concentrated country like e.g.,
Mali.

These challenges require a more innovative approach to distribution. Specifically, distribution
strategies that integrate théollowing, should be prioritized in Senegal:

1 A local network which integrates marketing, awarenbsgding and demonstratiosinto
sales and distributiostrategies
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1 Integrated product finance through select finance partnerships
9 Distribution solutionswhich will lowerthe consumer priceCertain distributors and
distribution models are tax exempt under specific government schemes

Some existing distribution models of SPLs integrate some or all of the above characteristics, such as

villageby-villagedemonstratiors. The research found far fewexamples obuccessful integrated
product finance, given the very limited formal practice of consumer finam&enegalMostof the
promising models include cooperation with MFIs or local associations aridydarly tap into the

growth oftontines(saving and credit circlesyhich can be deployed for SPLs or can even be created

dedicated to SPLs.

Over and abovexpanding theexisting modelswhichuseloumas(weekly marketsjo build

awareness anémploylocal structures to enhance the rural footprint, solutichat use the specific
urban nature of Senegal, offéne most innovative potential. This is particularly relevant because

many of the products owned in rural communities are bought and brought tzackal areasy

urban connections. If a distributor can reach these urban connections in their urban context, it is

likely to be much easier to efficiently organize education, awareness builtidgpossibly even

consumer finance (although the need fmynsumer finance is less pressinghis scenarisince the

urban population typically has a higher disposable income).

CEBLIAOIE I @SydzSa G2 NBIFOK dzNbly Odzaid2YSNA

gAlK

9 Tapping into existingor building a proprietary sales network which couglexplanation/
education through demonstratignwith sales. This is done by compampprietary sales
channels:companytrained salespeople who work on commission basis and typically only
sell these products. Exampgleinclude Total Success World (pharmaceutical products),
Forever Living Products (cosmetics) and Madar (cleaning produltigse proprietary
models address the challenge of trade finance by-fprancing the stock for their sellers
which does, of coursegquire significant working capital for the parerdgropany Some of
these models go one step further in their incentive model, deploying Neliel Marketing
(MLM). In this system, the sales force is compensated not only for sales they personally
generak, but also for the sales of the other salespeople that they recruit. This recruited
sales force is referred to as the participant's "downline", and can provide multiple levels of
compensation.ln Senegal, this approach is usedHorever Living Productslitributor of

aloe vera products) and Winalite (distributor of innovative health products)

1 Working with the organizations or groups where migrant workers meet. Many people living
and working in Dakar, travel to their families in rural areas during hdidaw often bring
back electrical products or food. To popularize SPLs and educate consumers, a distributor

could tap into the social circles where these groups mébéese include

o Organizations for houseorkers, such as Le Syndicatttivailleuses domegjues

0 Brotherhoodsand the diaspora networksuch aSOS CASAMANCE
0 Religious organizations, such as Mouride

1 Usdng concerts of popular music andsporting events (especially wrestlingjo build

awareness Working with the promoters, fan clubsportingand concert venues as channels
1 Focudng initial sales on a number of specific professiomio both needthe product
themselves (because they work at night, often without grid connectiam) are very visible.
¢ KSaS AyOid8ARES NbyéA I &makwith madefes Whicly theyon average,
change every two days (6030 CFA 2 NJ e midthaauing to a minimum lighting cost of
~7200 CFAS 9 € m mpérdmporith), as well astailors and workers in dibiteries (simple
restaurants). From here, the produccould popularize further and there may be an
opportunity to position it as an electricityaving option even for those connected to the

Y
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grid (much like fans, which are consideredbe an energysaving alternative for ACand
are currently almost a dimsable commodityusuallyreplaced every year and sold on the
side of the street like food items).
Once consumer awareness has been strengtheahsalighinitiatives such athose describecbove,
AGQa ONRGAOFT F2N) LIS2 LI 8e plages &d @i@nertsOvbefesdand wieh
they are most inclined to make a purcha3éese include:

=N
A
(0p))

T al 22 NJ WOdEadeh dghlaR a Q

o Ferry harborswhich process ~200 passengers per week (~1A30 per year going
to Casamanceandthen mostlyon to further villages).Lots of people comehrough
these harbors irDakar to sell agriculture products ameturn to their villages with
useful products (Battery for TV, fan, possibly SRhehfinished

o0 Travel statios (Gare routiéreor Gae de pompier), were hundreds of cars/ taxis
and lusses depart from. Passengevanting totravel by those carsoften need to
wait at least 2 hours or mordefore thecarhas a fulload of payingpassengesand
is ready to depart Many street sellers comand explain their poducts to the
passengersvhile they wait

0 Gas stations just outside Daka&imilar to the d.light sales via Awango by Total
other gas stations could also caBfLs.

1 Typical shops where people buy their supplies before they travel, either virtuallytloe in
GNBI & @g2NIRY

o Equipment shops in Dakar, where people typically buy sadbatteried other
electrical equipment to carry back to villagésthese shopkeepers can be convinced
to put package deals togetharcluding SPL.¢his could enhance consumeptake

o Niokobok, an internet shop for urban Senegalese andithspora abroad.
Currently a handful of solaproducts are available via Niokobok at competitive
prices other products may be offered there as well.

To reduce the overall cost level, dibuters should seek to tap into supply chainich are tax

exempt. Private sector companies working with the Senegalese Rural Electrification Agency (ASER)
are exempt from import and VAT taxes, and benefit from a reduction on profit tax. Currently, none
of the exempted companiedistribute SPLs.

Like everywhere, the market can be supported by investing in some essential public Goisdsay

be particularly helpfuin creatingincentives for rural distributionE.g., a reduction of tax rates or an
expansion of ASER programs which incentivize rural distribution and presence could help advance
rural activity.

Based on this, potential entry mechanisms to increase (rural) SPL footprint in Senegal, include:

9 Builduponand expand existing rural efforts:

o Continue to expand the current approach with high effort in local demonstraiion
a villageto-village approach, combined with trade finance to resellers

o Work with local cooperatives as commissioaised sales chanreto expandthe
rural footprint and make rural presence more continuous (and not only dependent
on the oneoff presenceof sellerst & G KS FFANDYE FAYFYyOAy3a (K
avoid high risk/ working capital requirements for the cooperatives.

o0 Work with local coopeatives, saving credit circles (tontines) to provide consumer
financing

o0 Work with local associations/ cooperatives and village elders to provide guarantees
and safeguards for MFIs as a basis for consumer loans
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9 Tap into relevant urban networks with a paiar focus on urban sellers sending/ bringing
LINE RdzOGa WK2YSQ G2 NHz2N}E | NBIay
o Build awareness through professional organizagjorbrotherhoods, political/
religious groups andomeparticular, very visible professions
o0 Ensure availability at major travelibs and typical shopping areas
0 Explore opportunities to crossell SPLs in existing urban proprietary commission
based sales networks
0 Build dedicated urban proprietary sales network of commissibased resellers,
potentially deployingnulti-levelmarketing to enhance sales.
91 Further lobby for general tax exemption for solar products (to create a level playing field)
I Tap into supply chains which are tax exempt by working with ASER distributors and
concession holders

STRUCTURE OF THE RHPO

1 Chapter 1 coverthe background and contexit includes:
o Background on the Lighting Africa Program and this study
o Further context orSenegaand the energy challenge in Senegal
o Policy challenges and achievements for solar lighting
1 Chapter 2 covers the current supply ahfor Solar Portable Lanterns.
0 Beginningwith the consumer, it describes where they can buy products
o It then works up towards distributors and explains the two dominant distribution
models currently in place in Senegal
o It concludes by mentioning the chenges experiencedith current distribution and
the implications for success factors for distribution (further details on the challenges
are found in annex)
/| KIFLIISNI o O2@SNE GKS &S fagi@héilledsons2 T a O2 Y LI NI 6 f
Chapter 4 draws conclusions and describeggestions fodistributionmodels
The annexes include further details on:
o Individual profiles of the key actors involvedtie current distribution of SPLs
o Individual profiles of the key actors deploying distitibn models that SPLs could
tap into or copy
o ! aLIK2ySo 22 ] iaformsakionfiir aGiyg/sétlof@dtors involved in all steps
of the distribution of solar lighting as well as in initiatives around the enabling
environmentg for ease of utilizationthis phonebook is provided in Exc€he annex
of this report includes a list of the key categonmesented in the phonebook
o Further details on the challenges experienced in current SPL distribution
An overview of SPL products, brands and pricesently available in Senegal
0 A description of the research approach, including a list of interviews conducted

= =4 =
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1. BACKGROUND AND CONTEX

LIGHTINGAFRICAPROGRAM CONTEXT

The Lighting AfricdLA)program, a joint initiative between the International Finance Coation

(IFC) and the World Bankyorks to address challenges to thé 6 &S 2 F (G RBS) LI NI Y
L32 LJdzf F GA 2y Q& | OOS do@sthis throngk sRcBrakehehsivasktipfiingfiatives dinied

at mobilizing the private sector and accelerating thevelopment of a robust market for effrid

portable lighting devices in Africa.

TheLA pogram has been implemented in partnership with and funding from the Africa Renewable
Energy and Access Grants Program (AFREA); the Asia Sustainable Energy Pragkgin 7S
Energy Sector Management Assistance Program (ESMAP); the Global Environment Facility (GEF);
Italy; Luxembourg; the Netherlands; Norway; the PuBlivate Infrastructure Advisory Facility
(PPIAF); the Renewable Energy and Energy Efficiency Barm@REEER)nd the United States.

Lighting Africa has an Afrigeide focus. Pilot geographies were Kenya and Ghana that account for
F LILINE EA YL 0S8t & T8:griddapulatidiNein€ theréthe pragitai has expafidechew
geographies on theontinent, including the Democratic Republic of Congo, Ethiopia, Liberia, Mali,
Nigeria, SenegaBurkina Fas@and Tanzania. Additionally, in 20ft& IFC launched a Lighting Asia
programthat initially centered on Indfa

Thus fay Lighting Africa intervtions have included creating market intelligence through targeted

market research and publications; serving as a catalyst and forum for private market players via a
website, workshops, conferences, and direct advisory activities; developing a qualitarassu

program through product testing and certificatipadvocating the markeénabling policy reform

and mobilizing financing for offrid lighting market intermediaries and consumers. Additionally, the
Lighting Africa program has included a separatetydéd Lighting Africa Development Marketplace
6a[!5aé¢0 O2YLRYSYylid ¢2 RIFIGS GKS [AIKGAYy3T ! FNAOI
affordable, qualityassured offgrid lighting systems, benefiting an estimated 6.9 million people who

lacked acess to reliable electricity and a growth in sales of good quality lighting products of 120% in
2012ascompared to 2011

LIGHTINGAFRICA SUPPLY CHAINCY GOALS AND DELIVERZSBL

The current Lighting Africa Senegal study sits within this Lighting Afogaam context TheWorld
Bankcommissioned Dalberg to map the supply chains catering to the base of the pyramid (BoP) for
solar portable lanterns (SPLis)SenegalThe overall objective of this mapping exercise is to identify

the points of leverage aoss the distribution chain to define the opportunities in getti8§Lg0
consumers in Senegal. This study seeks to provide insights on key players in solar lighting, capture
distribution models, recognize opportunities to leverage existing networks aadngis, identify
success factors and lessons learned and define the distribution channels of comparative products
that can represent a valid entry point for SPLs.

'IEA, WBG, Dalberg analysis.

2 Lighting Asia websitiettp://www.lightingafrica.org/asia/ .

®The access to clean light computation is based on the assumption that one solar lantern serves one
household, and that each household has five people. This calaulatimurrently under review to
accommodate new market dataighting Africa Program Results by the Numbers
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COUNTRY OVERVIEW AMHY CHALLENGES

Senegal is divided into 14 regions: Dakar, DiourbeickaKaolack, Kolda, Louga, Matam, Saint

Louis, Tambacounda, Thies, Zinguinchor, Kaffrine, Kedoagd&edhiou. The port of Dak&third

in terms ofvolume of trafficin the West African regigrafter Lagos and Abidjaand the port is the

key entry point for products destined foaridlockedcountriesin West AfricaMali in particular.
{SyS3alrtqQa G201 f LRLMzZIFIGA2Y Aa SAGAYFGSR G wmH®p
below 25 years oftlLiteracy is at7% in Senegal.

The population is divided into various ethnic groups the biggesthic¢h are Wolofs, Diolas, Peuls,

Séreres, Madinguesnd Soninkés. French remains the official language but is only spoken by the

literate minority. Wolof is most widelyised in the country across the different ethnic groups
especially in urban arsa

42% of the Senegalese population lives in urban areas with an annual urbanization rate°f3.3%
is shown infigure 1 below, Senegal is both densely populated in generaliangry concentrated/
urbanized in comparison to a number of other (West) African countries.

Figurel: Concentration of population

Population density

Number of inhabitantskm? Population concentration
64,6
Il senegal
Number ofcities [ Mali
jointly housing 7
4 million
12,7 inhabitants 28
3,4
)
Senegal Niger Mauritania Part of the population 30%
(%) that lives in't'he 15%
5 largest cities

Life expectancis low, approximately 59ear<. Although substantial improvement has been made

in public health, a number of challenges remain. Many health indicators such as infant mortality
(72/1,000) and maternal mortality (401/100,000) are still Aighhe Senegalese population also
suffersfrom diseases such as malaria, diarrhea and other tropical infections.

Despite being one of the poorest countries in the world, Senegal recorded strong economic
performance in recent years compared to other countiieshe region, with an annual GDP growth

NI 0S 2F odM: AY HAMHO® ¢ Kiion2017 Witk GBPerlxapita o | &
approximately USR,900 (PPB). @ O2Y LI} NR&az2y alfAQa D5t gl a !

R
{5 1

*LIGHTINGAFRIGA9 Db OD! [ £ a2Rsft Sa St YSOIFIYyAaYSa ROAYLXEFYGl GA2
® Agence Nationale de la Statistique et de La Demographie (AREIB),

® Central intelligence Agency, 2013

“World Bank country profile, 2013

® The United States Global Health Strategy, Senegal Global Health Initiative Strategy

% Central intelligence Agency, 2013
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per capita of approximaly USD 1,100PPP)The fshing sector is the principal economic sector in
terms of revenue in Senedal

Energy (electricity, gas and other fuel expendigir@presents an important household expenditure

in Senegal, second only to rent. While the shafrousing expenses dedicated to energy is 17.1% at

the national level, this goes up to 21.2% in Dakar. In ruralstteasharegoes down to 9.9%.

Households in urban are&E LISNA Sy OS FNBIjdz2Sy i LR 6SNI Odziazr odzi
electricity bilk: after a power cutthe intensityof the electric currents much higherwhichdrives

higherbilling. Hencebills are highy 2 NS 2 NJ f S&da WNXD Burtheibr&taey stie T + G A £ |
needto invest in backup solutions, such aspower generator, lamps or candles for when electricity

is cut.

In terms of political and economjmerformance, Senegal is one of the most stable countries in the
West African region.

ACCESS TO ENERIHE POTENTIAL FORAOLIGHTING

Despite a slight iprovement in access to electricity, Senegal still suffers feoserious energy
shortage with 48% of househa@dot having access to electricity. The main efforts to improve
access to electricity have been concentrated in urban arasghe power networln figure 2 shows

(thin blue line) Currently about 10% of households in urban ama not have access to electricity
compared to 76% of rural households. With 58% of the population living in rural areas, the group of
people not having access to elecityorepresents over 5.5 million inhabitants.

Figure2: Map of Senegal electricity grid

Légende

A Réseau MT
‘ Limite de

Rurale

The national energy consumption is dominated by wood fuel (54%) and petroleum (41%) and the
dependency on imports for these sources is lafg€he price volatility of oil and the difficulty of
ensuring a steady supply of oil products create an unsteady energy supply and as a result, a

9 Market Study Focus on Senegal, Business Prospects and Opportunities for Mauritius, 2002

' ENDA Energy, Environment, Developmnergy Security in West Africa The Case of Serféigal report,
2009

'? percentage based on KT(Xio tons of oil equivalent)
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vulnerable economyAs a consequencé the householdswood fuel fulfills 90% of energy neetfs.
Other types otnergy sourcessedare hydropower, solar, winé&nd geothermal.

More specifically on lightingthe steady reduction in the use of petrol lamps duette high
kerosene price in Senegal has increased the use of substitute proasigsshownin figure 3. In
peri-urban areas, candles are the most popular light source, followed by battesgowered
torches. In rural ares; batterypowered torches are by far the most popular, followed by dow
jdzl £t AGe azf |l NJ dHekiske yh8alitBsoldr BirBpsstlimited’a o ¢

Figure3: Share of source of lighting across rural and perban areas

98%

0,
75% - Rural
|:| Periurban
56%
49%
43%
34%
27%
9% 8%
2 m .
I
Battery power Chinese LED lamps Candles Electric lamps Petrol lamps Solar lamps

torches

The price of alternative sources of lighting var@s shown in table.1

Table 1. Price of lighting sources

Product type Purchase price Price of energy source per Price of energy source per
Yol G§dOKQ evening/ night

Battery-powered | 1,0003,000 F CFA| ~ 400 F CFA (2 batteries) | ~ 40¢ 80 F CFA

flashlights OeMemHPpT|(O60Yd endcm F2NOY e-addmHO
Solarpowered From 3,000 F CFA| -- --
flashlights OFTNRY €nd

Kerosene lamps | From3,000 F CFA | 75 to 100 F CH&mall glasg 75 to 100 F CFA
OFNRY €ndofkerosen® OeadM 0e n@MmMPMpP L

Candles Na 1,000 F CF&0 candles) | 200 F CFA/night
0e MPpHU 0endonv

¥ Renewable Energy & Energy Efficiency Partnership (REEEP), Senegal country data base, 2013.
“Enquete ENDA, 201RPIGHTINGAFRIGA 9 b 9 D! [ = a2 Rsf Sa Si YdB@dgwh,aYSa
2013.

9
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POLICY ANREGULATIONS

{SyS3art Aa I Y2RSt 2F adloAtAde IFyR RSY2ONI O&
and support from the donor community have boosted its econpmagulting in a significant GDP
growth over the past decade. Senegal is now fomsis national strategy on poverty reduction
through the implementation of several programs including rural electrificatitve. government's
objectiveis to increase theural electrification rateto at least62%in 2022.This corresponds to
providing dectricity to 22,500new households peyear, comparedo an average o#fl,150per year

over the period 19952003.Renewable energy is being presented as a solution in the fight against
poverty in rural areas. Conscious of the challenges in accessingaigaspecially in rural areas,

the Senegalese government has undertaken several actions to boost the renewable energy sector.
Some of these actions include promoting the diversification of the sources of energy and the
involvement of the private sectonithe renewable energy sector. In this regard, the Senegalese
Rural Electrification Agency (ASER) is providing technical assistance in three specific areas.

1 Concessions: Ten exclusive licenses for private operatoffauoded bythe government
and donor ommunity, with an obligation to develoan electricity distribution system and
distribute solar photovoltaic kits to households in remote areas. Of the ten concessions, four
still need to be assigned. Each concessioversthe territory of several departrantsin the
same region andeeds to provide electricity to a precise number of househldltie private
operator has 3 years to develop the systemdacan exploit the concession fop to 25
years. Approximately 70% of the systedeveloped through the concessioase based on
solar energy. The concessioner will sell the services and provide technical assistance to the
clients.

9 Electrification projectsby local initiatives for rural electrification(ERIL- Electrification
RuraleR QL y A A : withidtBe cpn2eSsions$ocal villages can collaborate with a private
operator to carry out local initiatives to enhance the electrification systems. The private
operator will need to develop a business plan illustrating the initiadivéthe capacity to
finance it. The operating contract last5 years. As part of these local initiatives a
distribution of SPLs may be put in place to provide access to energy to houseVtutds
are currentlynot served by the concessions or ERIL misjer to complement existing
services.

1 Multi-sectorial energy projects (PENMprojects aiming at providingccess to energy as a
tool to enablecommunity development, business developmgahd poverty reductiorby
targeting sectors suchas education,hedth, agriculture livestock farmingrural water
supply, telecommunicationsand rural SMEs. For this purpose, fter-sectorialCommittee
comprising all relevant sectors has been created and coordinatéSBR.

> More details can be found ithe Document Stratégiquee réduction de la pauvreté (DSRP) which was first
put in placewith support from the World Bank and the INt2006 and renewed thereafter
10
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Figure4: Theten concessions for rural electrification
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Through an investment act dating from 2004, the government put in place significant incentives for
private enterprises operating in the renewable energy sector with a special focus on rural
electrification. Forexample, according to the Investment Act atitk Income Tax Act, rural
electrification operators were eligible for numerous fiscal incentives, such aseXémptions®.
Taxation incentive measures also included import tax exception for all solar products.

However, the need to harmonize tax exemptions between the West African Economic and Monetary
Union (UEMOA) and the Economic Community of West African States (ECONEAS)rced the
government to reintroduce the import tax and VAN all solar products Fa private operators,
these are now 25% and 18%&spectively A decree is currently under review by the government to
reintroduce some of the incentives; if approved it will reduce the import tax for solar products from
25% to 5%. This decree does not anmcthe private operators currently working with ASER under
the three major axes listed above; these organizations are already exempt from import and VAT
taxes, and benefit from a reduction on profit takhat difference in taxation policy between ASER
andnon-ASER companies, leads to absence of a level playing field and fiscal disincentives for private
sector distributors to enter or expand in the Senegalese market. effect of import an&/ATtaxes

is currently reflected in the price of SPLs as all petgldiound on the market are distributed by
private operators not working with ASER or other government agencies. The prce &PL, for
exampleis 18% more expensiMa Senegathan in Mali. Mali, althougtalsoa member of UEMOA

and ECOWAS, decided notreintroduce the import tax on solar products.

Ly &d@yiKSaraz RSALMGS (KS F20SNYYSyiQa STFF2NI
of the energy sector, solar solutions still have to face a number of challéhges

Y58 fQ9f SOGNAOAGS +£SNIS LI2dzNJ ¢NBydS /Aylf aaffs |dz {Sy
DéléguéChdBHS RS f Q9YySNHASO®
Y There is currently an interest in harmonizing VAT amongst the West African countries. Therefore tax
exemption will have to be negotiated in advance within the UEMOA and ECOWAS communities. In addition
the UEMOA country members are aigito agree on a common duty rate (Tarif Exterieur Commun) and two
other complementary taxes of which the exemption should also be negotiated at a regional level.
BLIGHTINGAFRIGAOb O9D! [ = a2R5f Sa S YI9®@dgwh, 20053 RQAYLI | yil GA2
Y Renewable Energy & Energy Efficiency Partnership (REEEP), Senegal country data base, 2013.
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2. QURRENT SUPPLY CHAORSOLARPORTABLEANTERNESPE)

RETAIL AVAILABILIJWHERE AND FROM WHORN CONSUMERS ERS?

Solar portable products are available to customers through different types of actors:

9 Dedicated solar energy shops in urban ardhe size of these shopsries and they only sell
solar productdncluding, SPLsplar panels, solar pumps, and solar refrigerators. In terms of
performance, this model seems to cover mainly urban and-ydran areas with an unclear
capacity to reach remote rural areas

f Householdd K2 LJd 6 WIj diacgi€dilbath in Sibllarkizudan areas, these shops sell
household goods, from small accessories and appliances to materials for household works

9 General shopslocated both in rural and urban areas, these shops provide a widetyaffie
products, from houskeold goodsto groceries

 Gas stationsdzy RSNJ 4§ KS oNIyYyR a! gly32 o6e& ¢20Ffté&x ¢20l
service station networks; to cover the last mile to rural communities, thapany is now
workingto create areseller network and work with cooperatives

1 Online:on the websitewww.Niokobok.com which targets the Senegalese Diaspora abroad and
the urban population with family and friends in rural areas)imited selectionof SPL
products can be bought from Senegal and abroad, which can either be picked up at the
Dakar warehouse or delivered in the Dakar area

EXISTING DISTRIBUTNIDDELS FOBPE

Figure Sbelow provides an overview of the current distribution models $#Ls in Senegal. Despite

the relatively wide variety of retailers, there are only a few distributédbmanufacturersgpresented

have an exclusive contract with importers, who distribute further down the chdiere isonly one

exception in whichthe coy LI y 8 Q&4 RAAGNRA O dzi 2 NJ KI & S jpeOf silash OA (i & 2
Although a variety of brandsre available in similar shops, no one single shop sells multiple brands.
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Figure5: Overview of current distribution moded for SPLs
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market by engaging in awarenelgilding and finding finance solution®©n one extreme of the
spectrum are the (cheap) Chinese alternatiwelich are fully putdriven¢ shopkeepers individually
decideti 2 ait201 GKSY 0SOldaAaS (KSe& (K Ablidinglired@ved & At f
(neither with shopkeepers nor with consumers) and no finance provided. The other extreme of the
spectrumis the model currently employed by KOGYB®K representatives whopersonallytravel

to rural villages to demonstrate the product and educate consumers and shopkeepers on iibese.

model deployed by Total (Awango) takes a middle position on this continguhey investin
awareness building through billboards, @4 and displays, but current®/ 2 S Jngs-actively go out

to rural areas to further bring the product to the potential customers.

The different playersare describedn broad strokeselow, while annex 1 containsmore detailed
profiling of the existinglistributors/ suppliers.
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Awango by Total

Figure6: Overview of the distribution chain for Awango by Total
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The key characteristics this model are:

1 Importer, distributor and retailer atombined into one player
9 Uses existing supply chain to gas stations, to distribute the lamps
1 Actively involved in all key success factors to stimulate sales:
o Consumer education, through brochures in all stations, billboards and TV ads
o W{I fSayYSy @staff Rtazdzh df the gas stations has been trained in giving
information on the use and maintenance of the products
0 Trustbuilding with a 3year warranty
o Easy maintenance and after salesustomers can hand in their SPL at any gas
station in case of pigems, Totalthen replaces the lamp and sends the broken
product back to the manufacturer
Thismodel only reaches those consumers with acceshéogas stations. To reach rural customers,
Totalis seekindo create anetwork of distributors who purchaseéhe lamps from Totahnd use other
channelgo reach peoplevho do not get to the gastations.These distributors can include women's
groups community associations cooperatives, ruraketailers etc. A margin will be attributed to
distributorsto offsetthe costsof travelin rural areasand product marketing whilst guaranteeing the
same priceo final consumersregardless of where they buy the SPL

Whilst this planned expansion will mean move away from the retailer roleTotal envisions
continuing tobe closely involved in building consumer awareness through its struchetuork of
partners with geographic representationacross Senegal (e.distributors, hotels, micro-finance
institutions). Additionally, they expect a more unstructured awarenesdding throughindividual
retailerswho buy and are educated ahe point of salesor social marketingprganizationsTotal has
recently signed agreemesiwith a variety of organizations to strengthen outreach and consumer
awareness, more specifically:
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1 Two of the largest micro finance institutions in Senedal work with Total to define
consumer credit schemes to support purchasing of SPLs

1 Kayerg Kayer will act & areseller with a focus on rural distribution and cooperation with

local associations and cooperatives

Acompanyto help buildconsumer awareness througiocial marketingctivities

Niokobokg this webshop will sell SPLs imported/ provided by Total to fasmbra

= =4

Box 1.4 ¢ 2 (i I f SolagPto§rana

In October 2012Total ONB I 4§ SR GKS oONI}IYR a! gl y32 o6& ¢2I
{ 2 f | N®bjective KfSheprogram is tocontribute to the promotionof solar energy and more
specificallysolar lampsamongBOPpopulations.The program was tested in four pilot countries
Cameroon, Indonesia, Kenya and the Republic of the Congdgth 125,000 lamps and solar ki
sold. Deployment is now being stepped up, with rollout proceeding through 20E¥ght more
countries: Burkina Faso, Cambodia, Ethiopia, Haiti, Myanmar, Nigeria, Senegal andz‘Ug'am
line of products sold differs per country. In Senegal two moaets being distributed, andhe
company aimsto sell tens of thousands of lamps perayeWith 3,500service stationscross Africa
the grouphopes tosell1 millionlamps from now unti2015.

Kayerused to importsolar lightingproducts from Kenya and has recently established a distribution
partnership with Total to act aa Total reseller of d.light products in Senegal. Kayer created a
partnership with a microfinancénstitution through a community association network that offers

credit directly to consumers when they are members of the association. Themeamber
consumers aed to pay cash. Despite the high demand the company is selling low volumes due to
GKS O2yadzySNaAQ f+r01 2F fAldZARAGE YR GKS I O]
whose funds are the consumer deposits, to provide additional credits.rke& been providing
after-sales services to its clients aadone-year warranty on d.light products. Marketing through
website, radio, rural market and local associations has been critical to build consumer awareness.

Kogybox

Figure7: Overview of the distribution chain for Kogybox
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Kogyboxis a very small player in the Senegalese marketurrently follows a very integrated
model, but that may be driven by its small size as much as by an explicit chgoieg forward,

D Total website.
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there is a plan t@mployresellers in a structuredvay. Given their experience in the field and the

TFEOU dKIdG GKSBQNBE O2yQ@AYOSR 2F GKS ySSR (2 odzaAfl
to be involved in awarenedsuildingeven when they grow. After selling more expensive products

for two years for collective uses (e.g. medicahters schools, mosques), the company recently

signed an agreement with Greenlight Planet for the distridyfi 2 F f I YLJA Ay {SyS3l
representative is eégistered astrader at the chamber of commerce in Dakar, the company isagin

a pilot operation by its French holding companihe distribution network is based on two
employees who travel across the auty using public transporto react the rural areas most in

need and conducting education campasgo build consumer awareness.

Station Energy Services
Figure8: Overview of Station Energy Services distribution chain
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Station Energy Services imports BBOXX products from Gmdasells through a network of

franchiser dedicated solar energy shops all over the country. The compgniRdaO it & | a Yl NJ S
proximitéé I Y R dza -Hased sogidl Seiprsisuch as Facebtwokromote the productsas

well as word of mouth and physical network&hey build on the networks of theliocal franchises,

to explain andpromote the producs. The saleforce in the shopgonsistsof qualified technicians

trained by BBOXX who are alib provide aftersales support if required. The products are covered

by a oneyearwarranty. Additionally, the company opened a repair center in Dakar to address the

most complicated technical issues. The comp#amesdifficulties in serving the demandue to
O2yadzYSNEQ O] 2F fAldARAGE YR FTNIYOKAASNI aK2lL

Teefa( Lighting Senegal

Teefa has the exclusivity for Barefoot products in Senegaich it distributes through wome® &
associations. The products are provided to wofeissociationswho are then responsible for
selling them to final consumers. TEEFA allows the associations to delay payment until they have sold
the products, at which point the associatiopsy for the product by depositing money into a
regional bank amuntto facilitate the payment processince the paymestare delayedintil after

the final sale TEEFA does not advigee associationgo sell on credit to consumersn order to
prevent a further delay in reimbursement andhe resultingcash flow isse. The products are
covered bya oneyear warranty and are replaced when there is a manufacturing default. In case of
technical issues due to bad usage of product, the company replaces the product and shares half
price with the consumer.
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Raw materialcompany

Little Sun da solar powered artwork is an initiative of Olafur Eliasson a Berlin based artist and
Frederik Ottesen a Danish engineer. Because of its direct link tthariRawMaterial Companyan

art center in Senegalis the exclusivedistributor of the Little Sun product in West African
partnership with ADEA ! 3Sy 0S RS 5S@St 2 LIJISYSy (i AtRH® dime%f/ (i NB LINA
writing this report (July 2013)heé RawMaterial Companyhasjust received its stock andimsto
targetruraf | NS & Y dzisgrddl &n8 womgtRissécitidiisand rural credit associatios

by sendingdedicatedcarsor vanseach weekio a specific region to sell solar lamps in villagese
company does not intend to sell on credit but rather proposesoapetitive product ata
competitive price tothe rural populationand povides incentives througthe sales marginlt also
intends to provide a 20% credit to distributors that have proven that their distribution model works
The products are covered byl&-year integrity warranty.

Although solar products are available rurattpverage is far from completeSo far, © organization
seems to have been abte successfully reach the rural eastern part of Senegal. Total is currently
exploring alternative and innovative solutions to reach the last mile of consuibesinvolvement

of NGOs has been important to build awarendssg they have mainly beninvolvedin specific pilot
projects, such as the project by SunnyMoney, the social enterprise of SolarAid.

SunnyMoney (Solar Aidparticipated, in collaboration witlthe Global Village Energy Partnership,
ASER, the Ministry dducation and the World Bank, in gilot project for the distribution of solar
flryLa Ay a0OKz22ta FyR GKS ONBFiAz2y 2F aftA3IKG tAO
awarenessof solar portable lamps, (ii) expose consusa& the products,and (iii) to understand
market @onditions and opportunities. Based on an initial market assessment and set of criteria (e.qg.
poverty level, electrification rate, population density), Solar Aid selected 58 schools in the regions
Kofi and Kaolack. The pilot project distributipek different models of SPLs at different prices, for a
total of 4,798 lamps. Each school received approximately 80 lamps, appointed a person responsible
for managing the system (e.g. deciding to whom the lamps should be given, collecting the returns
and ensuring thdunctioning of the lamps) and a committee to oversee the project. Each student
couldrent a lamp for one or more nightsy paying a small fee. Intense marketing and education
campaigns addressed to schdehchers, parents, and the local community wereiategral part of

the project.Initial findings indicatéhat a big demand has been unlocked, with the vast majority of
parents indicating they want to buy a lamp themselves. Given the short timeline of the product,
actual salest the time of writing thisreport (July 2013havenot yet started andthus,i K SNBE Q& y 2
proof yet of actual buying behavior in Senebaling changedollowing this project. SunnyMoney

has indicated concerns with product availabilitpow that demand has been unlocked, actuaksal
mayfail to pick up very quickly if local supply is limited. This experience calls for a close integration
of awarenessuilding and sales, either through a partnership between retailers/ distributors and
the awarenessuilding party such as an NG® by realizing awarenedsuilding directly by the
retailer/ distributor.
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(HALLENGES EXPERIENBYSPIDISTRIBUTERS

Existing players in Senegal face thneainchallengeswhich have a direct impact on success factors
for distribution:

1 Low awarenesfrom both consumers and retailers, particularly in rural areas. Compared to
East Africa, awareness on solar lighting technology is even lawe&enegallimiting
incentives for distributorsWhile initiativessuch as thelotal Awango initiativénave helped
strengthen awareness in urban aredsK A & K| & yh@al comhiinitidKkyetR When
another distributer switched brands the village they previouslyuscessfullyprovided

multiple lampsto,y SSRSR GKSY (2 NBGdzZNY |yR RSY2yaidNT

existing positive experience with solar lighting and trust in this distributor were insufficient
to convince them to buy the new brand without first seeing and trying it.
1 Low consumer affordability and access to finance with high prices largely driv@ghiax

rates whileOK S+ LISNJ t 2 6 I dzt € AribkéspotirigNeAmiarkel. BegpjfecheingNE R dzO i

the port of entry for WestAfrica (and thus having lower transportation costs), Senegal faces
very high consumer prices, ~25% of this consumer pri@xidriveng a combination of 25%
import tax and 18% VAT. For example, the consumer price is almost 50% higher than in
Kenyawhilst PPP income levels (GDP/ capita) are only 15% higher in Senegal than in Kenya.
At the same time, many cheap leguality prodicts, sometimes seemingly exact copies

brandsti K+ 1 KI @S YSd [ ! Q& adre/avaflabtdvhighdzn theicése of { G | v R
a bad product experience YI & RA &l 2 NI LIS 2 LAtHS @A thellijdticg i A Y

alternatives people currently use do hakigh recurring costs antherefore, an SPL quickly
pays off, few people have the upfront total sum available and they actively need to save/
take out a loan for it. Dedicated savsig currently hardly present given the low awareness.

1 Low retailer affodability and access to finance: retailers hesitate to stock SPLs because of
the significant capital loek upfront, as is evidenced by the fact that certain distributors are
now consideringprovidingtheir retailers with credit lines to incentivize uptak

Annex4 providesfurther details onthese challenges

IMPLICATIONS FOR SEEXFACTORS FORRIBRITION

These challenges require a more innovative approach to distribution. Specifically, distribution
methods need to adopt the following:

1 Integration of marketing and salesFaceto-face/ door-to-door selling approaches that
incorporate below the line sales techniques are likelypéomore successfith Senegal given
the relatively nascent nature of the market. The strong concentration of population in urban
areas and the importance of urban buying patterns for rural availability (people living in
cities buying products and bringing them to rural akaffers the opportunity to focus
awarenesshuilding and demonstratian on specific urban groups and ensuring product
availability for sales at major transport hubs.

1 Distribution solutionghat will lower consumer priceeither by creating a total tax
exempion for all solar products or by deployingtain existingdistributors and distribution
modelswhich alreadyare tax exempt under specific government schemes

1 Integration of financing. Consumers see largely the upfront price so the point afesadis
to be prefinancedor consumers need to be supported to save for the purchiee
retailers, financing that allows them to recoup revenues from final sales first, will reduce the
need for working capital anthe resultinghesitation to stock SPLs.
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3. LESSONS LEARNEROM THEDISTRIBUTIONOF COMPARABLE
PRODUCTS AND HWBBTENTIAL DISTRIBDNIOPTIONS

IDENTIFICATION OF GWRABLE PRODUCTS AMEHPOTENTIAL DISTRIEMT
OPTIONS

In exploring options to learn fronm order to enhance the SPL footprint, 2 differeapproaches
were taken one focusing oithe product andthe other focusing omhe distribution channed

Whenlooking at things through the product len3 types of productsvere identified tolook into in
more depth

1 Products that are already highly available in rural aré&hilsttheir distribution channels
FNBE y20 RANBOGfte I O00SaaArofsS F2N {t[a&a G2
limitations of low awareness and ability to pay, they do offer intarggtinsights into
existing options to tap into once awarenessachesa tipping point and SPLs become a
GYlF&aa LINERAzO0 ¢

1 Products that have characteristiaghich are similar toSPLs (in terms of high need for
awarenesshuilding and high upfront costs) in this category, improved cookstovdmve
been closely studiedyhich offer lessonghat can be appliedo SPLs directly

G LI

T t NPRdzO(la 6KAOK KIF@ZS 2yS 2NJ Y2NB 2F GKS OKIF NI

RA & ( NJagdai dfferifigélessons wiican be applied for SPLs directly
Whenfocusing on thalistribution channed, opportunities to efficiently build awarenesshich can
be followed by sales efforisvere of particularinterest Given the particular nature ahe strong
concentration of poplation, with many urban inhabitants bringing products to rural regions,
opportunitiesto addressspecificallythose urban groups who have strong ties to rural areas and
build awareness with therwere closely examined.

PRODUCT LENS O SUAL SUSPEETSF PRODUCTS WITH ANSEXIG HIGH
RURAL PRESENCE

DESCRIPTION OF THBPPBCTS
This category contains 2 categories:

1 Cheaper products, such as lighting alternatives (batpeered torches)
1 More expensive products which are being bought either by the rural [atiom themselves
or by their urban connections, such as mobile phones

DISTRIBUTION MODELS

The cheaper products are sold in the villages themselves, by a variety of local shagtsnamdkly
loumas(regional markets)Retailers independentijnakethe decsion to stock these product$hey
mainly travel to urbarcentersto purchase their stock and finandethemselvesDepending on their
location, hey either travel to Dakaor other urban areasor they may supply fronmeighboring
countries, such athe Gambia or Mauritaniajf located in adjacent regions (e.g. Kaolackl &iis).
Shopkeepers need tavel to towns because idtributors generally do not distribute to rural areas
due to transportation costand bad road conditiong'he majority of wholesats that supply Dakar,
its suburbsand other regions of Senegal in dairy and other food products (rice, oil, deterggols
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are locatedin the city center. Wholesalers sell to sewtiolesalers in Dak&#narkets and regions,
retailers and processorsr they work in partnership with a blgaol bao!? businessman.

¢g2 AaLISOATAO SEFYLX Sa 3IAGBS +y ARSI 2 Dnekséfts RA &GN
drink companyhas a large store in each region where the local retailers can buy the prot@s.

gas is delivered tintermediatesize storage center Trucks transport thePG gas from the storage

centers to retailers, as well as to private and professional customers. LPG gas is easily available to
consumerghrough cylinder sales points such @ammercial stores or service stations close to their
locations.Depending on the willingness of these intermediate centers to diversify their portfolio,

they may present aviable opportunty for SPL distribution once awareness has grown and has
movedthe{ t [ YIFNJ Sd LI &aSR | GALIWAY3I LRAYG G2 6S | &

In line with general practice, retailers may decide to grant consumer credit or allow payment in
installmentsbased on trust.

The more expensive products are largely bought in urbemtersand brought back to the villages.
Sometimes, rural retailers bring the products from the urlmamtersto resell locallyg either on
explicit customer demand or backed by a firm faith in the local market. As for the cheaper products,
retailers finance then themselves and can choose to extend credit to customers. The workings of
these distribution chains reinforce the finding that physical distribution is not the limiting challenge
¢ if the demandpull exists, distribution will follow suit.

IMPLICATIONS.ESSONS LEARNED SbHs

Tapping straight into the distribution models for theheaper, omnipresent products is not
currently an option for SPL#Asrevealed byshopkeepers who sell the lighting alternatives, barriers
of both access to finance and lackrefailer awarenes&eepthem from stocking these products
the absence oéxtensive awarenesuilding and credit solutions.

Whilst SPLs can learn from and tap into the urbamural model aswill be seenthrough the
distribution lens, they cannot tap straight into the existing distribution chainnfiore expensive
productslike mobile phonesvhich benefit of a pull from consumers for their recognized usefulness
and status As long as consumer awareness has nenbsrengthened, there will not be a consumer
pull/ direct demand folISPLs

PRODUCT LENS’RODUCTS THAT HAVBRALCTERISTICS WHIRH SIMILAR TO
SPk

A limited number of products have similar characteristics to SPlsgh upfront costs, low
awareness ad nontrivial technology for which no local maintenance capacity exisigroved
cookstoves were mentioned during interviews as a valuable comparaiol@uct for awareness
building for which experience in Senegal is availat#a in-depth look at the PERCODg GIzZ
cookstove projectFrogramme to promote rural electrification and a sustainable supply of domestic
fuel - Deutsche Gesellschaft fur InternationalesAmmenarbeitis included below

DISTRIBUTION MODELS
The insights on distribution models for improved cookstovekustrated below are based on
interviews with GIZ.

“ Traditionally, this refers thaving a heritagérom the Baol Baol kingdom. Today, it refers to a certain type

of businesspeople mainly infornal traders. Those that have grown from owning and/ or operating small

informal shops/ stalls, to owning bigger shops or even chains of shops are referred to as big baol baol.
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Table 2. Distribution of improved cook stoves (foyers ateliers)

Timeline From 2005

Key partners PERACOBGIZ ENDAEnNergie Environment Développemgmnanufacturers of
improved cook stoves, wome€Xr@ssociations/ cooperatives

Description of Distribution model

the distribution 1 Thechain consist®f local cookstoveproducers blacksmithstinsmiths

model ceramistg, distributors (women's groups, associationsandconsumers
(households)

i The manufacturer ofmproved cookstovereceives aontributionin the
form of capitalto run their business

T Model in rural areastWWomemQ associations and cooperativésly and
distribute theimprovedcookstoves in their commurty. PERACODBGIZ
provide working capital to enable womenQ aassociations ang
cooperativesto sell thecookstovesn a formatschemethat suits their
members

1 Modelin largecities: products are sold and the payment is split acr
multiple days to align tahe fragmented income patterns of mar
households in Senegdlhe daily collection poses some challenges
human resources needed, time consuming)

PaymentSystem

1 Theconsumer priceare between2,000 and 7,006FCFA0 € o @ mp ¢

1 The price structurehroughout the distribution chainis not yet well
definedand not aligned everywhere

1 In the majorityof the cases, the payment is madén cash.

1 Another model thatcorresponds to thdragmentedhousehold incomg
in Senegais to collectdaily installments.This modeis only in placein
citiesandhas the disadvantage aflaboriouscollection system

Awareness

9 Distribution driven strongly by local awareness effarsng local fairg

and associations:
o Manufacturersof improved cookstoves receive technical and
entrepreneurialraining
o Communication, awarenedsy local womeif2 associations an(
cooperatives and participation in local fairs are an importa
component of the program to guarantee uptake
Outcomes More than 260,000improved cookstovesave been distributed throughout
Senegal.Of these approximately 35% havéeen sold in rural areasThe
distribution modelhas been replicateth Mauritania,Benin andBurkina Faso

Lesson learned pS{ieeelE
1 Bothwomen's groupsnd producers ofmproved cookstovegmproved
their income
9 Positive environmental impact through a better use of coalaodd
ChallengekLessons learned
9 Financial viability seems to be limited due to the donor supy
manufacturers receive to start the business
1 Awareness is still @hallenge, there is the need to invastcontinungto
build awareness and explang the value of the products.The
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challengesaroseearly in the proceswhen it came toknowledge othe
product
Limited consumer finance to support purchasing
Challenges #h the product itself:
o Improved cookstovebave a duration obnly 2 years
o0 There is ndormalwarrantystructure

= =

PRODUCT LENS’RODUCTS WHICH HAWE®@R MORE OF THRRACTERISTICS
IDENTIFIED ABEY SUCCESS FACFORDISTRIBUTEON

As the productgliffer for each of the success factors, this section will follow the structure of those 3
success factorg\cross the different models, a mix of products emerges, including existing successful
SPL models, the improved cookstoves as described in the peevseation and higherend
cosmetics, pharmaceutical products and cleaning products.

INTEGRATION OF MARKET AND SALES

Several products such as pharmaceuticals, cosmetics, eledramid household cleaning products

FNBE &a2fR & dz@oR2a2aNikdziorhbined anBrRefiny0 demonstratianand sales.The

models differ between rural and urban areas, though. The doeadoor sales model is eithercarried

out by independent ambulant salesmen (for cheaper, lower quality prodtiitd R2 y Qi y SSR
demonstratons) or by a commissiorbased comparyrained proprietary sales force (e.qg.,

LIKI NI OSdzi A0l faved ¢KS aSO2yR 2LIiA2y YI& NBLNBa

availability is limited in rural areas.

Figure9: Overview ofavailable face to face/ docto-door distribution models

Rural Urban
* Cheap and low quality products ] [ Pharmaceuticals, cosmetics, electronic, household cleaning products,
Type of product * Electronic products. E.g: batteries, torches ,radio drinks, children's toys
C / * Products are sold by ambulant salesmen (selling a | [+ Limited number of formal enterprises.
.ompgn variety of products) or informal companies * Many products are sold by individual sellers or informal companies
organizations
TRETT * Variety of price depending of the product sold * Cleaning products from F CFA 100 to 5,000 (€0.15 - €7.62)
= * Minimum price: Battery (_FCFA 300/ €0.46), torches * Pharmaceuticals / cosmetics have different prices but are generally not
[FCFA 1,000 / €1.52), radio (FCFA 3,000/ €4.57) expensive and do not exceed 20,000 F CFA (€30.49)
Marketi T * Presence at the weekly rural market (Louma) * Demonstration to show the product’s use, characteristics, quality and
AR A * Explanation of the product usage advantages

* During school holidays the companies use students to promote the
products, particularly during festivities or sales
* Promotion of specific products to incentivize purchasing

Payment methods * Payment only by cash + Payment only by cash
Warranty and after * No warranty and after-sales support in the majority * Only formalized companies offers warranty and after sales support
s port

of cases * In this case the clients address the issue directly to the company and

not to the seller
* Opportunity to become aware of/experience * Opportunity to become aware of/experience products they did not
Advantages y
products they did not know before know before
* Savings on transportation costs * Access to not-self explanatory products whose awareness of is limited
| |_*Savings on transportation costs (limited)
chall = Not adapted to rural consumers’ cash flow context IBRE Mastly informal market
Allenges * Door-te-deor only works during weekly rural * General perceptions that products sold door-te-door are of low quality
markets when people are prepared to buy
= Quality of products is relatively low

Examples of this model include Total Success World (for pharmaceutical products), Aloe Vera/
Forever living products (for cosmetics) and Madar (cleapiogucts) These proprietary models not
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only provide opportunities for education and demonstratjdut somealso address the challenge of

trade finance by prdinancing the stock for their sellers (which does require significant working

capital for the parent company). These models are at preseiyt applied in urban areafroducts

R2 WINRO1ES R26yQ T Nie¥e sdldsSakRusuali¢dicated tdzNdrtitularr NS | & @
product or rangeof productsbut one of the companied-orever Living Products has shown to be

willing to considerseling{ t [ & o6l ye& LINRPRdzOG G(KIG R2SayQid Ol yya
included) In generabistributorsrecruit the sellershroughadvertisementsradio, posters) antrain

them on the different techniques cfales and distribution.

Box 2:Examples of doorto-door models in Senegal

Forever Living Product$\ cosmeticscompany
1 structured as a muklievel marketing company
91 the world leading producers and distributors of aloe vera produgtss, tablets, cosmetics
1 Any individualwho would like to beome a distributer registers with the company and g(¢
through a trainingpn KS O2 YLJI y& Qa LINBRdzO( a
f ¢KS RA&GNROGzi 2 N { Ki®ny thd_ddmhaBni Whiclks Gontain lalvadidtyloft
products
The distributor is free to sell to consumers
Established training materials, marketing plan and bonus/remuneration structy
incentivize distributiord ¢ KS Kl NRSNJ 82dz 62N] = GKS Y2N
9 Sales staff gets products at wholesale prices, andsapnto 43% wherthey sell them at
retail prices
9 In addition:
o Personal Bonus of up to 18% for sponsoring each new Distributor and helping
make sales
0 Group Volume Bonus of up to 13% on each team member as distributors de
into Assistant Supervisors, Supervisors, and Assistant Managers
0 Leadershp Bonus for every manager in the downline, starting at a 2% bonus
going as high as a 6% bonus depending where they are positioned i
organization

° O
. o} wnl
Forever Living Individual Final Consumer
Products Distributer

=a =

At the rural leve] demonstrationtypically takes placat loumas, but the presence of morexpensive

and higher quality products, such as SPLs, is limiieel.need to show and explain the quality and
advantages of SPhsakes it suitable for e.g., representation by rural associations/ cooperatives.
¢tKSe | NB LINBaSyid NUzNi-timé kg ol 8f BRL (saleg G/BidR is ditfitoltol 1 S |
in rural areas due to low volumgsr converselyhigh travel/ transport need) and can often tap into
existing structures for awarenessiilding and financing.

An example of such@mmissioAbasednetwork oftrained sales staffisan agentled model where
women are trainedo go into villages and selWhich has been really successful in India. They
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successfully tap into the importance of weoffmouth by focusing first on village influencevkich
they seek to convert to customers.

Box 3: Dootto-door model¢ lessons from India

A The distributor found that although they had radio/print advertisements of tH&PL|
products, people could not understand how the product work&d. they cameip with a
new distribution model:

A They would deploy a reconnaissance tetrthe region of choicethe team would
target a small number of influencers in that community (at a ratio of ~ 3 influer
for a village of 1500)

A Once they had sold th8PLto thosetargeted customersthe teamwould leave the
village for a few weeks so that those targeted customers could create a
through wordof-mouth in their social networks about their positive experience W
the solar lamp

A After several weeks the team retwsnwith a larger team, a bigger splash 3
testimonials from happy customers to set up a show in the village

. ih . 5
P i— mimﬁw—ﬁ—»mﬁ

Reconnaissance Influencers Sales Team Shop Final Consumers
team ll' *

People reached
through word-of-
mouth
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DISTRIBUTION OPTIOWSIICH REDUCE CONSBNPRICE

As illustrated in the figure below, taxes make up ~25% of the consumer price (import288ain a
typical import value of 430% of consumer price and a 18% VAT at the very end of the supply
chain).

Figurel0: Cost buildup for a solar lantern and the effect of tax
lEt FY2dzyda +FNB Ay Wnnn [/ C!
20 [ ]import costs (typical value

777777777777777777777777777777777 Bl import tax (25%)

@ [ Others costs and margins

15 Bl VAT (18%)
[

6
9 9

Current situation With tax exempt

The reduction of import tawould reduce the prices andiould belikelyto increase demand for SPLs
once the consumers become aware of their existence and benefits. With total tax exemption, solar
portable lamps could be ~ 25% cheaper. Exemption of import tax atootd reduce the price §

~10%.

There are essentially 2 different routes to achieving a reduction in costs through tax benefits: a
general tax exemjn for solar products (as is in place in many other African countries such as Mali
and Kenyapr the utilization of an existing cannel that igax-exempt On the former, an active
discussion is taking place in government with specific proposals for targeted tax reduction or
exempion on the table. The remainder of this section discusses the opportunities for the latter.

Companieglistributing solar portable lamps could seek opportunities to work with the ASER scheme
using ASERualified companies as last mile distributors.

Private sector companies working with the Senegalese Rural Electrification Agency (ASER) under
either one ofthe schemes listed below are already exempt from import and VAT taxes, and benefit
from a reduction on profit tax.
1 ConcessionsTen exclusive licenses for private operatorsfaxinded by government and
the donor community, with an obligation to devel@m electricity distribution system and
distribute solar photovoltaic kits to households in remote areas
1 Electrification projects by local initiativgProjects ERILS): within the concessjéosal
villages can collaborate with a private operator to carry logal initiatives to enhance the
electrification systems
9 Multi-sectorial energy project$PEM): projects aiming at providing access to energy as a
tool to enable community development, business developmant poverty reduction by
targeting sectors suchs education, healtrgndagriculture

None of the private sector players associated with ASER and benéfitinghe tax exemptiorare
currently distributing solar lampsut a number of thenhaveexpressed an interest in distributing
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them, providedd KI G AG FAGa Ay GAGK GKSANI OdzZNNByid aSNIBAO
of them requested fixed consumer prices to regulate the market)

INTEGRATION OF PRODBINANCE

Perhaps countemtuitively, affordability is still a challenge foonsumers. Although SPLs clearly

provide savingi the longer term because they avoid the recurring costs that the lighting

alternatives entail (where continuously new kerosene, candles or batteries need to be bought), few
consumers have the totatelatively highempfront purchase amount ready without dedicated

savingor a loan. The need for trade finance is more obvigisA Yy OS {t [ a | NBy Qi OKSI
need to have sufficient finance to pfaance their own stock.

Opportunities to integratdinance ino distribution will enhance access to consumer and trade
finance and thusproduct uptake by retailers and consumers alikeis can be achieved through a
variety of means, including different credit/ loan optiopsstponed payment/ aextended
payment termthe opportunity to pay in installmenfgnd support to saingfor the purchase.

In Senegal, netandard opportunities exist faxonsumer creditpayment in installments or

postponed paymentvith shops or MFIgljey doexist with commercibbanks, but onlyinder

specific conditionsvhich are met by few (rural) BoP consunjer&n exception that stands ouis
TEEFA. They allow the associations that resell their SPLs, to delay payment until they sell to final
customers, which is an interefiee and riskfree trade financing tool.

That said, a variety of more informal opportunitigs exist. Thefigure below gives an overview of

existing credit practiceand opportunities. It must be noted that the research has not been able to
identify existing successful distribution models that SPLs can simply tap into and the development of
these opportunities will caiinue to require a significant effort. The remainder of the section details

the opportunities further and provides examples.
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Figurell: Overview of current options for credit, payment in installments or postponed paymenSianegal

General practice on consumer credit Current practice with respect to

in Senegal

SPLsin Senegal

A Nostandard system for consumer
credit, payment in installments or
postponed payment

A Shopmaydecide to grant either of
the above options ormn individual
trust-basis

Shops

A Well-established practice of credit
Informal and saving ci

g circles, both for
saving instruments

IS but only if product has a

WO2YYSNOAI ¢
people use phone charger to set
up shop on a local market to
charge phones)

S
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(8}
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A Consumer credit available for a
small subset of potential
customers

Commercial banks

202S80isk ¥SQ

A Occasional trusbasedcredit,
payment in installments or
postponed payment

A Shops more likely to provide
any of the above options to
consumers if the shop itself is
backedby trade credit from
supply chain or if supported by
NGO investment

A Examples of use of savings
circles for SPLs

LINBRSFAYSR 321 f &A NYdRdicHaH Sivieshdr $pEs

yet

A Can provide credit to buy products, A Isolated examples of

consumer loan for commercial
60SPI P A
A Useis limited due to :

A Low willingness to
participate from MFls
due to highrisk

A High interest charged

A No practice of credit for SPLs

Given this low availability of formatedit structures with shops, MFIs and commercial banks,
partnerships with locastructures are needetb integratefinancein distribution Essentially 2
options for this exist, which are illustrated and described below.

Figurel2: Options for cooperation with local structures to integrate financing

Tontines,
mutuellesand
local
associations

it

Members

IMF

—
«— « | Members

Cooperatives
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Tontines and mutuelle¥ locally organizeavingsand credit aicles These could be key partners in
increasing the affordability of SRIGnce awareness has been built and consumer demand for SPLs
has grown, dedicated savisgnd credit circles for SPLs can be set up. Until then, existing circles
could be deployed ioSPLsThey could also provide credit directly to their members, using
membership contributions and the means of their organization. This is often doloedly
associationsand cooperatives which pre-finance the purchase of sold lamps and are repaithby
member$®. Their broad availability and wedktablished networks are a key asset to tap into for
integrated product finance.

The second option is to work withicrofinance institutionsto provide loans to consumers for the
purchase of goodsTheres a keen interest from thepbut the actual implementation of aedit
scheme hardly takes place due to

1 Limited casHhlow

9 Lack of knowledge dhe products

1 Lack of knowledge of potential consumers/clients

Local associations andaperativescan help to bild knowledge of potential consumers/ clieraad

guarantee their solvabilityAlternatively, they can be the direct clients of the MFI, which reduces

020K GKS 06daNRSY 2F G(GNlyalOliArzya 02aG4a4 ola AGQa |
thenlends to an established local organization rather than a set of individuals unknown to them).

The cooperative/ association can-tand to their memberg a scheme which is similar to the direct

lending described above, but can be enhanced by MFIs if thgecatives/ associations have

insufficient funds on their own to put these schesie motion.

A good example of this practice is Kayer. Ksyas initiated by a Senegalese peasant organization in

order to demonstrate that rural areas can be considered@amercial targets to give poor

households alternative energi{ayer created a partnership with an M&rough a community

association network that offers credit directly to consumers when they are members of the

associationlt works with tontines and Idcf & ( NHzOG dzNB&a Ay |ff yw @At 3
2Ny SR 6AGK / w9/ 6/ 22LISNFX A2y wdz2NF S RQOLI NHYS
much-needed lending capital.

¢KSNBE NB SYSNHAy3 SEIFYLISa 2F RANBOG O22LISNI (A2
cooperatives and associations. All of these examples are new and as yet unproven.

A finaloption is to build on experiences from miefmance institutions els@here. For example,

one companyin Uganda, has set up a scheme in which (existing/ present) MFIs finance household
goods and/ or to top up existing loans to enable SPL purshabey have partnered with select
distributors.This channel, while not widesgmd, can be explored for reaching certain geographies
within Senegat, again, most likely to be successful for existing/ present MFIs.

2 Mutuelles are local associations, often providing some sort of $emial or nformal financial services such
as saving/ credit circles.
21t combines features of a group annuity and a lottery. Each subscriber pays an agreed sum into the fund, and
thereafter receives an annuity. As members die, their shares devolve to the otharipants, and so the
value of each annuity increasén.Francophone cultures, particularly in developing countries, the meaning of
the term "tontine" has broadened to encompass a wider range of gemaal group savings and microcredit
schemes.
28



Senegal: Mapping the Supply Chain for SLPs Catering BOP

Box 4: Innovative financing model in Uganda

1 Systems are sold on a-h2nth hirepurchase agreement. Once ttiell payment is made the
ownership is transferred to the customer

1 A25% down payment is required (this is around the figure that farmersygacallyafford). The

system is installed in 14 days. The credit can be additional to-axiseent MFI credit to redee

transaction costs

Inspections are carried out 8 days and 3 months after the system installation

As people are often suspicious of solar power systems, due to bad experiences with poor

a warranty provides assurance for their investment

9 Itis easy to upgrade to additional powee(from 40W to 80W) by signing on anothE2-month
agreement to cover the cost dhe upgrade with payments being slightly lower than the init
12-month agreement. This stimulates d@mme payment andoffers reasswance that the
customer has a proven credit record

=a =

DISTRIBUTION CHANNENS URBANFOCUS

la Aad 6ARSt& NBO23IYyAT SR YR I3FLAY SELXIFAYSR Ay |
strong need for awarenedsuilding, amongboth consumes and retailers. This awarenebsiilding

ySSRa (G2 KIFE@S | &A0GNRYy3I WSELISNASYGAIfQ O2YLRYSYI.
products (brochures, posters and ads will help, but are not sufficient). As a,resudreness

building is labor intesive and costly.

A potentially efficient and effective way, is to build awareness with the approptigian groups,

given the strong dynamic of people in urban areas buying products for and bringing them to their
rural contacts(be it urban groups in Senegal itself or the diaspora abroEw remainder of this
section examines (1) opportunities to build awareness wmithe right urban groups and (2) suitable
distribution channels/ sales points.

BUILDING WARENESS ANDICREASIG PRODUCT AVAILABILIIY URBAN AREABO FACILITATRURAL
DISTRIBUTION

To build awareness with the appropriate urban groups in an efficient way, one needs to first identify
the groups and seconddentify where they meetThissectioncovers 3 different senues to meet/
expo® people to the products:

1. Professional organizations, brotherhoods and religious groups
2. Hugely popular wrestling evestand concerts
3. Highly visible professions who both can put solar lighting to good use themselves and are
visible in he city street life, thus exposing a lot of their customers to the advarstagsolar
lamps.These include e.g., night sellers, dibiteries (simple eateries) and tailors
Professional organizatins, brotherhoods andeligious groups

These organizations represent an opportunity to reach outattarge population from different
social and economic backgroumdnd build awareness on the use and benefits of SPLs. Some of
these organizations, such 80S Casamandeave already participatein enhancing awareness and
distribution of solar products andxpressed their interestduring the interviews, to replicate the
projects in other regions.

UNSAS, ADPRapa Dia ProductigrONCAV and Institute Francais were also interviewed. They all
expressed awillingness to further explore opportunities to support awareness buildangong
consumers.The other organizations mentioned in this section were not directly intervieged
information on them comes from desk research. They caiddrepresent ineresting opportunities.
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Table 3: Overview oProfessional organizations, brotherhoods and religious groughsntified as potential partners

Category

workers

' Organization
Organizations of

Union Nationale des
syndicatsAutonomes du
Sénéga(UNSAS)

Contact detailgas of July 2013)

Tel: (221) 33 867 55 13
Email:.unsas@orange.sn

Syndicats des travailleusg
domestique du Sénégal

Tel: 33 867 55 13 s/c UNSAS
Madame Famaye Ndoye
Port.: (221) 77 568 26 86
Email:faeltl@hotmail.com

Confédération Nationale
des Travailleurs du
Sénégal (CNTS)

7, avenue Lamine Guéye BP 937 Dakar
Tél : (221) 821 04 91
Fax:(221) 821 77 71

Organizations of

SOS CASAMANCE

Address: Maison des Associatiqnl5 Passags

brotherhoods Ramey 75018 Paris
Tel: +33 142232020/+33 671 85 74 23
Email:soscasamance @hotmail.com
Web site: http://iwww.soscasamance.org/
Association pour le Tel:(221) 77 538 85 14 / (2238 867 49 36
Développementu Fouta | Email:fotiyous@orange.sn
(ADF)
' 342 OA I G A2y | h_wague@yahoo.fr
développement de
Bokidiawé
Religious Tidjane Tel: (221)765381818 / (221) 766823619

organizations

Fax: (221)2218269212
Email: aliounediopl4@hotmail.com
RUE 17 X 18 MEDINA

DAKAR, SENEGAL

http://tidjaniya.populus.org
http://moustarchidine.com/
http://moustarchidine.com/

Madjmahou Noureyni
Univesite Cheick Anta
Diop

Tel: 775334650
Email: info@mourides.com
Major event: Grand Magal deouba

Organizing committee:18safar1313h@gmail.com/
http://magal -touba.org
Web site: http://www.mourides.com

Layene

http://www.layene.sn
http://layene.populus.org
E-mail: diop_61@hotmail.fr
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Box 5:Exampleg Organizations of workers

UNSAS (UniohNationale des Syndicats Autonomes du Sénégal)
President:Mademba Sock
Tel: 33 867 55 13 s/c UNSAS U NSAS
Email:unsas@orange.sn
niangdial@yahoo.fr
Date of creation Established in April 2012
Mission Work towards improving work aritvingconditions of working masses in Senegal
Frequency of meeting (Executive Secretarijvice a month
Outreach:Confederation regrouping a number of unions including:
- Syndicat Autonomees Enseignants du Supérieur/ SAES
- Syndicat National des travailleurs des Postes et Télécommunication/ SNTPT

- {@YyRAOIG !'yAldzS RSa GNI @I AffSdiNER RS fQ
- {@yRAOFG !'yAldzS RSa ¢NI @I AffSdzNBE RS €I
Démocratiue des Enseignants du Sénégal/ UDEN
- Union des Travailleurs Libres du Sénégal /UFitdH
- Syndicat desravailleuses domestiques du Sénégal
Box 6:Example- Organizations of brotherhoods
Name: SOS CASAMANCE
President Anmadou Sylla Anmadousylla77 @hotmail.fr
Mrs. Fambaye Mdoye;oordinator
Contact information 3
T —

Maison des Associatianl5 Passage Ramey 75018 Paris
Tel: +33 142232020/+33 671 85 74 23

BEmail ;: soscasamance@hotmail.com

Date of creation:2006

Web site: http://www.soscasamance.org/

Geographic focusBased in France, focus on supportthg rural population living in Casaman
through its diaspora.

Potential outreach SOS Casamance is working together with a number of diaspora associat
other regiorsin Senegale.g Fouta and KedoughpuOther regional and rural associatmin Senega
are also membeyof SOS Casamance

Number of members60 activemembers

Activities: As part of a pilot program (2012011) SOS Casamance collaborated to promote the
of solar energy amongghe rural population. The program targeted schgohealth centers and
households. A number of schools and health centers were equipped with solar bulbs and so
Individuals also receigkesolar torches and lamps. The association is thinking to replicate
program and include the installation of solar pée
http://www.soscasamance.org/images/stories/docs/pdf/plaquette SOSCASAMANCE_2.pdf

About CasamanceThe Casamance region is located in the south of Sen&gti,a population of
800,000 inhabitants in an area of 29,000 square kilometerdts entire ecmomy depends or
agriculture, fishing and tourism.

Organisation Hen
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Box 7: Example ADF

Association pour le Développement du Fouta (ADF)

Contact: El Hadji Oumar SYel:(221) 77 538 85 14 / (2288 867 49 36

Email: fotiyous@orange.sn

Date of creation: 2007

Number of membes: 20

Frequency of meeting Monthly, every first Sunday ofie month

Activities: The associationaively participats in the improvement othe Fouta communit Bving
and economic conditiondt works to mise awareness on health prevention and health acces
fights against rural exodus and creates opportunities to increase employment.

About Foua: TheFouta region is located in the north of Senegal hadabout 2 millioninhabitants.
The region is one of the most populated in Senegal. The major ethnic groups are P¢
ToucouleurThe population essentially lives from agriculture (rice amiet) and livestock.

Exampleg Religious organizations
There are three importanteligious organizationsn SenegalMouride, Tidjane, and Layene They
have a strong influence on the population and can bring togeghsignificannumber of people

Each of theserganizationss led by what they call & a | NJ paRhdriglé getting in touch with
the caliphd a I NJ @ Bliffiziiilg, hisspokesman, generally an intellectual, is more approachable.

These organizationsrganize eligious events that bringpgether millionsof people. These events
generallyare opportunities for companies to promote their producénd raise public awareness
through stands and demonstrations. Some of the most imporégntsare:

1 Ceremonies @mou, Tivaoune(Tidjane) and Toub&ouride)to celebrate the birth of the

prophet

1 MAGALegventfor the Touba communityas described in box belowhe event occurs each
year

1 Layene hasan annualevent that brings together people from thedifferent Layene
communiies
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Box 8: description of specific religious group/ event for potential partnership

Religious groupMouride

Name of the CaliphCheikh Sidi Al Moukhtar Mbacke

Porte-parole: Serigne Bassirou Abdou Khadre

Contact information

Tel: 775334650

Email: info@mourides.com

Organizing committee18safar1313h@gmail.com http://magal -touba.org

Web site: http://www.mourides.com

Major event: Le grand Magal de Touba

About the event: The event is gilgrimage in commemoratiof the departure in exile of the
founder ofthe Mouride community. It is also a source of greaide for all the Mouride community|
The event lagt approximately 1 week and participants tend to speamdarge amount of money
during this period

Potential outreach The town ofTouba has a total population of 5296 inhabitants. Howevethe

participantsattending the event arenillionsof Senegaéseanddiaspora

Frequencyannually;the last Magal eventccurredin Touba in January 2013

Opportunity: During the Magalevent all the big companies are represented, especially th
providing essential products for users suchelecom, dectricity and water. In additionthe event is
a commercial opportunity for companies to promote and maswket their products. The mos
common distribution model during the Magal event is to creatartnerships with regiona
wholesalers that have their own distribution network and sdierce and that are well known in
Touba.Shops, stands, and street vendasnduct busines4-hours a @y during the event The
three last days arevhen theretailers and people from the neighborhood regions or villages b
maximum of products to bring badk the villages Products during the Magal event are generg
sold at adiscount

Further converations are needed to explore the opportunity to promote SPLs during these eve

Sporing and music gents

Sporting events, particularly restling are very popular in Senegal and wrestling events in Dakar
attract large crowdsThesecanbe leveragd to build awareness on solar producfas is frequently
being done for other products and occasionally already for solar products).

The wrestling season in Senegal genenallys from December to Jujywith events occurringeach
weekend The evens lastthree to four hourseachand generally dke place in stadiumsuch as
Demba diop (Capacity 15000) and Iba Mar Diop (Capacity), 30@0 are filledto capacity Several
companies sponsor these events and benefit from exposure inoccasedawareness of their
products and serviethrough TVadvertising displayd posters, flyers, anduse of logcs. The
sponsoing company can adjust the exposure depending otheir interest Advertsing and
awareness campaigrcan be conducted beforeluringand afterthe event

Table 4: Contact details for wrestling events

Category Organization Contact details
Wrestling events | Aziz production AZIZ Ndiaye, Manager
Tel: 77 644 30 82

Papa Dia Production Papa Dia Manager
Tel:77 544 17 17
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Box 9: description oPapa Dia production

Papa Dia Production

Contact:Papa Dia

Tel: (221) 77 544 17 17

EMAIL papediaproduction@gmail.com

Partnership partnered with a solar companfor the promotion of Solar Home System$SKISs
during wrestling events

Mission: Organize wrestling events, promote and contribute to the Senegalese culture, help g
improve their life

Frequency of eventthroughoutthe wrestling season

About the event: Peoplecome from all over the countryfFatick, Kaolack and other regions
Senegal including remote villages to watch the events. The wrestling competition is ge
organized at Iba Mar Diop stadium in Dakar (Capacity 5000). The advertisement igialcamatio,
television, flyers and posts. The winners receive a solar home kit and free installation. Durin
event, the solar company did an exposition of its product and organized product demonsdr
during the breaks with the support tie 02 YLJI y@ Qa4 (G SOKYy A OAl ya

Future plansPlarsto organize two other events next year with the same partner

Other: Mr. Papa Diop is keen to organize similar events with companies distributing solar pg
lamps

Variousother sporting events are organized, especially during holidays.

Table 5: Overview of a selection of relevasporting events

Category Organization Contact details

Football events National level: ONCA| Monsieur Kane Amadou, Président
(Organisme National d{ Email: douganabe@yahoo.fMinutes
Coordination des Activité| Tél. : 77 700 23 23

de Vacances) Abdoulaye Cissé, Secrétaire permanent
Blaye6c@yahoo.fr
p o o Tel: (221) 77 57 26 167

& B.P : 15 775 Dakar Fann

ONCAN

Swimming events | Federation Senegalaise dg http://fsnat.com
Natation et deSauvetage | Tel: (221) 33 864 56 45

S 76 669 65 39
Tour de I'Oeufoint E BP 417 Dakar Dakar

Tel & Fax 221 76 864 5320
FEDERATION SENEGALAISE . .
Dr. Mohamed Diop, president
Email:drmohameddiop@yahoo.fr
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Box 10: Description of Traversee Dak@oree

Traversee DakaGoree:

About the event:The DakaGoree swimming competition started in 1986. The event is organize
the national swimming federation and occurs each year. Peeplefor the swimmerson the other
side of the river (in Goree). Companies that have signed a partnership agreement wi
organizing committeecan promote and distribute (for free) their products during the eve
Opportunitiesexistto design sponsorshipgreemens with the organizer depending on the intere
of the company.

Participants:approximately 70@ompetitive swimmerg25 to 50 years old) and approximately 1,5
participants

Outreach:The event bringtogether a mix of people irrespective of@al classesparticipants also
come from other regiors of Senegal. The event is broadcasted on Senegalese television and ral
Other collaboration:The United Nations collaborated with the organizers last year as part of
awareness campaign to praste spors.

Concers are events thatbring together alargeamount of peoplefrom different backgrounsd and
social levels. énerdly, artists initiate the organization of their conceraind aresponsoredby big
institutions.

The French institute in Dakarganizes approximately 100 spectacles, 10 expositions, and 100
cinema projections annually, in addition to a number of conferences and debates.

The institutionorganizesexhibits and trade fairen its premises andas already partnered with
private companies for specific events.

Table 6: Contact details for Institut francais

Category Organization Contact details

Concerts, etc. French institute Amadou Sene, Responsible culturel
Amadou.sene@institutfrancaisenegal.com

I | T http://www.ifdakar.org/
S 89 rue Joseph T. Gomis
I BP 4003 DAKAR

SEMNEGAL Tél: (221) 3382303 20
Fax :(221) 33821 2®1

Highly visible professions

Highly visible professions who both can put solar lighting to good use themselves and are visible in
the city street life, thus exposing a lot of their customers to the advantage of solar laoydd, be

an important channeko build consumer awarenes§.hese include e.g., night sellers, dibiteries
(simple eateries) and tailors.
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Box 11: Overview of night sellers

Night sellers

PresenceinDakaf O2 NB { I KYX bAl NB ¢s budsttbs §SpetroRs@isSns d
Type of product soldshoes fruits, food, drink, meals (nostly women)

Potential outreach Night sellers have access to thepulationliving inthe neighborhoodto people
returning back from workandnighttravelers

Personal needNight sellersneed lamps tailluminate their selling spaceand better indicate their
presence. Many of them currently use battgggwered torches when public electrification is n
present or work under public lights when these are available

ENHANCING PRODURYAILABILITY AT SWBLE DISTRIBUTIONABIMELS SALES POINTS

Once awarenesamongthese urban populationsdiaspora has been built, the products need to be
available at the times and the places where people buy products to take home to the rural areas.
This section addresses 2 different avenues to thiat:

1. Presence at the major transport crossroads
2. Presence at shops where these products are being bought, either physically or through the
internet
Presence at the major transport crossroads

The Aline SitoeDiatta Shuttleconnect Dakar to Casamance twice a weeky Sundayg and
Thursdag. The trip lastsl5 hours Each ferry can transport ov®00 passengers, 28 vehicles and
approximately 40crewmembers The ferry harbor is a suitable place for selling produtct both

urban inhabitants travelling to the rural areas atwrural inhabitants travelling back home after
G0KS2 Q@S a2t R GKSANI OYIFAyft& |3INROdzZ GdzNF £ 0 6 NBa

Table 7: Contact details for harbor authorities

Category \ Organization Contact details
Ferryharbor COSAMA Tél. : 33 991 72 00 Fax : 33 991 72 01 (Ga
authorities Maritime de Ziguinchor)

Tél. : 33 821 29 00 Fax : 33 821 29 O(Gare
Maritime de Dakar)

Tél. : 33 821 34 34Fax : 33 821 34 4Giege)

1, Bd de la libération x Rue du Port

BP : 41 36 Dakar / Sénégal

Email cosama@orange.sn

There are two inteturban bus stationsin Dakar Oistributors of electronic products work together
with street sellergo reachout to passengersvaiting for their bues

The biggest inteurban bus station Pompier, has 82Gcheduleddaily departures and 20,000
passengers transiting daillfood and drink stallcar wasksand car repair shopshoe makers and
shiners cigarettesstalls and othersmall businesses are located the premises or in the immediate
proximity of the station.
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Table 8: Contact details for road transportation authorities and organizations

Category
Road
transportation

Syndicat des
transporteurs Gora
Khouma/Confédération
Nationale des Travailleurs
du Sénégat FC S.G
syndicat transport routier

' Organization Contact details

33842.5.90/ 33 842.60.55
cntsfc@yahoo.fr

CETUD (Manage only ci
transport in Dakar)

Route du Front de Terre Dakar
BP 17265, Dakar Liberté,Sénégal
cetud@cetud.sn

+221 33 859 47 20/+221 33 832 56 86
http://www.cetud.sn
Mr Mbengue, Chargee de communication

Direction des Transport
Routiers (Manage inter
urban transport)

Avenue AndréPeytavin X Corniche BP 2083
Dakar

tél: (+221)33 842 36 43

Directeur : Dramé SECK

Kane Diao Charge de la plannification/ T:.g[221)
77 644 85 03/Emailmkdiao22@yahoo.fr

Make the product availableand visible instoresfrequentedby thediaspora

Thereare no dedicded shops were urban people go buy products to bring back to their families in
rural ares. Generally, they wait to buy electronic products at the bus station just before their
departure or they go in advance to the market to purchtsm.

The petrol stations around the bus stations represent an additional entry jpoing chain Total,is
already distributing SPLs.

The webshopNiokobok is another important platform to reach out to therban (foreign)diaspora

who canbuy products br their relatives living irrural areas The website is currently sellirape
brand of SPLs and will soon add another to its product portfolio

DISTRIBUTION CHANNENS RURAEOCUS

An obvious entry point for rural awarenebsilding are theloumas These markets, which often
have a strong regional function and attract people from a large geography, are a good place to reach
large groups of people at a moment alodation wherel KS&@ QNB A f f Ay3 G2

YI 18

Additionally, it makes sense to identifgpecifictarget groups in rural areas which are likely to be
interested in solar lamps, to focus awarendssiding in an efficient wayin Senegal, activities such
as fishing and livestock are big contributors to the econ@amy their rural associations may have a

particular interest in solar lightindRuralorganizationswvere interviewedto assess their interest in

SPLsand they confirmed their interest in and needor SPLsThe interviewees recognized the
advantage®f SPLssuch as increased security and savings in lighting expenses.
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Table 9: Contact details for organizations in fishery and livestock

Category \ Organization Contact details
Fishery Fishermerin the village of| El Hadli Fode RgR21): 77 624 72 12
Ndangane Sambou (Fatig Ablaye Thiam: 77 730 42 38/77 925 96 25
region) Badara Thiam: 77 602 24 44
Doudou Thiam: 77 630 65 42
Badou Sarr:77 177 43 52
Arfang Thiam: 77 440 60 39
Lamine Thiam: 77 528 52 78
Livestock Directoir National des President MrsOumou Khairi Diallo

Femmes en Elevage
(Kaolakregion)

Email:dinfelsenegal@yahoo.fr
Tel: (221) 77571 47 71

4. CONCLUSIONS AMIDGGESTION®R DISTRIBUTION VA3

Learning from the existing distribution, thehallenges facedand comparable productgotential
entry mechanisms to increase (rural) SPL footprir@enegalincludethe following

9 Build on and expand existing rural efforts:

0 Continue tobuild onthe current approach with high effort in local densirations
in a villageto-village approach, combined with trade finance to resellerslere
loumas offer essential opportunities for demonstratisrand sales, aslo specific
target groups such as the cooperatives of fishermen.

0 Work with local cooperatives ascommissiorbased sales channel to expatite
rural footprint and makethe rural presence more continuous (and not only

dependent on the on®ff presence atthefai®) = FA Yl Yy OA y 3

GKS 022LJS

avoid high risk/working capital requirements for the cooperativéEhe model of
allowing cooperatives to delay payment urditer final sale, may go a long way in
overcoming retailer hesitation (although it does require significant working capital
from the distributor aml enhances their risk)
0 Explore various opportunities to provide consumer financing:
A Work with local cooperativeandsaving/ credit circles (tontines) to provide
consumer financings direct loans to their members from their own funds
A Work with saving credit circles taleploy existing circles for SPL purclsase
A Work with saving credit circles to set up new circles for SPL purchase
A Work with local cooperatives and associations to get new MFIs to engage in
providing consumer loans:
1 By providing guarants
1 By acting directly as the MFI logeker
A Work with existing MFIs to either convince them to provide loans based on
the costsaving attributes (rather than the incorgenerating attributes) of
SPLs or to top up existing loans (to limit the burden afteetion costs)

1 Tap into relevant urban networks with a particular focus on urban sellers sending/ bringing
LINE RdzOGa WK2YSQ G2 NHz2NIf F NBFay
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o Build awareness through variety of avenues (for a number of which this report
ARSY(GATASAE RoloppBrtOnities\ridkdy pldygfs:Q 3 2
A Professional organizatic
Brotherhoodsand the diaspora network
Religious groupsind events
Large spoting (wrestling) and music events
A Specifiovery visible professiorsuch as night sellers, dibiteries and tailors
o Ensure availability at major travielbs and typical shopping areas, including
A The ferry harbor
A Road/ bus stations
A Gas stations on the periphery of major towns
A Relevant webshops such as Niokobok
0 Explore opportunities to crossell SPLs in existing urbaroprietary commission
based sales networksvith a particular opportunity with Forever Living Products)
0 Build own urban proprietary sales network of commisdimsed resellers,
potentially deploying MultiLevel Marketing to enhance sales.

A
A
A
A

1 Further lobby fo general tax exemption for solar products (to create a level playing field)
9 Tap into supply chains which aaéreadytax exempt by working with ASER distributors and
concession holders
Once awareness has been built, other distribution networks can beethpgo, such athe regional
distribution centers/ wholesalers which are currently being deployed in e.g.l.H@and soft drink
distribution chainsFor SPLs, these models can either be directly tapped into if the players are open
to broadening their product ranger similar models can be built.
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ANNEX 1. INDIVIDUAL PROFILEF OHE KEY ACTORSQANVED IN
CURRENT DISTRIBUT@RSPIs

Overview

Name d the entity Total

Type of entity Multinational oil and gas company

Key role Although Total is primarily an oil and gas company, they are lookir
become leaders in alternative energies as well. In Sertbgglhavesigned
an exclusive agreement wittl.light to distribute d.light products at Total
petrol stations

Location/Geographical 1 135 stations around Senegal and ~3500 stations around Africa

focus
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Cap Skirring
Maturity Present inSenegakince 1954 Total is the largestlistributor of petroleum

productsin the country.d ¢ I y 32 0has beéefadtivefinéSenegal sing
October 2014n solar lamp distribution
History and ¢c20Ff tFdzyOKSR a! gl y3a2 o6& ¢20G1F f g
development Ge2aGl f To{ @ OFAEBo enable offgrid, low-income communities
to meet some of their energy needdwango by Total is active in Seneg
Burkina, Cameroon, Kenya, Asia etc.
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Distribution model
Outline of distribution
model

d.Light, Greenlight,
Schneider A Phocos

Electric

Sundaya
A Suppliers Kenya A
Partners
Congo Uganda
*TATS headquarters
.In place

.Under development

9 Total is the importer, distributor and retailém one
1 Usesthe exiding supply chain of gas stations in order to distribute
the lanterns

Credit/ financing
scheme

1 None at the moment, the cooperation with Kayer will start to
include that as Kayer works with local cooperatives and MFls

Warranty and
maintenance

1 Easymaintenance and after salescustomers can hand in their Sl
at any gas station in case of problems, Total replaces the lamg
sends the broken product back to the manufacturer
Trustbuilding with a2-year warranty

=

Involvement in
awareness building

1 Consumer education, through brochures in all stations, billbo:
and TV ads

T W{I fSayYSy Q stff Ride@dh dfitHe \jas stations has be
trained in giving information on the use and maintenance of
products
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