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I. COMPENDIUM 
 

 

Project: Launching a pilot project between ENVenture and JEEP 

to open an energy-saving shop in Uganda. 

Place:     Wabutungulu, district Luwero (Uganda) 

Legal form:    Non-governmental organization (NGO) 

Company Name:   Joint Energy and Environment projects (JEEP) 

Start:     15 February.2013    

Financing:  Loan Term: 13 month              

Repayment: single bullet repayment at end of term       0 

% interest loan        

Loan Size: $ 2000                                             From: 

KIVA     

Future Prospects: Supply the poor with clean energy in the surrounding 

community through a sustainable supply chain 
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1. EXECUTIVE SUMMARY 

 

Joint energy and environment projects (JEEP), is a non-governmental organization (NGO) 

working for a green Uganda with an environmentally safe and clean habitat for the present 

and future generations. Located in the Pearl of Africa, where biomass accounts for 93% of the 

entire energy used, our mission is to combat environmental destruction and conserve natural 

resources. 

JEEP was founded in 1983 after deforestation and soil erosion were identified as major threats 

to the health and welfare of Ugandans. These issues had recently been denoted as the prime 

contributors to the human disaster in the Horn of Africa.  

Today, JEEP carries out training and awareness seminars, focusing on environmental 

conservation and energy-saving technologies. JEEP uses a grassroots, practical approach and 

reaches out primarily to rural farmers. JEEP also builds energy saving stoves for institutions 

and installs solar energy. 

JEEP has started in late 2012 with ENVenture a pilot for energy saving products. In East 

Africa, only a 10th of the population has access to electricity and the villages are completely 

cut off from the power supply. Due to that, children in the villages have difficulty completing 

their homework or reading books. Often they use strong smoky and expensive kerosene and 

oil lamps which are highly damaging to eyesight.  

The goal of both is to open a shop where products are offered that allow the public better 

access to clean energy such as solar lamps, stoves, and water filters for cleaning, lighting and 

cooking.  

To finance the products obtained, JEEP is procuring an investment of $2000 USD from 

KIVA. Within 13 month, JEEP must pay back $2000 USD at KIVA. The remaining costs are 

covered by JEEP. The aim of establishing this shop is also to serve as a best practice example 

for Uganda and other developing countries. 
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2. MANAGEMENT 

 

Paul Muganga 

Paul Mugang has studied accountancy at Makerere University and then 

worked for several years in this area. He also supported the business of 

his brother, three years as a salesperson and bookkeeper. He is working 

now as accountant for JEEP, for over 2 years. 

 

 

Miriam Cartheret 

Miriam Cartheret is a recent graduate of environment and business 

administration on the environment campus in Birkenfeld, Gemany. She 

began volunteering for JEEP in August 2012. Miriam Cartheret is mainly 

responsible for the ENVenture JEEP Store and providing business 

development support. 

 

 

 

Kiroli Sperito 

Since 2008, Kiroli Sperito is managing a phone charging shop with help 

from JEEP in the village Wabutungulu, district Luwero. The shop is run 

entirely by solar energy systems constructed by JEEP. The residents 

charge their cell phones and batteries for a low price at this store. Now he 

is expanding his shop with our energy saving products.  

 

 

 

 

 

 

3. BUSINESS CONCEPT 
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3.1. VISION: 

98.4% of Ugandan villages currently have no access to electricity and use traditional candles 

or kerosene lamps. In addition, the population has little access to clean water. Only .4% of the 

Ugandan population has access to modern cooking fuels. Creating a local shop will bring life-

improving technologies to village people. Moreover, the ecological footprint is reduced. In 

view of the climate change, it is very important to promote the use of clean energy. 

3.2. MISSION: 

The shop aims to create space for the village people with access to environmentally friendly 

products. The products of the shops carry low carbon technologies. Stoves by solar lamps and 

the risk of accidents and the resulting cost of accidents is reduced. These provide people with 

a better and healthier life and reduce the carbon emissions. 

3.3. BUSINESS MODEL 

The shop will distribute a range of products satisfying basic needs for home living: 

- Light 

- Purified water 

- Cooking  

The greatest problem in development 

countries are lack of light, purified 

water, and cooking with low carbon 

technologies. Traditional products are 

very dangerous and expensive.  

The customers have high costs of carry 

and hidden carry considered from the 

kerosene and wood. 

- Utilities: kerosene and 

electricity 

- Social costs: time and efforts 

spent on menial activities  

- Health costs: indoor pollution, 

sickness, accidents, medicine 

and doctor fees 

- Impact on environment: 

pollution from fossil fuels 

Villagers will be able to access products that are unavailable in their region.  

4. STRATEGIC ANALYSIS 

4.1. POTENTIAL AND MARKET CONDITIONS 

250 to 350 people reside within Wabutungulu. 4821 

households and 9226 villagers are within 15 km of 

1: phone charging shop in Wabutungulu 

Light is Life 

Ranking of Households’ Priority Needs for Housing 
Improvements 

Average score on an ordinal scale ranging from 0 to 3 

 

  
Source: GIZ.  “Solar Lamps Field Test Uganda: FINAL REPORT.”  July 2011  
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the site. The people do not have electricity; the main source of light is candlelight. In general, 

the population does not have access to clean water and still use traditional wood fire for 

cooking. The largest source of income of the population is from agriculture and the local 

population also has a very low income. The village has two solar-powered street lights, so 

awareness of solar technology is known. In addition, JEEP has a solar mobile phone charging 

station that it operates there. Homes have burned down in this village due to kerosene use, 

here we have estimated that an average of 5 days a month problems and accidents occur with 

Kerosene. 

Between 30 and 50 people visit the phone charging shop to recharge their cell phones and 

batteries daily, walking from a radius of 7km. On market days, it may even be that people 

from a radius of 15 kilometers are on their way to Wabutungulu. This is now extended to our 

products to create a new supply chain for these villagers. People already have positive 

reactions towards solar, and the current systems are of high quality.  

 

 

4.2 PRODUCTS  

4.2.1. COOKING  

Most households still cook with traditional wood fire, because the cost of gas is still too high. 

The women spend their days fetching and carrying wood home. 

Supply: The women have to fetch wood.  

Substitutes: Gas distribution would greatly impact the market, but it would require massive 

investments and no initiative has been taken so far. Substitutes would face infrastructure 

2: Uganda map, 15 km around Wabutungulu 

Wabutungulu 
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barriers and would rely on gas, wood or electricity in any case. Improved wood and charcoal 

stoves which use 50% less fuel are the best substitutes in this case.  

New Entrants: This isn’t highly segmented for new competitors. While this is an advantage, 

the lack of adequate channels represents a distribution gap for every new manufacturer.  

Competition: 3-stone fire and clay stoves cost very little.   

Customers: Customers can build easily their own stone fire and clay stoves are produced in 

every village, making these solution extremely accessible, but unhealthy.  

4.2.2. HOME LIGHTING 

The households have no electricity and only use kerosene lamps or candles.  

Supply: The entire population of this district uses Kerosene or candles. To buy these, the 

average person has to cover a distance of 4 kilometers. 

Substitutes: Solar lamps can replace both the purchase of kerosene and candles. It also saves 

a solar lamp for the transportation costs and the costs caused by the use and consumption of 

kerosene and candles. 

New Entrants: An alternative to kerosene is electricity, but the grid is unlikely to ever reach 

this village. Solar home system manufacturers could enter the market, but currently the 

villagers are too poor to afford larger systems. 

Competition: One of our personal strengths is characterized 

by the experience of JEEP and the expansion of an already 

established phone charging shop. Moreover, the shop owner 

is a local who has years of experience and good relations with 

the people. 

Customers: One of the biggest challenges when buying 

Kerosene are households financing Kerosene. As an 

alternative to conventional Kerosene, most use candles or 

spend the rest of the time in the dark. 

4.2.3 DRINKING WATER 

The people in Wabutungulu and within a radius of 15 

kilometers have access to water from boreholes ore from 

ponds. 

Supply: Some of the households collect the water from 

borehole and have clean water. The rest take the water from ponds near the village. This water 

is contaminated and must be purified before drinking. 

Substitutes: Non-electric water filters that are sold as a household solution. 

Two packs a Day 

“The World Bank 

estimates that breathing 

kerosene fumes from an 

indoor lamp is equivalent 

to smoking two packs of 

cigarettes a day, and the 

Lumina Project estimates 

that nearly one million 

people a year die from 

kerosene lamp fires.” 

 - Harvard School 

of Engineering & Applied 

Sciences 
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New Entrants: An alternative to the water filter is a water supply from the industry or the 

government. A major water treatment plant with distributed household piping will not be built 

in the near future.  

Competition: The people that have clean water from borehole do not necessarily need the 

water filter, except in cases with recontamination from unsanitary jerry cans containers. The 

rest either filter the pond water with a cloth and/or boil the water. JEEP will train the sellers 

with the Tulip water filter and the distributor Living Goods can come to the opening day to do 

a large-scale training of the village people.  

Customers: Our target groups are those who take the water from the pond.  

4.3. CRITICAL FACTORS 

4.3.1. Market Critical factors 

The success of implementing a shop in Wabutungulu will be determined by the following 

risks: 

Cost: The local people are mostly poor people who are not able to afford the amount of 

money to buy even one single solar lamp. 

Bad market situation: Wabutungulu has nearly 500 households and a radius of 3 kilometers. 

Thus the longevity of the store could be hampered by market distribution saturation.  

Safety: There is the possibility of the local people trying to steal products out of the shop. 

4.3.2. JEEP positioning 

JEEP´s will leverage on critical factors as follows: 

Cost: Implement a rental model to make it affordable for the local people to purchase products 

from the shop. For example, people can rent-to-own the lights, but not the panels  and keep 

charging them at the charging station (and thereby paying day to day costs) until they have 

paid off the entire lantern.  

Bad market situation: If project gets stagnated there is the possibility to focus on new areas 

for example the phone charging system. The products do require new pieces (water filter 

candles must be replaced every 6 months, and solar lanterns and cookstoves could be 

upgraded, especially as new technologies are brought to the shop. 

Safety: The problem of safety is already solved by the hire of a watchman.  

4.4. SWOT ANALYSIS 

 

Strengths: 

JEEP is a wellknown NGO that has much experience with implementing new projects. 

Because JEEP is close to the people involved, there will be a high acceptance from the local 
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people. The Shop which is now extended is already implemented and accepted. It has run for 

years as a place for charging mobile phones. 

Weakness: 

The personnel who are working in the shop have to travel. This means the possibility of 

transport problems in the case of bad weather. There is the possibility that the people need 

time to accept the new products, so that the project starts very slowly. 

Opportunities: 

Implement a shop which is selling important products wanted and needed by the people of 

Wabutungulu. So they will get access to products which will make their lives easier. 

Threats: 

Competitors could come into set up similar stores, though this is unlikely considering the 

market analysis.  

5. BUSINESS DEVELOPMENT 

5.1. PROJECT EVALUATION 

The Evaluation plan will provide a basis for tracking specific objective indicators of progress 

and impact attained. Data will be generated and analyzed at all levels providing appropriate 

and prompt feedback on the progress and impact. This will also provide evidence of progress 

towards the attainment of Project objectives (outcomes and goal) vis-à-vis targets and 

baseline values. 

 

5.2. FORECASTS 

JEEP will conduct customer feedback assessments two months after the opening day. Thereby 

we hope JEEP can sell more lamps and have better public relations around the village. The 

customer can test the different lamps and it is possible to renting the lamps little money 

6. MARKETING PLAN 

6.1. STRATEGY 

JEEP targets village households in a vast area and has an innovative value proposition, 

requiring communication to be a key driver to attract customers. 

6.2. PRODUCTS 

The JEEP shop products fall in 3 categories: water filters, solar lights, and improved stoves.  

Water filter: 

Generally, every house collects rainwater. Tulip WPS is meant for 

households, as is filters 5 lt per hour and lasts for 7000 lts. The filter 

purifies rainwater from sediments and e-coli. Easy to use, filter needs 

only basic maintenance (filter cleaning). As water safety is a well-

3: Tulip water filter 



 

11 
 

perceived issue, Tulip is likely to be a door opener for JEEP. 

Solar lights: 

The portfolio comprehends, 3 solar powered ones (Sunking, Sunking Pro and 

Barefoot Power pack), for home use. Sunking and Sunking Pro are solar-

powered lanterns with mobile phone charger 10 times brighter than 

kerosene 30 hours of light on 1 day's charge 5 years battery life, for indoor 

and outdoor use. The Power pack solar lamp is a set with 4 lamps and a 

battery for indoor use. 

Stoves: 

The portfolio currently has 2 different stoves (Mwoto stove and charcoal stove a 

small and a big one). These stoves eliminate smoke creating a healthier kitchen 

environment. The women can cook faster and retain heat for long periods. 

Stoves save over 60% of firewood compared to a traditional three stone 

fireplace and prevent accidents from open fires. Improved wood stoves may be introduced 

later. 

6.3. PRICING 

Compared with competition in the city are our products are more convenient, as their higher 

initial cost is offset by lower cost of carry.  

Water filter 

Tulip water filter has no clear competitors to refer to, but its use would help a household to 

save on health services like medicine and doctor’s fee. People also will spend less money on 

fuel for boiling water. 

Solar lights: 

A household needs 1.6 liters of Kerosene in the week, 6.2 liters in the month. We come to a 

total consumption of 76.8 liters per household per year. 

The costs for Kerosene are very high. An average household has weekly editions of 5000 

UGX for Kerosene. One household spends 230,000 UGX for Kerosene per year. As our 

cheapest solar lamp retails at a price of 45000 UGX, this is repaid in 5 months.  

Stoves: 

The charcoal costs are quite high, spending 1000 UGX per day on cooking, equaling 7000 

UGX per week. This fuel cost is reduced by half with these improved stoves, thus paying off 

the stove in less than a month. 

6.4. DISTRIBUTION 

4: The barefoot power 

and Sun King 

products 

3: Mwoto stove 
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The retail store is in Wabutungulu, district Luwero. A sales person will be present 8 am. to 9 

p.m., to advise customers about products, sell them and manage customers. 

We deliberately chose the location Wabutungulu in Luwero District (Uganda). Several criteria 

were included in our decision. For one, we were looking for a location in which people have 

no access to electricity in a 15 kilometers radius. However, due to high transportation costs 

and to provide optimum care for our site, we had to ensure to pick a location, which is not too 

far away from JEEP in Gayaza. 

Wabuntugulu is about 50 km away from our location and is easily accessible by the company 

vehicles. In addition, the local population does not have electricity. The women still carry 

wood for miles in order to cook food for their family. 

Another important point was to involve an already good partner of JEEP in this project, Kiroli 

Sperito. Since 2008, he leads a phone charging shop developed by JEEP and he is well 

established at this time. He has also already a security guard, so we can ensure the safety of 

products. 

These considerations show that Wabutungulu is the right location to open a shop for energy 

saving products. 

6.5. PROMOTION 

The JEEP store is the first shop in a village for save energy. Promotion in the beginning is 

very important for the shop. Promotions will be aimed at increasing awareness delivering two 

messages: the store is open and the products are available.  

6.5.1 Campaign: 

Flyer:  

JEEP will distribute printed flyers (both Luganda and English) to distribute in the village and 

in Kampala, providing information on the store.  

Posters: 

Each poster in English and Luganda at the shop explains one product’s benefits and use.  

 
4: Poster for the shop 
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6.5.2. Event Campaign: 

Seller training: Beginning January 2012, we train the seller before the opening of the shop. 

They learn how to deal with our products and get an introduction to accounting. This training 

will cost 125,000 UGX. 

Demonstration Stove: In February 2012 we will demonstrate the Mwotto Stove. The 

demonstration is from JEEP and costs 125,000 UGX. Here are the benefits of Stoves 

demonstrated and the optimal use. May 2013 is planned another demonstration.  

Demonstration Solar lamps: February 2012 we present the solar lamps and the possibilities 

and potentials of this demonstration. This training is from JEEP will cost 125,000 UGX. 

JEEP Celebration: From 31 January 2013 to the 2 February 2012 is the JEEP 30 Years 

Celebration. JEEP expected a lot of visitors on these days and has an exhibition and a shop for 

energy saving products on these days. A part from this small shop is to integrate information 

and the flyer in English and Luganda about the energy saving shop and whose opening day in 

Wabutungulu.  

Opening Day: Opening Day is intended on 15 February. We invite people from the local 

government and partners from JEEP. JEEP will open with a public address and provide flyers 

for the communities. Then the JEEP staff will drive with a car and speakers around the 

surrounding villages and invite the people. 

6.5.2. Customer Management 

For us is it pivotal that the seller come from the village. Our customer can come to them, if 

they have any issues with the product. We repair it for free and give them a guaranty for the 

products as all come with a one-year warranty.  

Then we can visit the customer in their home, when they have a problem with your products. 

Our Sellers are highly qualified and they can explain the function from the products and train 

the customer.  

7 OPERATIONS 

7.1 FUNCTIONS 

 

JEEP has two important persons for the energy saving shop: The salesperson in Wabutungulu 

and the shop manager from JEEP. 

The Salesperson will sell the products and present these in the shop.  

The shop manager is a member directly from JEEP and will introduce new product 

innovations for the shop. The Manager must create Flyer, Poster and another for the Shop 

Marketing.  
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7.2 SUPPLY 

The shop manager must have a relationship to all distributors and must introduce new 

products and new technologies in the shop. This person must definite the prices and strike a 

good margin between products and purchasing price. The manager is responsible for all what 

the products enfolded. From order new products, test and check the products when they 

arrive.  

He will manage the marketing and the Campaign round about the shop. He plans and plans 

marketing. The Manager will go to the shop every month and control the sales volume, the 

information about the customers and the invoice. He participates in all activities about the 

shop and he will make a research after 2 month. Around the research, he plans the next steps 

for the store.  

7.3 SALES 

The energy saving shop is open from 08:00 am to 08:00 p.m. and is present to sell products to 

customers. JEEP will train the customers on how to use all products in the shop. The prices 

are fixed at the shop, and the store manager will take all customer information, with name, 

village, date, product, serial number, quantity, amount paid and the signature from the 

customers. This information is necessary and must be taken for every customer sales 

transaction. One day in the month the salesperson must give this information and a copy from 

invoice to the energy saving store manager. 


