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PREFACE

This master thesis report, titled 28Strategy and Design of a Solar Shop in Rural Cambodia® is the result of a graduation
project concluding the Master of Strategic Product Design at the faculty of Industrial Design Engineering of Delft
University of Technology. The project was carried out in close collaboration with and at the location of the company
Kamworks, in Sre Ampil, Cambodia.

Whether Inding this assignment was a matter of statistics or destiny, or perhaps the right detective work on my side, |
will leave to the reader to decide. The fact remains that this project combines the very things | am passionate about.
Though | thoroughly enjoyed every project | worked on for "SPD), the focus of this master is not usually on social
contributions. | on the other hand have been saving rainforests and turtles ever since | was a little girl, and after
secondary school experienced life in Honduras as | volunteered there. At some point | realised there should be ways
to combine the two. When | set out to Ind a graduation assignment | envisioned a project in which | could apply my
strategic design skills to make a di"erence. With this project | have reached the !nale of my education, but also a
beginning, as “sustainable strategic designer.

The pages you are about to read will describe the practical and academic side of a lve-month journey into the heart of
Cambodia. If only you could read between the lines and realise how this was just as much a spiritual journey.

Kirsten Corien Rijke
Delft, August 2008
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EXECUTIVE SUMMARY

Kamworks operates as a social entrepreneur in the Cambodian business-to-business and high-end market. The mission
is to provide a"ordable energy systems in Cambodia in order to contribute to a sustainable development of this country.
The innovative no-nonsense company is in the process of developing a new brand, Kamunasal.

Kamunasal aims for the rural consumer market with solar and human powered products, distributed through mobile
and !xed selling points. Several physical expressions of the brand have already been de!ned, together with a concept
for mobile selling points. What was missing at the start of this graduation project was the design of a Ixed selling point
for the Kamunasal products, together with a solid Kamunasal concept.

The added value of brands is argued, particularly why brands are important for sustainable development, as builders
of trust and providing consistency. Before moving into the market, it is crucial to develop the brand from a name and
logo to a complete concept, that forms the future basis of all the brand expressions. Therefore the result of this project
is two-fold:

Deenition of the Kamunasal proposition @light and energy for a happy family®
Complete concept for «xed selling points based on the Kamunasal proposition

A short internal analysis shows the identity of Kamunasal, based on the mother company Kamworks and the initial
Kamunasal product Angkor light. Kamunasal is an innovative brand, with Western roots and a social mission to bring
sustainable energy and employment to rural Cambodians.

Through an extensive external analysis based on interviews, observations and a test shop, important insights in
the rural Cambodian market are revealed. Most importantly an adapted version of Rogers' theory for acceptance of
innovations is developed, speci!cally for the Khmer culture. The importance of various factors for customers and micro-
entrepreneurs are determined separately, but the models turn out to be rather similar. The decision model is a rational
one, where many factors play a role. The three most important factors are price, quality and the fulllment of needs.

A strategy for Kamunasal is delned, based on the analysis. The strategy points out the distinction between the
Kamunasal and Kamworks businesses should be clearer, also within the company. The strategy further describes how
Kamunasal can use the methods of micro franchising, by !rst setting up a business and Inding the right formula.
The next step is replicating this successful business with other micro-entrepreneurs by supporting them with the
Kamunasal formula. After advising Kamunasal to focus on families and their needs (main focus on rural a#uent families,
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with a secondary focus on poor families, and a tertiary focus on very poor families), the report thoroughly addresses
the Kamunasal product range. A step-by-step overview is given of products, target customers, sales prices and moment
of introduction. Finally the complete strategy for Kamunasal results in a market proposition that describes the brands
attitude in terms of a !'ve-P model; product, price, place, promotion, people.

Product - high quality product range, focused on home lighting and energy supply, allowing customers to climb the energ
ladder

Price - olers a fair price for quality, provides longer-term alordability. Find third-party help for enancing/leasing to lower
initial investment

Place - Shops in rural market place, along main routes or o!-grid areas, close to similar business, expand reach throu
mobile kiosk

Promotion - focus on high quality, promotion focuses on families and makes use of testimonials

People - Local people use local network; friendly and familiar micro-entrepreneur as ‘energy consultant' with advising ro
towards customer

A design vision is then developed, in order to design the solar shop as an expression of the Kamunasal proposition:

aDesign the concept of a exed selling and service point for home lighting and energy supply products and services
Kamunasal within the rural areas of Cambodia.®

Through an ideation and conceptualisation phase, a !tting concept is developed and further elaborated, !nally
resulting in a Kamunasal solar shop; an adapted and furnished shipping container. Inside the shop a displaying cabinet
contains stock and a show-model (also for product try-out) of each item. An educational display, linked to a solar home
system, demonstrates this product.

As this report is ready for printing, the new Kamunasal solar shop is ready to be transported to its location in a rural
marketplace, and the micro-entrepreneur is fully informed of the Kamunasal formula. The report concludes with an
evaluation of the new solar shop and an extensive list of conclusions and recommendations for the Kamunasal brand
itself, the product range, promotional actions and materials, for new student projects and !nally for some practical
aspects of the solar shop.

Apart from a vast contribution to the development of Kamunasal as a strong consumer brand, this report also provides
a practical example of the application of brands for sustainable development in remote areas.
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1 INTRODUCTION

Energy is one of the most essential needs in BoP markets. Although energy is not the specilc subject of any of the eight
Millenium Development Goals, United Nations (UNDP, 2008) claim nergy is central to sustainable development and
poverty reduction e"orts. [..] None of the Millennium Development Goals (MDGs) can be met without major improvement
in the quality and quantity of energy services in developing countries® In Cambodia the electrilcation rate is one of
the lowest in South-east Asia. About 85% of the population is not connected to sophisticated energy infrastructure
(Recambodia, 2008).Cambodia o"ers very good possibilities for solar energy, with about !ve hours of full sun per day
throughoutthe year. Approximately 3 million householdsinrural Cambodia could bene!tfrom solar lighting and electricity.
Instead, kerosene lighting (costly, dirty, health-threatening and inadequate for many night time tasks) or electricity
drawn from lead-acid car batteries (expensive, cumbersome, and requiring frequent charging and replacement) is used.
The goal of this project is to create a strategy and design for a solar shop, to distribute solar energy products in the rural
areas of Cambodia. The main focus lies on the development of the new brand Kamunasal.

Figure 1.1 + The eight Millennium Development Goals

1.1 Company

Kamworks Ltd was established as a Cambodian solar energy company in 2006. The mission of Kamworks is to provide
a'"ordable energy systems in Cambodia in order to contribute to a sustainable development of this country. Kamworks
has been established as a spin-0" of !ve years co-operation between the Dutch charity PicoSol and the Khmer
Foundation for Justice, Peace and Development. The company is located on the ground of one of the orphanages of
this Cambodian organisation. Young adults that have lived in this orphanage are trained and given a job opportunity

to contribute to Kamworks' mission.

Kamworks works on its mission by two types of activities. In the !rst place the company sells and installs solar electricity
systems for professional end-users that have a need for electricity in the rural areas. In the second place, the company
wants to bring small products based on solar electricity to the consumer market.
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Figure 1.2 * visual representation of the process









2 KAMUNASAL BRANDING

In his 2003 article, Simon Anholt states: 2although brand value is intangible, several aspects of the brand are of real
value to the consumer® Several arguments of the value of brands are mentioned: a branded product is backed by a
company hat has a reputation at stacked, thus working hard to prevent any problems with the product; the product
can be returned or repaired later on in case of problems. As Anholt puts it: 3A brand is as much an open invitation to
complain as it is a promise to deliver® and as such, a brand put a lot of responsibility in the hands of the owner (of the
brand). Brands help customers recognize certain aspects of a product, and allow consumers to shortcut the decision-
making process when buying new things, saving them time and elort.

When taking the perspective of the brand, selling products can be seen as a way for brands to interact with consumers.
As social interactions form the basis of trust, it is safe to assume that brands play a major role in creating consumer
trust. According to Vestergaard Frandsen (2008) branding is the cornerstone of promotion, positioning and trust
building in sustainable development. Although his paper focuses primarily on transitioning from public to private
sector (when services "rst provided through development programs are eventually taken over by commercial
companies) and ensuring consistency, Vestergaard Frandsen stresses the importance of brands as creator of trust.
In order for a brand to be trustworthy, its communication (the combination of all messages sent out) needs to be
consistent. To achieve that, consistency should take place on two levels:

1. Consistency between the dilerent communication channels is needed (the shops, the products, the possible
advertising). Like in person-to-person interaction, sending mixed signals is confusing and consistency helps
build trust.

2. Consistency between the message and the brand identity is also needed. This form of consistency can be
found in person-to-person interaction, where one evaluates whether the other is "being true to himself'. The
so-called brand identity is formed by the inner values of a brand; what the brand stands for, and where its
roots are.

When a brand interacts with its customers, the communication has two sides, similar to a conversation between two

people. On one side there is the brand and its identity, and on the other the customer the brand is addressing. Thus the
communication is not based on only the brand identity, but also on the customer. Both need to be analysed in order to

determine how and what Kamunasal should communicate.









Figure 2.1 - Angkor Light (Martijn Kranen, 2007)

Figure 2.2 - Packaging of Angkor light (Stefan Ruiter, 2007)



Kampong Speu Svay Rieng
Social class| Type of house Expense/month  Type of house Expense/mdnth
1 Brick % 146 Brick % 74
1 Brick/Wood % 113 Brick/Wood % 73

Total average % 76 Total average YA 7

Table 2.1 + Monthly expenses per house type (MIME, 2007, table 24)
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Figure 2.3 - Lighting and other appliances per income group for rural Kampong Speu (MIME, 2007, "gure 56)
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Figure 2.4 - Lighting and other appliances per income group for rural Svay Rieng (MIME, 2007, "gure 66)



% 1,80 % 1,95 % 1,70 % 1,19 % 1,73 % 1,07

- % 1,19 % 1,71
Table 2.2 +Average monthly energy expense per energy type for lighting and other appliances per social class
(UNDP, 2008, derived from table 14)

Using the data from table 2.2, and assuming that an Angkor light would replace batteries and kerosene, the monthly
cost substituted by Angkor light will be between %2,77 and %4,01 (SR: %1,70 + %1,07 and KS: %2,55 + %1,46).

With a sales price of %60 for Angkor light, and cost savings of %4 per month, the break-even point will occur after "fteen
months. With a payback period of (slightly) more than a year Angkor light can only just be considered alordable for
the most a&uent.

Several notes must be added to the data from table 2.2 however, when using them to determine the alordability of
Angkor light. The energy demand research addresses urban and rural areas separately, but the average expenditure
given in this table is for the complete areas of Kampong Speu and Svay Rieng. The table gives average results for urban
and rural areas together.






2.2.2 Desirable

After development of Angkor light, interviews with the rural

provide employment
social acceptance

cultural implications

PEOPLE

people were carried out to check whether the product is
desirable to them. In short, it is.

2.2.3 Produced locally
The production of Angkor light will take place within the
Kamworks facilities as much as possible, thus providing PLANET

employment locally. solar energy

waste reduction
2.2.4 Sustainable end of life

A note can be added on sustainability, too. Not only the
environmental aspects contribute to the sustainability of

Angkor light. Apart from the replacement of kerosene or

generator charging and the introduction of a dilerent battery, Figure 2.5 + Sustainability for Angkor light

other elects take place as well. Sustainability is based on three

pillars: people, planet and pro"t, as shown in "gure 2.5.

On the planet aspect, the end of life of Angkor light, e.g. arrangements for replacement and/or disposal of the battery
in the future will have to be thought through.

On the people aspect, producing and selling Angkor light in Cambodia provides employment. Better lighting by which
to work or study is introduced, not limiting these activities to daylight hours anymore, and social activities such as
family dinner and conversation are facilitated.

Stefan Ruiter (2007) and Martijn Kranen (2007) interviewed people on their intended use of Angkor light: 2Interviewees
want to use the lamp for both indoor and outdoor purposes. Eating is mentioned by all the interviewees, as is indoor
lighting. Farmers tend to like the torch function to catch frogs, work on their land or check for animals. Other outdoor
functionalities include going to the toilet, checking around the house for animals and attract people to their local
business. Other indoor functionalities include reading and making homework ° Whether the light will be used for social
activities or study and work related can be found out once the product is on the market. In any case, the Angkor light
takes away the hassle and risks involved in the use of car batteries, and the health risks and "re hazard of the dirty
kerosene lights.

The chosen target groups of the lantern, and especially which ones to focus on "rst, can very much make or break
its success. When "rst targeted toward a&uent families, the lantern will be a sign of status, important in Cambodia.
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Table 2.3 + Relative importance of 3 P's for the dilerent stakeholders

2.2.5 High quality
Finally Angkor light is meant to be a high quality product. User research, the attention to detail, design and the use

of quality parts and prototype testing all point in the right direction. Only after the actual product is ready will it be
possible to test the product lifetime and overall quality.
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Figure 2.6 - Brand identity prism
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Personality: Kamunasal is an innovative brand, with Western (Dutch) roots, selling really new products with a social
mission to bring sustainable energy and employment to rural Cambodians.

Culture: Western (Dutch) values are part of the Kamunasal culture, an informal culture where solutions should be
simple, clear and honest. A no-nonsense attitude prevails.

Self-image: the way Kamunasal customers should see themselves, 2buying Kamunasal products will lend me an air of
practical thinking, modernity and innovativeness. | am smart enough to think ahead®.

IMHAGRE

Figure 2.7 + Kamunasal identity prism, partial.

Therelationship is yet to be build, and consists of all the interactions and exchanges between customer and brand,
e.g. the transactions in the shop, the micro-entrepreneurs representing Kamunasal, and the services provided. The
relationship should entail a strong and interdependent bond between Kamunasal and customers. To build mutual
trust, the relationship should "t both the culture of Kamunasal and the customers.

Finally there"ection , a slightly harder to understand concept, is within costumers minds the representation of
Kamunasal. Like the personality of the brand, the re#ection is often thought of as a person. What kind of person
Kamunasal is to customers will be based on the personality of Kamunasal itself, how this is communicated to customers
through culture, relationship and physique, and how this is interpreted within customers' minds based on their own
cultural context and background.
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3 MICROENTREPRENEURS

The micro-entrepreneur (a major stakeholder in his project, next to customers buying the Kamunasal products) forms
an important link between Kamunasal and the customers in the shop. For each shop, the personal touch of a micro-
entrepreneur is added to the identity of the brand. The identity of the micro-entrepreneur may turn out to be equally
(if not more) important to customers than the identity of Kamunasal.

Micro-entrepreneurship is the base of the traditional Cambodian way of life. Most people earn money in small family
"rms that are based on agriculture (85*), trade and skills. Only a small percentage of the Cambodians earn income
from large-scale industry. Kamworks' development strategy is to connect to this situation by supporting small-scale
business of micro-entrepreneurs. (Reinders, de Gooijer = Diehl, 2007)

Micro-entrepreneurs will sell solar and human powered products in the Kamunasal selling points. Youngsters, often not
educated beyond elementary school level, receive a technical training and an entrepreneurial training at Kamworks.
The technical training entails a two week training program by Institut de Technologie du Cambodge specially adapted
for Kamworks, about solar energy. The entrepreneurial training by CIEDC consists of another two-week program specially
adapted for Kamworks. A micro "nance institute was involved in the development of the training. After the trainings,
and passing the subsequent exams, the micro-entrepreneurs are deemed ready to start selling solar products.

3.1 Income

The initial idea is to pay a small "xed salary to the micro-entrepreneurs, in order to give them some "nancial backing.
The micro-entrepreneur will be responsible for selling the products, and can determine the sales price for each of the
products within a range determined by Kamworks. The sales commission additional to the "xed salary should provide
the micro entrepreneurs with su>cient income to earn a living.

The higher the basic salary, the lower the commission and the other way round, in order to stimulate the micro-
entrepreneurs to work more on commission base and care for high sales (de Gooijer, 2007; Verschelling, 2007).

In order to make the business attractive for micro-entrepreneurs, Kamworks needs to ensure that the income of the
micro-entrepreneurs is above the competitive rate. A team of MIT students (2007) also researched the matter and
suggested several ways to create loyalty through social incentives: Social gatherings for micro-entrepreneurs are
suggested in order to feel connected to Kamworks. In a collectivist society like Cambodia, it is important to take
these social incentives into account as non-"nancial job bene"ts. Furthermore, the team from MIT suggest micro-
entrepreneurs will be able to reach their full potential if they can use their local network; selling to people they know
might help them increase sales.






4 MARKET OBSERVATIONS

Several visits to marketplaces (both urban and rural) and shops (rural) helped gain understanding of the context within
which Kamunasal will operate. Both urban and rural marketplaces have many small shops and businesses. In urban
marketplaces the shops are usually clustered in rows inside a hall, and rural marketplaces usually consist of two rows
of shops, placed tightly together on both sides of a road. Original Khmer shops usually do not have a stockroom:
everything they sell is on display, stacked high and hanging from ceilings. What you see is what you get, though you
may have to plough through some jumble before "nding what you need. It is common for a shop to have a certain
theme, for example pharmaceutical and care products, clothes, plastic products, and hardware and car parts. More
often than not, these shops also sell unrelated products, e.g. bottled water and crisps in a shop for plastic products or
car parts.

In rural areas, shops and small businesses also exist outside shopping centres or marketplaces. In small
villages of about "ve homes, at least one of them will sell an assortment of small items. In random places
along dirt roads, a house or farmstead will sell some goods. Usually these smaller single shops carry a wide
range of items, anything a random passer-by might need is sold. E.g. a small business olering laundry
service and selling a few types of soap, but also selling (again) crisps, decorated stationary and plastic toys.

Figure 4.1 Cambodian marketplace, shops and brands









Standardised appearance

Experience with steel: can be made at Kamworks completely
Stock (especially expensive products) locked safely inside
Plot rent is cheaper than stall or shop rent

Moveable: increased plot rent negotiation power for Kamworks

+ 4+ + + o+ o+ o+

Possible sleeping space for micro-entrepreneur inside the shop

I+

High initial investment

I+

Shops only possible on locations where truck can place the steel box
Steel container gets hot in the sun

I+

Table 4.1 + Advantages and attention points for making a moveable steel box shop

4.2.3 Attention points

Funding from the World Bank is available temporarily, and will be used for the initial investment for the "rst series of
shops in Kien Svay, Kandal Province, located around Kamworks. If the shops are successful, more shops can be made,
using the franchising formula in other regions.

It will be di>cult to place a steel container shop in the more remote and hard to reach areas. The shop can only be
placed on locations reachable for the truck transporting it. For now, the strategy is to place the shops on busy rural
marketplaces. These are usually placed centrally, e.g. along provincial roads and reachable for the truck transporting
the shop.

An important issue is that a steel container can get very hot inside when placed in the sun. In the construction of the
shop, the heat problem needs to be addressed, e.g. by providing shading on the roof. If the shop gets too hot inside it
will be impossible for the micro-entrepreneur to stay in there all day, let alone sleep inside. Customers are not very likely
to step inside a shop when it is even hotter inside than outside.

This test shop can be used to "nd out whether extra attention is needed, and to shed light on any hidden
disadvantages.



Add fronts to the shops: 3x

[

(

[

Add backs to the shops: 3x

Figure 4.2 + One shipping container, four solar shops



Front Side

Sleeping space
Storage space
Backdrop
Glass cabinet
Chairs

Product posters

OO~ WN P

4.3 + Test shop layout (front, side and top views)
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Figure 4.4 - Solar shop 2.0 opening day events

4.2.7 Observations and conclusions

During the "rst week after opening, two random visits to the new shop were made to check how the micro-entrepreneur
was doing. The visits provided the micro-entrepreneur with some on-the-job coaching and the chance to ask questions.
In addition, during the visits the situation in the shop was observed and the micro-entrepreneur was asked about
this. The complete description of observations can be found in Appendix E. The most important observations and
conclusions are discussed here.









5 ACCEPTANCE OF INNOVATIONS

According to graduation projects previously done on the subject, (Reitenbach, 2007, Ruiter, 2007) most of the intended
users for Angkor light have never seen a device like it, and do not know what to do with it at all. Apart from unfamiliarity
with the solar lantern it was noted and recon"rmed by the "rst interview session with micro-entrepreneurs and the
observations at the test shop that most rural Cambodians are unfamiliar with solar energy in general. As such, not only
Angkor light, but also the complete solar shop and its products can be seen as innovations.

A generally used model for acceptance of innovations (Van Raaij et al., 2004) is based on E.M. Rogers'theory of innovations.
The model describes ten characteristics, important for the acceptance of innovations/really new products:

1. Compatibility

2. Risk

3. Observability/communicability
4. Relative advantage

5. Speed of the elect

6. Ful"llment of hidden needs

7. Trialability/divisibility

8. Complexity

9. Availability

10. Price

It is necessary to take into account that this model was created based on Western culture. Sch@tte and Ciarlante (1999)
warn us that Western created marketing models will not be universally applicable. Based on the dilerences between
“Asian’ and "Western' cultural values they conclude that Asian consumer behaviour is dilerent from Western consumer
behaviour.

5.1 Cultural values and consumer behaviour in Asia

Geert Hofstede identieed four dimensions of cultural values: power distance, uncertainty avoidance, individualism/

collectivism, and masculinity/femininity.

As mentioned, the Hofstede cultural values for Cambodia have not yet been determined. Uncertainty avoidance is most
probably low to very low in Cambodia. Further it is generally assumed that in Cambodia, like in neighbouring countries,
power distance is high. In high power distance cultures the less powerful members of organizations and institutions



West Asia

Self-actualisation A (Social)!Status
Prestige A Admiration

Belonging 3 A liation

Safety / 2 \ Safety
Physiological / 1 \ Physiological

Figure 5.1 + Adapted hierarchy of needs for Asia

For the acceptance of innovations model, Cambodian behaviour may be di$erent as well. Purchase intentions are
in"uenced by cultural context; in Asian countries, social aspects are an important factor in decision-making. Purchasing
is less an expression of personal preferences and more determined by input from various sources such as family, friends

and peers.
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15

10

Figure 5.2 + overview of factors and scores for customers
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Figure 5.3 - Expenses in USD (*) for lighting and other appliances of participants
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Figure 5.4 + overview of factors and scores for micro-entrepreneurs
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Alliation:
make use of
local network

word of mouth
and promotional
activities

Disusion of innovation*
Figure 5.5 + Di$usion of Kamunasal products in rural market

The entrepreneur must however be certain he is only selling quality products. If he sells low quality products, gives
a bad advise to people he knows, or cannot explain the product well, the consequence is loss of face. Selling quality
products and advising customers well will strengthen the bond between micro-entrepreneur and customer, and
relates to the entrepreneurs need for a#liation, admiration and social status. Indirectly the product quality thus forms

a benec-t for the micro-entrepreneur as well.

Explain to the micro-entrepreneur what kind of location is sought for the shop: one easy to reach for the target customer.
As micro-entrepreneurs know their own vicinity well, they can help end a good location for their shop. Involving the
entrepreneur in decisions like this helps create a sense of ownership of the business.






[l customer

Il micro entrepreneur

Score

Figure 5.6 + comparing factors for customers and factors for micro-entrepreneurs






6 DISTINCTION BETWEEN KAMUNASAL AND KAMWORKS

Kamunasal as a separate brand for the consumer market is a rather new development, as indicated in chapter 2. Based
on the customer interviews it was concluded that in order to establish a strong Kamunasal brand, the separation
between Kamworks and Kamunasal must be very clear. The points of dilerence and points of parity between the two
businesses are mapped out in table 6.1 with suggested issues marked in red.

The points of dilerence (most importantly a very dilerent target market) between the two businesses justify a separate
Kamunasal branding. In practice some of the shared aspects still make it hard to distinguish between Kamworks and
Kamunasal clearly. Both within the company and in the communication towards customers, a clearer distinction
between the two brands is needed. In the physical appearance, i.e. use of similar shapes, colours and related logo's, the
link between the two brands is maintained.

Materials for Kamunasal are accounted for separately. Tools and labour costs however are shared. Salaries for the
Kamunasal project manager, the Kamworks secretary and the shop attendant of solar shop 1.0 come from the World
Bank funding (for the Kamunasal business). Hours spent on building the container shops come from the shared work
force, and not from the account of Kamunasal. In order to make a realistic feasibility analysis for the Kamunasal business,
the Kamunasal share of such costs as labour, use of tools and location (maintenance) should be calculated separately
and written o! too. For example a cash "ow analysis may wrongfully show more positive results if not all the actual
costs are taken into account.

Although this graduation project focuses on Kamunasal, hiring another project manager for Kamworks, will also help
distinguish the two businesses. As can be seen in table 6.1 the Managing directors are shared, they have their areas
of expertise, and complement each other to oversee and manage the complete company. For Kamunasal, there is
a project manager, to whom the other employees report, while for Kamworks (mostly the same) employees report
directly to the managing directors. In a completely Dutch company, most likely this would not pose any problems. As
reported in paragraph 5.1 power distance (www.geert-hofstede.com, 2008) is high in Cambodia; this means Khmer
company culture is highly hierarchical, while power distance in the Netherlands is much lower. This dilerence in power
distance can cause a number of cross-cultural management issues. Some of these issues were observed at Kamworks,
mostly with new employees who were completely not used to the dilerent company culture. Laroche adresses a
number of possible crosscultural management issues in his book (Laroche, 2003), including issues that may arise when
subordinates are from a more hierarchical culture than the manager. Laroche gives hand-on advice on how to handle,
among others, the following situations; subordinates hesitate to put their ideas forward, subordinates do not speak






No project manager

Managing directors
Work force

Labour costs
Production facilities
Tools

World bank funding
Project manager
Materials

Target market

Professional market,
high-end (Business
to business)

Rural consumer market
low-end to higher end
(Business to consumer)

Distribution

Direct sales and
installation

Through network of micro-
entrepreneurs with #xed
and mobile selling points

Core products

Complete solar energy
systems for lighting,
water, cooling,
information and
communication

Kamworks can
manufacture
Kamunasal products

Solar home systems,
Angkor light,
Rechargeable single cell
batteries: alordable energy

larger projects

Alordable
Sustainable Desirable
Characteristics High quality Locally producible
Semi-custom Sustainable
High quality
Sustainability focus Planet People
Increased
Growth production and Spin-o! and new Expand distribution network
employment, business opportunities through micro-franchising

Table 6.1 + Points of parity, points of dilerence Kamworks and Kamunasal




7 MICRO FRANCHISING FOR KAMUNASAL

The micro franchising concept was introduced by Stephen W. Gibson

in 2004 at the BYU 7th Annual MicroEnterprise Conference (Bracken

et al., 2006) and gained popularity ever since.

Bracken and his colleagues provide the following de#nition:

aMicro Franchising is a relatively new term currently used to describe

microenterprise opportunities that can easily be replicated by

following proven operational concepts. The importance for the

distinction and use of the term stems from the speci#c necessity

of providing solutions to known microenterprise development

problems by creating wide-scale, replicable opportunities to help

alleviate poverty, enhance individual economic self-reliance, and

stimulate individual, community and country economic development.

Although Micro Franchising borrows the general concept ofigure 7.1 + Micro franchising by J. Fairbourne
traditional franchising, an important distinction is its incorporation

of models that depart from traditional franchising where there is a franchisor (parent organization) and a franchisee
(child) and the franchisor provides training, marketing and branding that leads to success® (Bracken et al., 2006). Jason
Fairbourne, the director of the Microfranchising Development Initiative, presents the concept visually (#gure 7.1) during
the NCDO Business in Development "Franchising for Development' seminar in October 2007. In developing countries
micro franchising can spark a movement for a stronger market economy. Franchises are generally more successful than
stand-alone businesses because of the proven business concept, the established brand, the de#ned operations, and
the well de#ned cost structure and operational support. (Fairbourne, 2006)

For Kamunasal, it is important to #rst #nd the right formula, i.e. a successful business, and only then to replicate the
business. This graduation project provides a step further in the direction of #nding the right concept or formula.

When replicating the business, the micro-entrepreneurs need to be informed of the formula. They even need to
become part of the formula. During the commercial training already, or in an additional training, the entrepreneurs
need to learn who is the target customer of Kamunasal, what is the core product or range, what are the bene#ts to
communicate, what to sell to which customer, and how to deal with customers in general. The entrepreneurs need to
know these things, in order to make them part of the brand communication. The current commercial training gives
them a much needed business sense, but not the "Kamunasal attitude’ Additional to this "Kamunasal-attitude' training,
the entrepreneurs should be provided with a manual with the same information.
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8 LANTERN RENTAL

At the moment of writing, Kamworks is carrying out a pilot for lantern rental with lights developed by PRO-SEED. The
idea of the try-out is two-fold. The physical products (lanterns) and the business model are tested. Once the product is
right, and the system works well, the project can be expanded.

8.1 PRO-SEED

PRO-SEED stands for 2Promotion of Rural Oriented services based on Energy E$ciency Development®and their mission
is 2to seed professionalism for enhancing access to electricity in rural areas of Cambodia®

aThe PRO-SEED project involves several partners in order to enhance energy services in the o!-grid rural areas of
Cambodia for reducing economic burden, improving the quality of life and addressing the adverse impact on health
and the environment. The PRO-SEED project intends to serve as the stepping-stone to pave the way for future energy
e$ciency initiatives and services in Cambodia® (www.electriciens-sans-frontieres.org/proseed)

8.2 PRO-SEED rental lantern

Bearing in mind the poor households, unable to alord electricity, a rental lantern (with rechargeable battery) has
been developed. The lantern replaces traditional fossil-fuel (kerosene) lamps. Reasoning back, taking the daily fuel
expenditures for poor families as a starting point, this LED lantern was created.

The PRO-SEED lantern is rented out for 300 Riel per day, and imposes no changes in families' expenditure pattern and
habits: as with kerosene, they pay small amounts of money regularly. Contrary to the aim of the project, very poor
families are unable to alord the lantern, as the poorest sometimes spend as little as 100 Riel per day on kerosene. For
those who can alord it, payment of 1500 Riel takes place every #ve days. In a year, a family would spend a little over
%27 on renting one PRO-SEED lantern. According to PRO-SEED, this is about the same amount as poor families spend ot
kerosene. For similar expenditures, a much improved energy service is delivered. Where a kerosene light provides very
dim light for two hours, this rental lantern can provide a much brighter light shining for four hours. As it is pitch black

at night in the rural areas, and many families have small children and/or elderly in the house, the PRO-SEED lantern can
also be dimmed and left on all night. Which is too dangerous to do with a kerosene light due to #re hazard.

The design of the PRO-SEED lantern is made to allow replacement of any part. If something breaks (the light, the
battery, the housing) the product is not disposed of; only the broken part is replaced. Additionally, when new and
better technologies come available, the existing PRO-SEED lanterns can be improved with new parts (e.g. better LED)
in the same housing.



Table 8.1 + investment in lantern business









9 TARGET CUSTOMERS

Based on the initial communication plan for micro-entrepreneurs (H. de Gooijer, 2007) and the market segmentation
by Miriam Reitenbach (2007), the following customer groups can be distinguished in the rural area: rural families, urban
families (with second home or relatives in rural area, can be regarded as rural a&uent), shop keepers and teenagers.
Positioning a brand to appeal to all customer groups leads to a brand without clear focus, in the end appealing to
nobody. Therefore, a selection of customers should be chosen for the brand to focus on.

9.1 Focus

From the analysis it became clear the brand should be family focused, therefore the logical choice of target customers are
families. The three market segments Kamunasal will serve are described here, and presented visually in#gure 9.1. Although
customers from other segments can also buy the Kamunasal products, they are not the focus of the brand communication.

*  Rural a&uent families (main focus) - higher needs  Target family Needs
t  ASliation
t Admiration
t  (Social) status (Social)!Status
Ruralla"uent
*  Poor families (second focus) - more basic needs Admiration
t Safety
t  ASliation Poor A liation
t Strive for admiration
Safety
* Very poor families (#nal focus) - basic needs Very!poor
t Physiological Physiologica
t Safety
t ASliation (within own family) Figure 9.1 + Kamunasal target customers

The customers are divided into three target groups, but in practice families can also be somewhere in between these
groups, e.g. some a&uent customers being less a&uent than others, while there are also “very a&uent' families. There is
in reality a range of customers, and Kamunasal must serve the needs of these families with its products.






10 PRODUCTS

Until Kamunasal can oler a complete product range, additional products from other brands must be sold in the solar
shops, in order for the micro-entrepreneurs to make a living from the sales. It is highly recommended to sell high
quality products only, in order not to ruin the reputation of Kamunasal. Additional products can also be found in well-

established brands that rural people already know and love.

10.1 Country of origin elects

When choosing less known brands, it is important to take into account the country-of-origin elect of these products.

In a research by Balabanis and Diamantopoulos, country-of-origin elects are discussed thoroughly. (Balabanis, G.,
Diamantopoulos, A., 2004) On top of a detailed description of existing studies, the research shows that the evaluation
of a product is in"uenced by the products' country of origin. Speci#cally, the results indicate that elects of country of
origin diler over product categories and home country (of the person evaluating the product) and also elects di'er
over dilerent countries of origin (of products). Verlegh, in his thesis, addresses the topic of country-of-origin elects,
and argues (Verlegh, P.W.J., 2001, p. 23) @For the perceived quality of products, country of origin elects are larger when
products from most developed countries are compared with products from less developed countries. This #nding
supports the notion that products from less developed countries are lower in quality, and associated with a larger risk
of bad performance and dissatisfaction® For solar home systems in Cambodia, according to interviews with current
and future SHS users carried out by graduate student Tom van Diessen, country of origin elects do occur. 2ln order of
notation, products and parts from Japan, Korea and Taiwan are favoured, while products and parts from China, India
and Vietnam are preferred least. The liking of countries also depends very much on historical background (Vietnam)
and experience (Chinese products break quickly). The liking of Japan and Korea also originates from their past success
as Asian tigers, they are an overall role-model for Cambodian economy and these countries have many support GO and
NGO projects in Cambodia. The projects are usually very successful and tackle crucial problems. Therefore the overall
trust towards these countries is high, which results in a bigger trust in their brands as being quality® (van Diessen,
2008)






10.3 Product range

During this project, several Kamunasal products are under development. In #gure 10.1 the current and currently
planned products are mapped out for the customer range. Additionally, #gure 10.2 provides a product range that
includes options for Kamunasal and other products to #ll the gaps. Next a timeline is given for planned and optional
products (#gure 10.3). Finally this paragraph will provide a more detailed description of each product or product option,
including product bene#ts and considerations.

Legend for all product range #gures in this paragraph in general:

Other products, not to continue with (#gure 10.3)
Other products, possibly replacing current (#gure 10.3)
Other products, to continue with after further testing
Services with other product (PRO-SEED rental lantern)
Kamworks products (batteries)

Kamunasal products, current or planned
®  Services with Kamunasal product, current or planned

Continuous: keep in assortment, dotted: replace later (#gure 10.3)

1. Kamworks / Kamunasal AAA battery A. Battery headlight (LBO1)

2. Kamworks / Kamunasal AA battery B. Simple wind-up torch (LHO1)

3. Solar home system M (medium) C. Solar and wind-up radio (RSH01)

4. Solar home system L (large) D. Waterproof torch (LCHO1)

5. Solar home system XL (extra large) E. Mp3 player on battery

6. Angkor light F. Solar phone charger (see 10)

7. Small night light G. Parts for solar home systems

8. Orientation light (battery)

9. Stripped Angkor light S1. PRO-SEED lantern; rental service
10. Solar phone charger S2. Battery recharge service

11. Angkor light plus S3. Mp3 service (price to be determined)

12. Stepping stones product
13. Solar home system S (small)

71 Strategy and Design of a Solar Shop in Rural Cambodia



Price

$1000{ — — — — — — — — — — — — —
$500 | — — — — — — — — — — — — —

$100 P~ — — — — — — — — — — — -

$50 | — — — — — — - — — — — — =

$ 20 = O

$1 1
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Figure 10.1 + Current and planned products for customer range
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Figure 10.2 + Product options to #Il the gaps for customer range
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11 PROPOSITION «2LIGHT AND ENERGY FOR A HAPPY FAMILY

The Irst thing Kamunasal needs is a clear market proposition, which forms the basis for all communication between
brand and customer, and ensures consistency between di"erent communication channels. The proposition is described

in terms of a lve P-model. The classic marketing mix as described by E.J. McCarthy in 1960 contains the four P's of
product, price, place and promotion. The model is sometimes extended to contain !ve or even as much as seven
characteristics. In this case the model is extended with “people’, because interpersonal relations play such an important
role in Khmer culture.

11.1 Product

A product range focused on home lighting and energy supply is o"ered. The product range (including future options)
in chapter 10 describes target customer, price and introduction time for each product. Core Kamunasal products and
surrounding products can be identiled. Paragraph 10.4 describes products in two core categories: “home lighting' and
“power supply’. Core Kamunasal products are listed below (options for the more distant future are omitted here, while
products still in development and products to develop for the near future are included):

Kamunasal batteries & recharge service

Solar home systems (m, |, xI) and parts

Angkor light (introduced later)

Orientation light (introduced later)

Stripped Angkor light (introduced later)

Small night light (introduced later)

H O OH H H

Note that at the start of the solar shops, only two of the core products (Kamunasal batteries and SHS) are available.
Therefore in the beginning, much depends also on the surrounding products. Surrounding products are products of
other brand, but all must be high quality (lifetime and usability need to be tested$), and all must !t the category of
home lighting and energy supply:

PRO-SEED lantern rental service

Torches and headlights

Music devices and services (radio, mp3)

Solar phone charger

H OH O H H

NGO lighting or energy products: e.g. improved cook stove.
The complete product range should allow customers to “climb the energy ladder, which means they start with a lower









families within
walking distance

families within
cycling distance

families within
motorbike distance

Figure 11.2 & 11.2 + Reach of solar shop and distance between shops












12 DESIGN VISION

Design the concept of a exed selling and service point for home lighting and energy supply products and services of
Kamunasal within the rural areas of Cambodia.

The Ixed selling and service point has several objectives,

Towards the customer:

To provide (sell) high quality home lighting and energy solutions

To educate and advice rural people about (solar) energy

To provide after sales service and rental/recharge services

Towards the micro-entrepreneur:

To provide a job, learning experience and (sales) income

To facilitate all interactions and transactions with the customer

To provide a comfortable working environment

The interior of the Ixed selling and service point (or solar shop) must re#ect the Kamunasal proposition and help fulll
the objectives towards customer and micro-entrepreneur. More tangible, a list of twenty design guidelines can be
de'ned. This list of guidelines is given in appendix G. The guidelines serve as a basis for designing the solar shop, and
will be used later to evaluate the chosen and elaborated concept for the Kamunasal solar shop.



13 ELEMENTS

The complete solar shop concept consists of many smaller elements, together forming the larger picture. Each element
must be addressed separately in the design, after which they can be combined to form a concept. The following
elements are described brie#y in this section:

Solar home system and power supply for the shop

Battery charger and facilitation of Kamunasal battery system

" Charging PRO-SEED lanterns

Educational display with DVD-player

Water for customers

Furthermore, ideas and sketches (Appendix H) were generated around the following themes:
Arranging the batteries

Seats, table/counter/surface (for writing receipts etc.)

Products on display

Product information

Stock (visible for customers)

13.1 Solar home system and power supply for the shop

The presence of a solar home system in the shop has a double function. The solar shop has electricity, and at the same
time the solar home system is demonstrated. Customers can see and touch the physical product, and get a preview
of what the system can do. The PV panel is mounted on the roof of the shop, and connected to “the yellow box' inside
the solar shop. The system powers the video screen of the educational display, the sound system (to be used with the
movies and for playing the Kamunasal promotional song), a fan to dissipate the heat inside the container, and the
charging of Kamunasal rechargeable batteries. The L (large) solar home system is used. In addition, PRO-SEED rental
lanterns are charged inside the solar shop. This is done through a separate system with another solar panel, similar to
the system Kamworks uses with the existing PRO-SEED lantern rental.

13.2 Battery charger and facilitation of battery system

The batteries are Ni-Cad, and need to be discharged before they are recharged, in order to minimize memory e$ects.
It is advisable to research the opportunities of using Ni-Mh batteries in the future, as these do not su$er memory

e$ects. The time needed (for discharging and then recharging a set of batteries) depends on the leftover capacity in






At the start-up, the amount of batteries in the system is zero. At that moment, the complete amount of batteries in the
solar shop is the amount of new batteries in stock. Later, the amount of new batteries in stock diminishes (and expands
again upon delivery of new stock), while the amount of batteries in the system increases. Figure 13.1 provides a visual
representation of the complete amount of batteries; the batteries in the system, plus the stock (*), plus the batteries for
disposal (*). One calculates the amount of batteries in the system by adding up the batteries in the take-in, the charger
and the take-out, plus the batteries outside, i.e. the batteries customers have at home, and possibly the batteries for
the mobile kiosk.

with
customer

disposal*

take-out

Figure 13.1 * the complete amount of batteries
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Figure 13.2 + RDI water !Iter



14 SHOP CONCEPTS

The required smaller elements and ideas were combined and arranged in di$erent ways to create six possibilities for the
design of the complete shop. Through the use of scale mock-ups an overview of the space and size of possible furnishings
was obtained, while sketches were used additionally to get an impression of the “look and feel' of the possibilities. In this
section each possible shop concept will be brie#y described and illustrated with a sketch impression.

14.1 Front desk

Customers always enter the shop through the open front side of the container (the front side contains a sliding door
which is pulled down to close). In this concept, customers are confronted with a “front desk' immediately after entering
the shop. The micro-entrepreneur sits facing the entrance, thus being able to monitor outside activity, and interact with
people passing by, in order to try and get them into the shop. The desk makes the interaction more formal, and enhances
the micro-entrepreneur's authority and credibility. The desk however also provides a barrier to fully explore the solar
shop and the products and information on display behind the micro-entrepreneur. Outside the shop, signboards are
placed in addition to the testimonial videos on-screen at the back of the shop. Flags are used for displaying product
information on a string inside the shop; this provides a more festive atmosphere, slightly in contrast to the formal
interaction at the front desk. In addition, more #ags with product information on sticks can be used as a low-cost but
cheerful give-away to customers.

14.2 Olce

The second concept, referred to as ‘'0%ce' also revolves around a desk, this time further to the back of the shop. Similar
to the front desk concept, the interaction with the customer is more formal. Displayed products are within hand-reach
and the customer is meant to sit so that he or she can watch the educational display and the video. Both in this concept
and in the !rst one, folding chairs are used. More than two chairs (e.g. four or six) are available, to enable accommodation
of more customers at once. With the table at the back of the store, the customer is brought further into the solar shop.
There are no physical barriers at the front of the shop. With the desk at the back it will however be harder for the
entrepreneur to make contact to people outside the solar shop. In this concept not much space is reserved for stock.



Figure 14.1 - Impression of concept 1 + "Front desk'’

Figure 14.2 - Impression of concept 2 + "0%ce'



Figure 14.3 - Impression of concept 3 + "Movie theatre'



Figure 14.4 - Impression of concept 4 + “Stools & sales'



Figure 14.5 - Impression of concept 5 * ‘round table'



Figure 14.6 - Impression of concept 6 + “Squares'



15 CONCEPT CHOICE

In this section, the previously introduced concepts are compared to each other. Following the comparison, the most
appropriate concept for the solar shop will be chosen. The most appropriate concept is the concept that !ts most with
the Kamunasal proposition. The scores of the various concepts are only shown for aspects on which the concepts di$er,
as it would be irrelevant to compare for aspects on which they are all similar. The concepts are thus compared for the
following aspects:

Open (low-barrier and inviting for customers to enter and explore)
Flexible (easily adjusted for varying activities and amounts of customers)
Comfort (providing comfort, ease of use to the micro-entrepreneur)
Friendly familiar (informal yet advising, comfortable atmosphere)

Quality (has a high quality appearance, looks high end, credible)

Focus (balance between attention for educational display and products)

Table 15.1 demonstrates the scores of the various concepts. The scores are interpreted as follows:

(- -) very poor compared to other concepts
(-) poor compared to other concepts

(+/_) neutral compared to other concepts
(+) good compared to other concepts

(++) very good compared to other concepts



Table 15.1 + comparison of concepts

Scores are not added up to a total, as not each aspect is of equal importance, and the evaluation is of a qualitative
instead of quantitative nature. The table clearly demonstrates that the “round table' and “squares' concepts are good to
very good compared to the other concepts on each aspect. The ‘squares' concept is the most appropriate for further
elaboration, as this concept provides more comfort for the micro-entrepreneur than the round table concept, and it
scores better with a high quality appearance.



16 CONCEPT ELABORATION

This section deals with the elaboration of the chosen concept into a real life shop. The concept ‘squares'is elaborated
and the shop is built and furnished.
The main element of “squares' is a large displaying cabinet in the back of the shop. This cabinet o$ers space to all
products, and some additional items needed in the store. Appendix J shows which products from the test shop will
be sold in the new Kamunasal solar shop and need a place in the cabinet. The cabinet is dark blue (Kamunasal colour),
contrasting the yellow walls of the container shop. The cabinet includes 16 compartments or spaces:

1 space for water !lter

1 space for cups, dishwashing towel etc.

8 spaces of 300x300 mm for small products (e.g. simple wind-up torch)
" 3 spaces of 400x400 mm for medium sized products (e.g. Angkor light)
1 large space for working solar home system
1 large space for charging village lantern’

1 large space for Kamunasal battery service

Each compartment is 600mm deep and is meant to contain only one type of product. The compartment is !lled with
stock, starting at the back of the compartment. At the front of each compartment, in front of the stock, one item is
placed for displaying, trying and explaining purposes. This item is taken out of its packaging. Figure 16.1 gives a 3D
representation of the cabinet.

Figure 16.1 + 3D representation of displaying cabinet
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Figure 16.2 - New Kamunasal solar shop layout (front, side and top views)

The cabinet is built inside the container shop, and stretches the width of the entire back wall of the container shop. In
appendix K a 2D representation of the displaying cabinet (front view) is given, including size indications.

The cabinet is suspended above the #oor. The space underneath the cabinet is used as storage space for a water tank
(to re!ll the water !lter), small stools and a trashcan. Behind the backdrop with Kamunasal logo above the cabinet,
there is more storage space, for extra products.

The aforementioned educational display occupies one side of the shop. The display should always be on the same side
of the shop as the solar home box, as the two are connected.

Additional furnishings are selected from retail outlets and markets in Phnom Penh (Cambodia's capital). An overview
of all furnishings and costs can be found in Appendix L. A small table on wheels is selected for the micro-entrepreneur
to keep the information binder, receipts and other supplies. Two chairs and six stools (stackable) are chosen from a
commonly available type. Figure 16.3 shows the interior and furnishings of the new Kamunasal solar shop.

Exterior and building features shop were also taken into account for the concept shop. Figure 16.4 shows some of the
features. The door of the solar shop comes in the form of a garage door, sliding down. This is quite common for shops
in rural Cambodian markets. The windows of the shop come with lean-to rain protection, bars and locks, so they can
be opened to dissipate heat during the day, and locked to prevent theft when the shop is closed. On top of the solar
shop, a large sign will be placed, which includes the Kamunasal logo, English text reading “Solar shop) the mobile phone
number of the micro-entrepreneur, and the new Khmer slogan meaning @nergy for your family® Furthermore, similar
to the test shop, the Kamunasal solar shop will have netting mounted on of the roof to provide shading and help
prevent the sun heating up the container. The same kind of netting will be used to provide a diagonal sun shading over
the entrance of the solar shop, to protect micro-entrepreneur and customers from intense direct sunlight shining in.






Figure 16.3 - New shop interior



Figure 16.4 - Exterior and building features









17 EVALUATION AND RECOMMENDATIONS FOR FINAL CONCEPT

At the time of writing, the new Kamunasal solar shop is ready to be placed. Only after start-up of the Kamunasal solar
shop can customer reactions truly be observed. It is strongly recommended to evaluate the new approach by observing
activities, customer and micro-entrepreneur satisfaction with the concept, and sales !gures.

For this graduation project, it is evaluated how well the Kamunasal solar shop conforms to the guidelines delned
at the start of the design phase. For each guideline in the list (appendix G) it is indicated whether the Kamunasal
solar shop conforms or not. All in all, the result is rather positive; the Kamunasal solar shop conforms to most of the
guidelines. Those guidelines to which notes must be added (i.e. those to which the Kamunasal solar shop does not
conform completely) are discussed here.

3. The solar shop should be asordable for the micro-entrepreneur; he/she pays back the loan for the shop over a period
of several years

The total costs for the Kamunasal solar shop are calculated in appendix L. Including furnishings, additional features
and equipment for the micro-entrepreneur amount to approximately $1800. This is without the costs for promotional
activities and placement of the shop and the costs for the opening day. The lantern rental equipment is not included
in the calculations from appendix L, as this is regarded as a separate system. For the !nal concept of this graduation
project, the shop does include the lantern rental system.

If the micro-entrepreneur has to take a loan, the total loan consists of the costs for the Kamunasal solar shop and
the loan for the lantern rental system (as described in chapter 8). The total loan (table 17.1) including interest and
maintenance costs can be paid back in 33 months with $ 90 per month.

A payback period of just under three years is not extremely long, considering the micro-entrepreneur owns the total
business afterwards. After the payback period, the micro-entrepreneur has an income consisting of the entire revenue,
minus the plot rent.

Assuming the micro-entrepreneur will need an income of at least $ 75 per month (Irst micro-entrepreneur interviews),
paying back $ 90 per month is only feasible if the monthly sales revenue from the solar shop is about $120. To determine
this is realistic, the market potential for the various products should be determined, and based on this a sales forecast
should be made. Neither a market potential nor a realistic sales forecast can be made with the information gathered
during this graduation project. Monthly revenue of $120 equals daily revenue of $4. In comparison, renting out 30
lanterns yields $2,25 per day (revenue for the lantern rental is separate from the $4 daily sales revenue needed).
Recharging six AA and six AAA batteries would yield $1,20 per day (included in the $4 needed daily; this leaves $2,80
per day to be made from product sales).



Table 17.1 + investment in Kamunasal solar shop

11. The solar shop should have a high quality appearance

The layout and most of the furniture in the solar shop contributes to a high quality appearance, as does the way the
products are displayed. Two things distract from a high quality appearance. Most importantly, the #oor of the solar
shop was overlooked in the design, but cannot be ignored after the Kamunasal shop has been built. Initially, the barren
container #oor, made of wood plate, did not attract much attention. After building the shop, the #oor is however
covered in spilled paint, tool marks and small holes. In Khmer culture, the habit is to take 0" ones shoes before entering
a house, and this custom is applied to shops as well. Sometimes customers are allowed to keep their shoes on, but the
#oors are usually kept immaculately clean. Thus, in order to keep a high quality appearance, the #oor of the Kamunasal
shop needs to be covered, e.g. with a linoleum (easy to sweep clean), or sanded and then painted or varnished.
Additionally, the cheap plastic stools do nothing to enhance the appearance of the solar shop. The same stools are



Figure 17.1 + Heat-isolated containers at RDI-Cambodia



18 CONCLUSIONS AND RECOMMENDATIONS FOR KAMUNASAL

At the end of this project, a number of conclusions should be stressed, while several additional recommendations can
be made, as follows.

18.1 For the brand

The core values of the brand should not only be the starting point of this list, but the starting point of everything
Kamunasal. That is to say, whenever something new is started, whether it is a new product idea or a promotional
activity, alwayanake sure it corresponds to the Kamunasal identity, the essence of the brand.

Secondly, make sure new idea is !tting for the local context and specilcally tagget customers. This is the other

main ingredient of the Kamunasal proposition, and should be an important factor for all expressions of the Kamunasal
brand.

A way to make sure new ideas or activities for Kamunasal are appropriate, both for the market and the essence of the
brand, is to use the Kamunasatoposition as a basis and starting point . The proposition is based on exactly those

two inputs, internal (essence of the brand) and external (market). Keep evolving the proposition though, because while
the identity or essence of the brand will remain rather constant, the market is constantly changing.

Within the company, try to bettedistinguish the two businesses, Kamunasal and Kamworks, from each other. They
are two separate entities; treat them as such.

Before expanding Kamunasal through micro franchisitiggl the right formula . Micro franchising is about replicating
successful businesses, so wait until the business is successful, and then replicate it. Until that time, micro-entrepreneurs
should not have to take a loan to 'nance their own shop. Instead, when still 'ne-tuning the formula, pay micro-
entrepreneurs a salary. Once Kamunasal is successful, they will be more willing to take part in the business.

Analyse themarket potential for the various Kamunasal products, starting with the Kien Svay area around Kamworks
and possibly expanding further within Kandal province later. Based on this, a sales forecast for the Kamunasal solar
shop will some more shed light on the feasibility of the whole project.

After the technical and commercial training, o"er a speciamunasal training to the micro-entrepreneurs. In the

light of this project, one such training was given to a group of micro-entrepreneurs on Jurieé Z@e training was
intended to inform the entrepreneurs of the Kamunasal proposition in practice. It is highly recommended to repeat this
kind of training with the next group of entrepreneurs. The training itself should be interactive as much as possible, to
make the entrepreneurs think about and use the information they are given and involve them with Kamunasal. In this
case, the training was made interactive by letting the entrepreneurs come up with a location for the shop (as suggested
in the Kamunasal proposition), asking the entrepreneurs questions in between, and by means of role-playing.












19 PROCESS EVALUATION

Most projects | have done at the faculty of Industrial Design so far, whether they focused on design or strategy or a bit
of both, concerned the Dutch market. Extreme amounts of research were never necessary for me to understand the
Dutch market, which is my own local context, in which | imperatively take part in my daily life.

Now however, | was to create for an entirely di"erent market, in which | did not take part before, in a local context
completely strange to me. Living in Cambodia for 've months was absolutely necessary to be able to do this project.
The things one personally experiences cannot be read in a book, or completely understood from someone else's report,
however meticulous and elaborate the descriptions. Thus without submerging myself in the Cambodian context it
could not have been possible to create a !tting strategy or design.

19.1 A faster horse

Living in Cambodia alone was not enough to understand the local context, but numerous interviews, discussions and
observations helped me gain a better insight. In projects | did at the faculty of industrial design before, some user input
was often required, but | have never before involved end users to such a high extent.

alf I'd asked my customers what they wanted, they'd have said a faster horse® Ford's alleged saying is sometimes
misused by companies to justify ignoring any user input, and pursue a ‘technology push' strategy. The same companies
often claim they need to educate the customer, because the ‘customer does not know what is technically possible.
Or worse “the customer does not know what he needs. Though in the case of solar energy we do need to educate the
customer, this is not to say we need to skip user input. To the contrary, projects at Kamworks almost always show high
involvement of the anticipated user, and involving them (Kamunasal customer and micro-entrepreneur) has been of
great value throughout this project.

Without asking the anticipated user to actually design a product, it is very useful to talk to and interview local people,
to get to know the context and Ind out wants and needs. It is then the job of the strategic designer to translate the
observed wants and needs ("the faster horse') to something the company can o"er (the car in Ford's case).
Furthermore, knowing and keeping in mind the anticipated user is very motivating. Every project knows its ups and
downs, but envisioning the customers and micro-entrepreneurs and how my doing a better job will bene!t them
directly is very helpful through the downs.

Making local friends also helped me better understand the Cambodian culture and context. It is my heartfelt opinion
that a country can only be known through its people. Exactly six years before going to Cambodia, | spent a similar
period of time in Honduras, Central-America. While in Cambodia | lived in a more luxurious place, built specially for the
students doing their Kamworks projects, in Honduras | lived with a local family. Consequently, | took part in daily life






20 EPILOGUE

The relevance of this project lies in the area of branding for development, with a two-fold, both tangible and intangible,
result.

As an intangible result of the research and analysis performed, the Kamunasal brand strategy was further developed.
Internal analysis of the company itself, its goals, wants and needs and the essence or identity of the brand, combined
with external analysis of the cultural context, local market, possible target customers and micro-entrepreneurs were
combined to formulate a proposition. The Kamunasal proposition describes the brand on lve aspects: product, price,
place, promotion and people. The Kamunasal proposition forms the basis of all communication between brand and
customer, and ensures consistency between di"erent communication channels.

The tangible result of this project is a new Kamunasal solar shop, built and furnished according to a concept and design
based on the Kamunasal proposition. The solar shop entails an innovative approach, where customers come to the
shop for energy advice. Products are displayed as unique objects that can be touched and experienced, while at the
same time, all products complement each other to form a complete product range. The layout of the shop is #exible to
allow person-to-person advice, product try out, education and information on solar energy, or group entertainment,
switching from one to the other with little e"ort.

In this project the developing world is viewed from another perspective, the perspective of branding. The project is an
example of how brands can be applied to create better value for both entrepreneurs and customers in a least developed
world market, where people know the value of money only too well.
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APPENDIX A % ENERGY SOURCES FOR RURAL AND URBX® ARE

Rural areas
Energy source

Kampong Speu

Svay Rieng

HH User %

Unit / HH / month

HH User %

Unit / HH / mont

-

Laa 220 i

Candles

21+

0,74 kg

o+

0,63 kg

Table Al + Energy sources for lighting and other appliances in rural areas [UNDP, 2008, table 7]

Urban areas
Energy source

Kampong Speu

Svay Rieng

HH User %

Unit / HH / month

HH User %

Unit / HH / month

ersm |

2 Lo

Candles

24+

0,6 kg

38+

0,47 kg

Table A2 + Energy sources for lighting and other appliances in urban areas [UNDP, 2008, table 6]



APPENDIX B % DISCUSSION WITH MICROENTREPRENEURS

Discussion with future micro-entrepreneurs

Q: How did you know Kamworks?
< Through friends (5x)
< Through advertising of Kamworks (1x)

Q: Why did you want to become a micro-entrepreneur?

< lcouldn't!Ind a job

< This way | can learn from Kamworks and | get a job

< | wanted to learn more, plus | want to be independent by having my own business. First | didn't know anything
about solar energy, or how to sell products, and now | have been learning and learning with each day

< | want to support my family in the future

< At Kamworks | can grow, and | will have a good salary

< Because of the training and schooling o"ered, and to become more independent

< The possibility to start my own business

Q: What have you learned at Kamworks, what would you still want to learn before starting the business?

< Already: How solar energy systems work and how to use them

< Already: How to make a business, including book keeping and accounting

< Additional technical training would be nice, to be able to Ix the products (1x)

< Additional technical training is not necessary: if the product needs !xing, we want to send it to Kamworks. (4x)
< Additional commercial training on how to sell the products (1x)

Q: To what extent would you prefer to have a pre-determined recipe for the shop? Would you prefer to work in a
standardised shop, where you are the employee and you can follow a protocol? How much should be your own input?
< At !rst all the shops should be consistent, and all the micro-entrepreneurs should do the same, cooperating to build
the brand. We would be more like employees and we can have more security that way. Later on we can become more
like franchise shops, with more independency and autonomy (5x)

< The shop should be standardised, | would prefer to be an employee of the company, not an entrepreneur (1x)















APPENDIX C % LIST OF PRODUCTS IN SOLAR SHOP 2.0

FM-radio phone charger

Phone charger: keep winding
Very low quality item

Product Code Power Functions and remarks Price
: 2 Kamworks batteries AA $0,05
Recharge service CO01, Cco2 Solar 5 Kamworks batteries AAA $0.025
AA Battery BO1 1,2V / 800mAh Rechargeable, lasts 2 times lorjger  $1,50| pair
AAA Battery BO2 1,2V / 350mAh Rechargeable, Lasts 2 times lopger $1,- / jpair
Single cell phone chargeiy CBO1 1x AA Phone charger, small gadget $3,95
2 LED (from 20Lux, 60min=)
Battery headlight LBO1 3x AAA 4 LED $3,95
8 LED (from 55Lux, 45min=)
Wind-up #ashlight LHO1 Wind-up LED (from 55Lux, 60min=) $4,95
o . . ) LED (from 35Lux, 5min=)
Mini #ashlight with laser | LHO02 Wind-up Laser pointer gadget $4,95
Ventilator Cap VS01 Solar Sometimes fan does not start $5,95
12v /7w E%cient lighting
CFL Lamp L127, L1211, L2342V [ 11W 3 types $5,95
24V [ 11W For solar home system
1 LED (from 20Lux, 10min=)
Wind-up Headlight LHO3 Wind-up 3 LED, (from 45Lux, 2min=) $5,95
Blinking LEDs
Wind-u 1 LED (from 20Lux, 10min=)
Bi Cleptorch LHO4 wind-up 3 LED (from 45Lux, 2min=) $5,95
y Blinking LEDs
1 LED (from 25Lux, 30min=)
. . 5 LED (from 70Lux, 20min=)
Wind-up Flashlight LCRHO1 Wind-up FM radio $8,95




Table C1 - Product list

QBrightness and duration of lights measured after wind-up 1 min. or with full Kamworks batteries.



APPENDIX D % PRODUCT EXPLANATION POSTERS IN THEHEGB

10 Strategy and Design of a Solar Shop in Rural Cambodia



11 Strategy and Design of a Solar Shop in Rural Cambodia



APPENDIX E « OBSERVATIONS AT SOLAR SHOP 2.0

During two weekday mornings (Tuesday and Friday) the situation at the solar shop was observed.

At arrival, 7:30 in the morning, the market is bustling with activity. Many people are shopping for groceries. Around the
solar shop it is quieter, people walk by, with curious looks at the conspicuous yellow shop. Many people driving by on
bikes or motorbikes are too busy concentrating on the road to notice the shop. The micro-entrepreneur attempts to
start conversation with everyone passing by, occasionally greeting people he knows, but only few people actually come
to the shop. During the morning, three potential customers come to the entrance of the shop, after being addressed
by the entrepreneur. The customers look mostly at the displaying cabinet, containing the products. The entrepreneur
refers to the product posters, explaining the products he sells. The customers try out several products, and ask about
their price. None of the customers enters the shop.

Even though a net to provide shading is mounted on top of the container, it starts to become quite hot inside halfway
through the morning (from 9:30). The test shop is equipped with two windows that can be opened. These stay closed
all day. When asked about this, the micro-entrepreneur indicates the windows would be easy to open from the outside
at night. Afraid of thievery, he would rather keep the windows closed to prevent giving people ideas.

At the entrance of the test shop a glass displaying cabinet (very common for small shops in Cambodia) is placed.
Currently this cabinet is the focus point of customers' attention. Before the start of the shop, the micro-entrepreneur
had been instructed to keep one product of each type on display inside this cabinet. Those products would have to be
taken out of their packaging, and arranged in the cabinet so that each product would be clearly visible. The products
would also be easy to reach for explaining and demonstration purposes. The rest of the products should stay inside
their packaging and be kept at the back of the solar shop on the shelf. If a customer wants to buy one of the products,
the one on display is put back into the cabinet, and a new, still packaged product should be taken from the shelf and
sold.

The micro-entrepreneur has a di"erent view on the displaying cabinet, and puts as many products as possible inside
it. For some products the entire stock was stacked inside the cabinet. When asked about this, the micro-entrepreneur
indicates he wants people to know he has many products. If only one of each product would be in the cabinet, the
customer might think the store is not well stocked.









APPENDIX F SUCCESS FACTORS FOR CUSTOMERS AND M.E.

First theory

In table F1 below, the possible success factors are listed, including questions the customer might ask himself

concerning this aspect. The origin of the factor (e.g. Rogers' model, observation of solar shop) is listed as well. Table F2
shows the success factors for the micro-entrepreneur. The theory is tested by means of interviewing customers and

micro-entrepreneurs.

Customer + buying products at the solar shop

Factor

Customer's questions

- Does it ful$l its functions well?
Quality How long does it last?

Relative advantage

Observability /
communicability

Relation / interaction

Availability

Can | save money with this solution?
Is it better (e.g. brighter light)?
Does it last longer?

Do | understand the principle?
Can they explain it? Demonstrate it?
(Are all the bene$ts clear and obvious?)

Do | know the sales person? Do | trust the sales personpObservations solar shop

Will the sales person give good and honest advice?

Does the shop have many products on stock?
Is the shop easy to reach?

Origin

Observations solar shop

Rogers model
Interview with m.e.

Rogers model
Observation solar shop

Cultural values

Rogers model
Observations solar shop




Compatibility Can | use this without adapting myself too much?

Can | use other products | own with or alongside it? REEEISILE

Ful$lment of hidden needs // social aspects:

Will people see | own this?

Admiration What do others think of my actions/possessions?
Do | gain face/respect?

Table F1 + Theory about success factors for Kamunasal customers

Micro-entrepreneur + selling products at the solar shop
Factor

Entrepreneur's questions Origin

Do | need to invest upfront? Rogers model

Can | make more money than in another job? Rogers model
Do | gain status with my shop? Interview with m.e.

Relative advantage

Will people know | run a solar shop?
Can they spread word-of-mouth advertising? ggggﬁe{ﬂgﬁ%olar sho
How can | explain the product so it will be used correctly P

Observability /
communicability




Is it easy to run the shop? Rogers model

Complexity Do | receive adequate training? Interview with m.e.

Do | need to change my habits to run the shop?
Compatibility Do | run the shop as | see $t or are there Rogers model
policies and instructions?

Ful$lment of hidden needs // social aspects

Rogers model
Cultural values
Observations

Admiration Will people see | own this?
What do others think of my actions/possessions?
Do | gain face/respect?

Table F2 + Theory about success factors for Kamunasal micro-entrepreneur



1 tube light
Thatch with (1 TV b&w broken)
corrugated iron roof  +Degraded battery more
than 1 year old

*182,50

70Ah, *40 without TV+

1 tube light *22,10 or

(1 TV broken) 50Ah, *40
1 mobile phone

Thatch with
corrugated iron roof *51,50

with TV

Thatch with cor-
rugated iron roof

Wood and
corrugated iron

1 tube light 40Ah, *25  *23,40

1 small electric light 40Ah, *20 *11,70

1 kerosene lamp
(1 broken single cell
battery radio)

Thatch, wood,
corrugated iron hut

1 lashlight
Thatch hut 1 radio
both on disposable batteries

Table F3 + Range of participants












APPENDIX G ¢ LIST OF DESIGN GUIDELINES

+ Kamunasal solar shop complies with the guideline completely
+ Kamunasal solar shop does not comply with the guideline completely

+ 1. The solar shop should have an innovative approach and appearance, Western roots are relected [Kamunasal
identity]

+ 2. The solar shop and its approach should be informal, clear and honest [Kamunasal identity]

+ 3. The solar shop should be a#ordable for the micro-entrepreneur; he/she pays back the loan for the shop over a
period of several years [interviews with m.e.]

+ 4. Products should be readily available for try-out in the shop [interviews with entrepreneurs, customers' factors of
acceptance]

+ 5. Stock should be stored visibly [interviews with m.e.]

+ 6. Visible placement of stock and try-out should allow for a changing product range [observation of changing
Kamunasal product range]

+ 7. The Kamunasal brand should be communicated explicitly inside the solar shop [observations, expert interviews]
+ 8. The appearance of the solar shop should be low-barrier: open and inviting for customers [observations with test
shop 2.0]

+ 9. The orientation and placement of furnishings should help draw customers into the shop. [observations with test
shop 2.0]

+ 10. The solar shop and its approach should stimulate conversation between customer and entrepreneur
[observations with test shop 2.0]

+ 11. The solar shop should have a high quality appearance [Kamunasal proposition]

+ 12. The interior of the solar shop should facilitate and support the advising role of the micro-entrepreneur towards
the customer [Kamunasal proposition]

+ 13. The interior of the solar shop should be !exible in order to allow the entrepreneur to receive several customers
at once, or have a private conversation with one customer [Kamunasal proposition]

+ 14. The interior of the solar shop should stimulate informal and familiar interaction between entrepreneur and
customer [Kamunasal proposition]



+
at Kamworks [company wants & needs]

+ 16. The solar shop should have space available for future additions in the form of posters (promotion, information,
advertising in the shop itself) [Kamunasal proposition]

+ 17. It is wishful for the solar shop to have a working solar home system providing electricity for the educational
display [company wants & needs]

+ 18. The orientation and placement of furnishings should direct attention to the educational display (explains solar
energy and focuses on star product: solar home system) and the solar home system itself [company wants & needs]
+ 19. Apart from shading and windows with locks, additional solutions against the heat inside the solar shop are
wishful [observations with test shop 2.0]

+ 20. It is wishful to use the Kamunasal colours (yellow, blue) in the interior of the solar shop, if the use of additional
colours is necessary, it is wishful that these match the colour scheme [Kamunasal identity]



APPENDIX H « DIVERGING PHASE

Sketches and ideas
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Scale mock-up

A cardboard and paper scale model was used to get an overview of the space and the size of the furnishings.

25 Strategy and Design of a Solar Shop in Rural Cambodia



APPENDIX | | DESCRIPTION OF RECHARGE SERVICESAR SEOP

Kamunasal battery exchange
" Customer wants to buy batteries

t Micro-entrepreneur explains the battery recharging system

t Customer chooses type (AA or AAA) and amount (1, 2, 3, etc.)
t Micro-entrepreneur provides new batteries from the stock

t Customer pays the initial fee (retail price of the batteries)
t

Micro-entrepreneur writes the receipt (keeping a copy for the administration)

Customer wants to buy a battery headlight (LBO1)

t Micro-entrepreneur explains that three AAA batteries are included

t Micro-entrepreneur explains the battery recharging system

t Micro-entrepreneur provides the headlight and three new AAA batteries from the stock
t Customer pays the retail price (*4,95) for the headlight incl. batteries

t Micro-entrepreneur writes the receipt (keeping a copy for the administration)

Customer wants to recharge batteries
t Customer returns empty batteries to solar shop

t Micro-entrepreneur collects empty batteries in “take-in' box

t Micro-entrepreneur provides full batteries from “take-out' box

t If necessary the micro-entrepreneur tests the battery

t Customer pays the recharging fee

t Micro-entrepreneur writes the receipt (keeping a copy for the administration)

From micro-entrepreneur viewpoint

t At opening time, in the morning, there is a take-in box with empty AA batteries, a take-in box with empty
AAA batteries, two chargers (containing no batteries), a take-out box with full AA batteries, and a take-out box
with full AAA batteries. Additionally, there is a stock of new batteries.

t The chargers must be set to ‘discharge' $rst

t The micro-entrepreneur $lls one charger with empty AA batteries the take-in box

t The micro-entrepreneur $lls the other charger with empty AAA batteries from the take-in box






APPENDIX J « PRODUCTS IN NEW KAMUNASAL SOLAR SHOP

Kamworks battery AA
Recharge service  Solar Exchange empty battery for = 100 Riel
full battery immediately

Rechargeable at solar shop
AA Battery Lasts 2 times longer
than regular batteries

2 LED (from 20Lux, 60min=)
: 3x AAA battery | 4 LED

Baneryheadight included 8 LED (from 55Lux, 45min=)

Including Kamworks batteries

*4,95

L127, AV E%ocient lighting
L1211, CFL 12V, 11W 3 types
L24 24V, 11W For solar home system

+Brightness and duration of lights measured after wind-up 1 min. or with full Kamworks batteries.



APPENDIX K « DISPLAYING CABINET FOR SOLAR SHOP

Standard container height inside « 2388mm
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APPENDIX L « COSTS OF SOLAR SHOP

Apart from the bene$ts associated with building the solar shop inside a shipping container, this approach also brings
substantial costs with it. The monthly rent of only a plot instead of a complete store will be less expensive, but a
larger initial investment to build the container shop is required. The total costs of the Kamunasal solar shop, including
furnishings, additional features and equipment for the micro-entrepreneur, but not including costs for promotional
activities, placement or plot, amount to approximatef§1800

Complete container shop

Equipment for the micro entrepreneur * 33,50

Additional features *710,75

Purchase and cut 40ft. container * 2150

All steel (incl. back wall constructions 3x)

Paint and paint equipment * 95

Total per shop $ 840

Equipment for the micro entrepreneur

Receipt book, stamp and 0%ce supply *21

Sim card for Kamunasal shop phone number




1x displaying cabinet *135
(Materials: sheet wood, Made at Kamworks (Estimation)
paint, nails and screws)

Olympic market
Phnom Penh

6x small stackable stool Olympic market * 13,50 (6x *2,25)

1x small black table

Phnom Penh

Olympic market
Phnom Penh

2x set of plastic boxes Olympic market *2 (2x *1)
for storing batteries Phnom Penh

1x energy e%cient fan Olympic market

1x trash can blue/yellow

Netting for roof shade and front sun screen * 22,50

Educational display (approximation, max. cost)




