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Program Overview 

Traveling to Ecuador with Social Entrepreneur Corps allowed me to experience the obstacles and opportunities associated with social entrepreneurship in a hands-on manner.  By participating in SEC, I was able to participate in third world development, increase my Spanish language proficiency, and make a contribution in the field working alongside experienced social entrepreneurs.
Through classes, group work alongside other college students and social entrepreneurs, field experience, discussions, case studies and work with VNGOs, I feel as though I really made an impact developing small businesses in a rural country.
Program Structure
In the Social Entrepreneurs Corps Ecuador 2009 program, there were 18 students from various universities working as interns.  We were divided into three groups of six people based on our language capabilities, area of study, age, school and interests. These groups worked as short term “Virtual NGOs” (VNGO).  Each VNGO was given assigned and optional projects and as well is $400 in funding to invest in projects that we worked alongside and deemed compelling as we worked throughout Ecuador.
I spent the first two weeks in Ecuador in Cuenca (our headquarters site) participating in orientation sessions,  living with my homestay family, studying Spanish intensively, participating in development discussions, visiting nearby development and relief organizations and participating in project content and technical training. 
The focus of this orientation/foundation-building segment was to give us the skills for the field work portion of the internship, and to begin outlining and working on pre-designated projects. This “ramp up” segment of the program helped to ensure that we could work as effectively as possible with development professionals and constituents in the field.  
Upon completing this two week course, each of the Social Entrepreneur Corps interns were deemed “Consultores Comunitarios” (Community Consultants) (CCs) and worked both individually and in groups within our VNGO in distinct regions of the country.  We worked under the guidance and leadership of Social Entrepreneur Corps leaders and local field personnel to work on specific projects for pre-determined clients in order to be able to complete designed activities and present specific deliverables.
After completing the initial two week segment of the trip, each VNGO traveled to different satellite work sites staying with additional homestay families, in group living settings and/or in hotels. Each group visited up to two distinct satellite work sites during the first two weeks of field work.   The idea behind the structure was that smaller groups are more effective, and that each VNGO should have the opportunity to experience the different cultures and development focuses within different regions.  In addition, each one of us had something unique and different to offer the constituents in the field. Our VNGOs worked with Peace Corps Volunteers, local community service organizations, local businesses and local Social Entrepreneur Corps entrepreneurs.
At the end of the first two weeks of field work (four weeks into the program), we returned to Cuenca for five days to regroup, revisit our homestay families, take additional Spanish classes, and work on our projects.  We then went back out into the field to two more satellite regions (the groups rotated sites) for two additional weeks.  

For the final days of the program, we all returned to Cuenca to tie up our work.  During this time, we completed and presented our projects and took part in an end-of-program Spanish evaluation.  In addition, the VNGOs presented our recommendations for the various companies we had worked with along with our funding allocations. 

Following is a description of my role as an intern with SEC, an outline and analysis of the programs that I worked with, and a compilation of the deliverables that my VNGO and I worked to complete this summer.  Most of this work was completed in Ecuador or shortly after I returned, and some of it is in Spanish, but I have adapted it to fit the needs of the portfolio for ECON 328. 
SEC Interns’ Role Description

Mission

Consultores Comunitarios directly and measurably contribute to development work. From a community impact perspective CCs’ participation benefits organizations, small businesses, communities and individuals through the following: 

· A contribution of incremental human resource support in the field

· A contribution of new ideas and fresh perspectives

· A contribution of consulting support

· A contribution of motivation for leadership and local constituents

· A contribution of organizational and field financial support

Creativity, critical thinking, persistence, initiative and a profound desire to support rural constituents are the keys to success for any CC. 
Goals
The baseline goals of CCs are as follows:

· To provide organizations, small businesses, communities and individuals access to targeted assistance, information and resources in order to help them become more effective and efficient in achieving their respective missions. 

· To empower local communities and community members with new ideas, skills and resources.

· To enact positive social and economic change  

· To improve the opportunities and living conditions for people in rural areas by providing products, services and information that promote sustainable economic and social development.

Roles

CCs work within a modified “Logic Model Framework” to design and implement their projects. The field work that CCs conduct within their projects is always designed using community based desired outcomes as the starting point. Once the desired outcomes have been specified along with the CC goals, indicators of success, and indicators of measurement techniques then and only then, CCs’ activities are decided upon. It is this “cascade” of decisions starting with community impact and ending with CC deliverables that is central to our model. In general, CCs engage in six categories of activities. These are needs analysis, feasibility analysis, project launch, support, expansion and evaluation. With certain projects there is a linear progression of these activities and with others the activities are highly integrated and interdependent.

· Needs analysis:

This is always the critical first step in any program. This entails investigations, surveys, analysis and recommendations about how to best address community, organizational and individual challenges.

· Design and feasibility analysis:

This is undertaken when the real and perceived needs have been ascertained and a potential response to a challenge or set of challenges has been identified. 

· Launch:

This refers to the initial implementation of a project. 

· Support:

This entails providing assistance to beneficiaries as they launch a new project and/or execute an ongoing project. 

· Expansion:

This is an effort to geographically replicate a project that is working effectively and to attempt to do so in an efficient and appropriate manner given limited time and resources.

· Evaluation:

This is an ongoing process during every phase from needs analysis to expansion. 

Strategic Initiatives

Consultores Comunitarios execute their work in country within the following two strategic initiatives:

· Soluciones Comunitarias (SolCom):

Soluciones Comunitarias is the primary initiative created by Community Enterprise Solutions/Social Entrepreneur Corps leadership to design and implement innovative, practical, efficient and effective entrepreneurial and educational solutions with and for our constituents in rural, developing world communities. Leadership concluded several years ago that, whilst we play a critical role in incubating new ideas, training and growth, a separate, financially and administratively sustainable organization needed to be created to perpetuate the development/social entrepreneurship initiatives over the long term.  As such, following our example of creating the locally owned and profitable tourism businesses, leadership established “Soluciones Comunitarias” (SolCom), a local company/social enterprise. SolCom is owned and managed by our constituents who have “risen through the ranks” as leaders. CCs work within SolCom as short term consultants to achieve social, economic, health and environmental impact within its programs described in the following section. 

· Virtual NGOs:

As CCs travel and work throughout the country supporting the work of SolCom both internally and for specified clients, their VNGOs are tasked with the following capstone project: choosing one or more individuals, organizations and/or small businesses to be recipients of $400 of funding provided by Social Entrepreneur Corps. VNGOs’ work within this project includes identifying, investigating and assessing organizational/entrepreneurial/individual strengths, weaknesses and needs in order to decide who they wanted to support with funding. This work focus requires that CCs individually and VNGOs as a team think critically about how to best invest limited resources and to ask the necessary questions and conduct the necessary investigations. VNGOs are provided with 100% freedom to designate their funds as they deem appropriate. The only restrictions placed on VNGOs is that they can only fund up to three initiatives and that they have to explain and justify their funding desires in Spanish at a presentation in front of the Social Entrepreneur Corps team at the end of the internship.

Soluciones Comunitarias  - Programs Overview

Leadership

To restate, SolCom’s mission is to design and implement innovative, practical, efficient and effective entrepreneurial and educational solutions with and for our constituents in rural, developing world communities. The end beneficiaries of SolCom’s work are vulnerable individuals living and working in the rural areas of the country. The leadership structure to design and implement this work is as follows:

· Senior strategic consultants: 

Greg Van Kirk and George Glickley are the co-founders of Community Enterprise Solutions/Social Entrepreneur Corps.

· Ownership:

The in-country leaders who have earned ownership of SolCom through “sweat equity” manage the entity on a daily basis. Additionally, these owners play key roles in outreach, training and support of all personnel and beneficiaries. 

· Field leadership (Coordinadores Regionales): 

Both local Ecuadorians and expatriates alike work in specified regions as “Coordinadores Regionales”(Regional Coordinators) to identify, train, resource, support and evaluate the work of the two primary community implementation partners; Asesores Comunitarios and Socios Comunitarios (both described below).  These field leaders work to facilitate the success of CCs during their time in country. 

· Social Entrepreneur Corps interns (Consultores Comunitarios):

As described above, Social Entrepreneur Corps interns work during specified times in country on specified programs/projects under the guidance of Field Leadership in order to support SolCom on an internal basis and in its client efforts. 

Community Partners

The leadership of SolC0m serves two distinct categories of clients who in turn implement programs for the benefit of rural constituents.  These community partners are:

· Individuals - Asesores Comunitarias (ACs): 

These are largely women who are identified, trained, equipped and supported by SolCom field leadership.  ACs work on a full or part time basis primarily conducting village outreach, awareness building and service/sales campaigns through the ParaSuBienestar program outlined below. 

· Organizations and Small Businesses - Socios Comunitarios(SCs):

These are primarily community service organizations (NGOs) working in areas of health, micro-finance and education.  They may also include small businesses with a social mission. An entity becomes a SC upon participation in any one or more of the programs of SolCom described below. It is important to note that these entities may work to assist SolCom in the implementation of a program (i.e. ParaSuBienestar and SolCom Newsletter) and/or may be the beneficiaries of a SolCom service (i.e. AsesorPorFavor)

ParaSuBienestar

Desired Outcome

Rural constituents will have gained appropriate and respectful access to essential products, services and information through locally owned, managed and sustainable (profitable) entrepreneurial solutions. 
Program Summary Description

ParaSuBienestar is the signature program of SolCom and is implemented through the innovative MicroConsignment Model (MCM) that was originally designed in 2003 by CE Solutions/Social Entrepreneur Corps leadership. MCM is a sustainable, replicable means of delivering health-related and economically beneficial goods and services to remote villages using entrepreneurship; empowering the villagers to help themselves. It is a social entrepreneurship approach that is built to organically and opportunistically respond to endemic challenges. 

The MCM creates access to health care-related goods and services in isolated rural communities.  The key to the MCM is that local women (ACs) and organizations (SCs) are given the opportunity to become entrepreneurs by selling goods and services in their communities using a consignment mechanism. Unlike the traditional approach of giving handouts to rural communities, the MCM is scalable, replicable, and sustainable.

SolCom is continuously studying, vetting and field testing appropriate products and services to be implemented within the ParaSuBienestar program through the MCM.  Social Entrepreneur Corps plays a lead consultative role in this effort. SolCom creates access to high quality products and services on a local level by training rural entrepreneurs (Asesores Comunitarias) and organizations (Socios Comunitarios) and consigning them a "basket of goods" to be offered for sale at an appropriate price in communities. Social impact is measured by the number of villages served, beneficiaries impacted, and products sold. Economic impact is measured by the financial benefits to entrepreneurs and clients (purchasers). There is clearly an additional invaluable health benefit of the products, but this is unquantifiable. To date, over 150 entrepreneurs have been trained who have served over 1000 villages. The basket of solutions has incrementally expanded the products offered to include wood burning stoves (May 2004), near vision (August 2004) and protective eyeglasses (January 2005), eye drops (January 2006), water purification buckets (December 2008), vegetable seeds (January 2008), and energy efficient light bulbs (January 2008). In addition, entrepreneurs now distribute a free small business newspaper to 10,000 rural constituents each month and are beginning to offer water purification drops and solar solutions. 
AsesorPorFavor

Desired Outcome
Local individuals, entrepreneurs,  organizations and small businesses will have received consulting services, educational talks, resources and/or information to help them achieve their respective missions in a more effective and efficient manner. 

Program Summary Description
There is a pervasive need amongst individuals and entities throughout the country for consulting services and capacity building. Due to an overall lack of resources, the poor education system and a very limited training support structure within communities, individuals, entrepreneurs, organizations and small businesses are in great need of advice, training and support in a of myriad ways. As a response to this need, SolCom has developed its AsesorPorFavor (Consultant, please) program whereby field leadership and community partners both engage in and benefit from activities that empower local beneficiaries to strengthen their knowledge, abilities and skills. The goal is that, in response to needs, SolCom can provide hereto for unavailable free services that help beneficiaries efficiently survive, adapt and thrive in their missions within their communities

The services that SolCom provides through its AsesorPorFavor effort may include support in leadership, strategic/tactical development and execution, SWOT analysis, administration, human resources, financial management program development and implementation, income generation, partnership development, evaluation, marketing, positioning, planning, technical skills, organizing skills, and other areas of organizational and individual development.  Typical activities of SolCom implementing personnel include one-on-one consulting, group trainings, community outreach/marketing development, website design and implementation and short term human resource assistance and support. 
CrediCapaz

Desired Outcome

Informal groups and/or local community organizations will have learned how to establish savings-based community banks and will have received the technical and administrative support necessary to operate effectively and efficiently in order to spur intelligent and appropriate economic growth on a grassroots level.
Program Summary Description

It is our assumption that the majority of poor families and individuals have limited available affordable financial services. In many rural areas banks, savings and loan associations, and credit unions are nonexistent. The formal financial institutions that do exist do not consider the poor creditworthy, because the poor lack collateral to secure loans. 

The contemplated SolCom program “CrediCapaz" seeks to offer an opportunity to receive training and support to help informal and formal groups form saving -based community banks so that they can create a new or additional financing and counseling mechanism to generate family income.  CrediCapaz will begin operations by analyzing the applicability of two forms of accepted savings-based micro finance; the ROSCA and the ASCA. 

Newsletter and Website – “Soluciones Comunitarias”

Desired Outcome
Previously inaccessible small business, health and education information will have been created for both urban and rural constituents in a way that promotes the growth of the programs of Soluciones Comunitarias

Summary Program Description
During the summer of 2008 SolCom launched as a pilot a small business resource website and newsletter called www.empresariorural.com (‘rural entrepreneur”). This was an effort in response to the fact that there was no source of appropriate access to helpful business information for rural communities. By working with local organizations, to date SolCom has delivered over 30,000 copies of this newsletter in communities throughout Ecuador. Additionally, through the establishment of a proven distribution channel to reach new markets, the goal has been to create an additional revenue stream through advertising. 

After having completed the first year pilot of www.empresariorural.com, SolCom leadership has learned a great deal and decided to modify the newsletter and website in the following ways:

· The newsletter and website will be renamed to www.solucionescomunitarias.com. It is predicted that this renaming will result in the following positive outcomes:

· Greater brand awareness will be created

· The semi-urban market can be entered more easily by dismissing of the name “rural”

· A broader market will be attracted to the name

· An opportunity to more effectively promote SolCom’s other programs will be created

· The content will be diversified and will include the following:

· Fewer articles on small business

· Articles related to health

· Articles related to technology

· Information from ParaLaComunidad

· A more targeted focus to promote other SolCom programs

2009 Summary Results

ParaSuBienestar


Client: SolCom

Client Needs:

1.  AC/SC support during village visits including marketing and campaign execution

 2. Needs analysis and feasibility studies on the following products: Solar Lamps, Seeds for Change,   Mosquito Nets and Water Purifiers

Intern Activities:

1. Supported AC/SC in 27 Marketing efforts for Village Access Campaigns

               2. Supported AC/SC in 24Village Access Campaigns

Number of Surveys Completed:

              
1.  31 Solar Lamp surveys in four provinces

               2.  22 Water Filter surveys 

               3.  20 AC/SC Feedback surveys

               4.  Five Seeds for Change surveys

               5.  Five Mosquito Nets surveys 

Intern Achievements:

                   1. 

	TOTAL CAMPAIGN RESULTS

	Product
	# Sold
	Total $ Earned by Entrepreneurs

	Readers
	203
	$507.50

	Protectors
	197
	$394

	Eye Drops
	181
	$45.25

	Cases
	146
	$73

	Chords
	7
	$1.75

	Seeds
	51
	$12.75

	Solar Lamps
	14
	$56

	Total
	799
	$1090.25


2. The interns determined the feasibility and marketing strategies for the following three new products:    



Solar Lamps



Mosquito Nets 



Water Purifiers

                   2.   The interns helped to improve SolCom leadership and management skills with the entrepreneurs            

Asesor Por Favor

Client: Huevos y Hortalizas Nutripac 

Description: 

HH NutriPac is a small farm that started as an organic agriculture project.  The farm has now turned into a fully functioning organic farm that has won “Farm of the Year” in their province.  They are interested in expanding their income generating activities.  

Client Needs:  

Development of a business plan, logo, and promotional materials

Intern Activities: 

1. Conducted a needs analysis, surveys and individual interviews with organization members

2. Designed a publicity plan for the organization

Intern Achievements:

1. Created a promotional brochure 

2. Designed a new logo (See Appendix B.5)

3. Completed a business plan (See Appendix B.6)
Client: SolCom

Client Needs:  

The creation of the following three guides: 

1.  Instructional guide to assist in the sales of seeds

2. Income generation guide for organic agriculture

3. Income generation guide for tilapia farming

Intern Activities:  

1. Attended several instructional sessions on organic agriculture 

2. Conducted interviews with technical experts in organic agriculture

Intern Achievements: 

1. Created the SolCom Seeds Guide 

2. Created the SolCom Organic Agriculture Guide 

3. Created the SolCom Tilapia Farming Guide

Client:  “La Era” Women’s Group 

Description: 

La Era is a women’s group that formed with the help of then Peace Corps Volunteer, and current Ecuador Country Director, Zac Smith.  The group is interested in increasing its business knowledge so that it may begin to augment its profits and avoid failure.

Client Needs: 

Education in Business Development, particularly in Business Accounting

Intern Activities: 

1. Needs analysis

2. Business accounting workshop. 

Intern Achievements:  


1. Educated 15 aspiring women entrepreneurs in basic business accounting skills

Client:  “Mothers of Monterrey” Women’s Group 

Description: 

Mothers of Monterrey is a women’s group formed by mothers of children from a local school.  They are interested in starting an income generating activity in their area.

Client Needs: 

Feasibility studies for income generating activities

Intern Activities: 

1. Conducted three instructional sessions on how to complete a feasibility study.  

2. Completed two studies for income generation activities

Intern Achievements:

1. Thanks to the instructional sessions and studies, ten women now have a clear and concise plan to start up two income generating activities

Client: Association of Agricultural Producers of San Jose La Capilla 

Description: 

Association of Agricultural Producers are a group of farmers interested in converting to organic agriculture in order to increase revenue and decrease costs and impact on the environment.   
Client Needs:  

To start an organic farm and new businesses to help process their agricultural products

Intern Activities:  

1. Completed a needs analysis

Intern Achievements: 
1.  Due to the needs analysis technical professionals will be following up with group in the upcoming months

Client:  Amazonas Cheese Factory 

Description: 

A now defunct dairy factory that once produced cheese, pasteurized milk, and yogurt that provided income for several community members

Client Needs: 

Comprehensive operations plan to start up stagnant business.

Intern Activities: 

1. Conducted three sessions of interviews with key members of organization who operate the business

2. Presented a plan to restart the once-profitable business.

Intern Achievements:  

1. The organization now has a concise plan to restart the business.

Client: Jungle Dave’s Eco-Tourism Agency

Description: 

A local eco-tourism agency that dedicates its proceeds to local ecological conservation and the college education of young adults

Client Needs:  

A comprehensive promotional plan and an analysis on its carrying capacity 

Intern Activities:  

1. Completed a needs analysis. 

2. Visited Dave’s eco-farm and documented several hikes

Intern Achievements:  

1. Creation of a marketing strategy

2. Designed a marketing brochure 

3. Designed the new logo

4. Created a marketing poster (See Appendix B.7)

5. Created a Facebook page

6. Completed a carrying capacity analysis

Client: Ecohosteria  

Description: 

Local businessman Carlin Marin is interested in building an Eco-Hostel to accommodate the influx of tourists that will be coming to the region in the following years.  
Client Needs: 

The completion of a business plan for a startup eco-hotel

Intern Activities: 

1. Completed a needs analysis 

2. Gave follow-up interviews

Intern Achievements: 

1. Creation of a complete business plan 

Client: Neo-Juventud Youth Organization 

Description: 

A very well respected youth group that has put into action many income generating activities with the help of Peace Corps and is now considering more activities and improving upon their existing projects

Client Needs: 

In need of overall business development training and marketing strategy

Intern Activities: 

1. Completed a needs analysis

2. Implemented a business accounting workshop

3. Implemented a business inventory management workshop

4. Created a marketing strategy

Intern Achievements:

1. Created a new slogan

2. Designed a new brochure

3. Trained ten people in accounting and inventory management

4. Created new promotional material

5. Created a new marketing strategy

Client: Artesanas de Palmar Women’s Artisans Group 

Description: 

A women’s group that makes clothing for the local community

Client Needs:   

In need of product promotion, organizational management and improvement of their customer service

Intern Activities: 

1. Completed a needs analysis

2. Designed new publicity material

3. Implemented an inventory management workshop

4. Developed a product catalogue

5. Developed an invoice system for order management

6. Developed a customer service pamphlet to be used by all employees

Intern Achievements:

1. The women’s group is now in an advantageous position to increase sales

Client: Casa Maria Amor Battered Women’s Shelter

Description: 

A battered women’s group interested in starting income generation activities to finance projects for their children

Client Needs:  

In need of an income generation start-up assessment and publicity for their current business

Intern Activities: 

1. Completed a needs analysis

2. Designed a business development step-by-step template

3. Developed promotional material for current business

4. Made recommendations for further business education workshops to be conducted by Soluciones Comunitarias

5. Designed customer follow-up material

Intern Achievements:

1. The women’s organization will continue to receive business education workshops from Soluciones Comunitarias.
Client:  Centro de Bordados Women’s Weaving Group 

Description: 

A small group of women weavers that are looking to amplify their market
Client needs:  

Need to increase sales volume

Intern Activities: 

1. Completed a needs analysis

2. Researched information on international online credit card payments

3. Contacted 10,000 Villages for chance to link the organizations.  

Intern Achievements: 

1. The organization is now inspired and can see for themselves that they can compete in the international woven-goods market.

Client: Paraiso de Principal Natural Jam and Wine Producers 

Description:

 A small town jam and wine producing facility interested in increasing profits

Client needs:  

In need of increasing their profit margins and sales

Intern Activities: 

1. Designed a new label

2. Researched cheaper packaging

Intern Achievements: 

1. The company is now looking into new packaging found by the interns that will cut per unit costs by 50%

Client:  Artesanas de Principal Weaving Association 

Description: 

A group of women weavers that specializes in the “Panama Hat” style technique 

Client needs:  

In need of inventory management and product publicity

Intern Activities:  

1. Gave an inventory management workshop 

2. Designed a product catalogue

Intern Achievements:

1. The women’s weaving group now manages their inventory more effectively

2. The new product catalogue, in English and Spanish, is ready to be printed and distributed

Client:  Las Guacamayas Eco-tourism Group 

Description: Small ecotourism group interested in attracting more clientele to the region
Client Needs:  

In need of the creation of a business plan and to establish short and long-term goals

Intern Activities: 

1. Completed a needs analysis 

2. Completed a FODA analysis

Intern Achievements: 

1. The group is now more organized and interested in collaborating with SolCom in the future to seek more business development counseling

CrediCapaz


Client: SolCom

Client Needs: 

To investigate the feasibility of a comprehensive microfinance program that can be easily implemented and can help create small loan access in rural communities.

Intern Activities:

1. Attended educational sessions directed by SolCom personnel.

2. Studied and critiqued recommendations sent by fellow SEC interns in Guatemala.

3. Visited four community banks that use the ASCA model

Intern Achievements:

1. Learned about community banking and saw the first hand benefits of the model in communities

Newsletter and Website – “Soluciones Comunitarias”


Client: SolCom


Client Needs: 

In need of the completion of a needs analysis and feasibility study for the newsletter
Intern Activities: 

1. Created and complete surveys

2. Helped to distribute the newsletter 

Number of Surveys Completed: 25

Intern Achievements:

1. Distributed copies at 24 campaigns in four provinces of Ecuador

2. Helped determine new content 

3. Helped re-design layout

VNGO - Donations

	Donation Totals

	CrediCapaz
	Total:
	 $    600.00 

	Breakdown Description
	      SolCom Pilot Project
	 $      300.00 

	
	      Caja de Ahorro y Crédito Zhucos
	 $      300.00 

	Centro Explicativo
	Total:
	 $    600.00 

	
	      Chessboard
	 $         20.00 

	
	      Blenders for Peanut Butter Project
	 $         80.00 

	
	      Books/Materials/Overhead
	 $       500.00 

	APF
	Total:
	 $ 1,500.00 

	Breakdown Description
	      El Portal
	 $      400.00 

	
	      Mayan Select
	 $      200.00 

	
	      Neo-Juventud Youth Organization 
	 $      200.00 

	
	      Casa Maria Amor Battered Women’s Shelter
	 $       500.00 

	
	      Paradise de Principal Natural Jam and Wine Producers
	 $       100.00 

	
	      Artesanas de Palmar Women’s Artisans Group 
	 $       100.00 

	PSB
	Total:
	 $     100.00 

	
	      Product Purchase
	 $       100.00 

	Total
	 $2,800.00 


Huevos y Hortalizas Nutripac – Logo
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Huevos y Hortalizas Nutripac – Business Plan

PLAN DE NEGOCIOS RESTAURANTE H&H NUTRIPAC

Dueños: Familia Paccha Uchuari

Dirección: 1 km al norte del colegio militar Lauro Guerrero

La vía Principal a Zhucos

Cuidad: Loja

Correo electrónico: HHNutripac@gmail.com

Resumen Ejecutivo

El restaurante de H.H. Nutripac es un proyecto de los socios de HH Nutripac que busca  proveer comida orgánica preparada.  Actualmente, HH Nutripac es una finca orgánica que vende sus productos sanos directamente a sus consumidores, y el restaurante servirá para amplificar estas ventas.  Es una finca muy impresionante, por ejemplo ha ganado el  premio de la mejor finca en el cantón dos años consecutivos.  

El restaurante tiene como propósito continuar con la misión de HH Nutripac de desplegar el conocimiento de los beneficios de productos orgánicos por medio de comidas nutritivas preparadas con productos 100% orgánicos producidos en las hortalizas de dicho negocio y al mismo tiempo aumentar los ingresos de los socios. También, a través de servir comida, HH puede atraer más gente a la finca y aumentar los ingresos de los socios.  El restaurante ofrecerá a sus clientes comidas saludables de alta calidad a precios cómodos y en conjunto con una experiencia educativa y de campo. Por el momento nuestros clientes serán las familias que actualmente manejan a las hortalizas a comprar sus productos orgánicos. Confiamos que con nuestro buen servicio correrá la voz y atraeremos a una clientela más diversa y extensa. 

Descripción del Negocio

Nuestro restaurante ofrecerá un servicio único a sus clientes. Sirviendo más que comida orgánica de alta calidad,  este restaurante proporcionara una experiencia única  y educativa participando en la misión de la agricultura orgánica.  De esta manera, este restaurante brindara un servicio completo en el que nuestros clientes además de comer sano  pueden, al mismo tiempo, participar y aprender sobre estos productos  orgánicos y practicas sanas de agricultura. 

Actualmente, HH Nutripac ofrece productos orgánicos sanos a personas en la zona de Loja por medio de ventas en el mercado y en sitio. Nuestra misión no es solo proporcionar estos alimentos de alta calidad si no que también desplegar el conocimiento  de los beneficios de las comidas orgánicas para que por medio de mejor nutrición se logre una mejor salud en estas comunidades.  Muchos de los clientes que actualmente viajan a la finca para comprar nuestros productos orgánicos (aproximadamente cincuenta familias por semana) han expresado muy fuertemente  su interés en un restaurante que ofrezca estos productos con un valor agregado. Es por esto que creemos que un restaurante sería muy provechoso en este sitio.  La localidad del restaurante es ventajosa porque los clientes además de comprar sus productos para llevar a casa, podrían comer  estas comidas que han estado solicitando y además, ver las plantaciones de verduras y frutas que están comprando para así estar seguros de la calidad de sus compras.  

HH Nutripac desea expandir sus servicios para que por medio de una experiencia gastronómica y participativa se logre desplegar el conocimiento de los beneficios de la agricultura orgánica y una nutrición sana. 

Los clientes de nuestro restaurante empezaran siendo nuestros clientes actuales que ya viajan a las afueras para comprar nuestros productos. Próximamente, por medio de una campaña de publicidad y por que correrá la voz de la calidad de comida que ofreceremos, contamos que nuestra clientela crecerá y atraeremos  a más clientes  al restaurante.  

Productos y Servicios
Aunque el menú aun no está desarrollado, el restaurante ofrecerá comidas preparadas con productos 100% orgánicos producidos en los huertos de H & H Nutripac. Estos productos serán complementados con un mínimo de productos traídos de afuera como por ejemplo el arroz.  Los platos servidos se diferencian de otros restaurantes por la calidad de los ingredientes utilizados para preparar las comidas. Son productos nutritivos, cultivados de forma muy sana  y a la vista del cliente para que ese te asegure de su calidad impecable. Aunque la calidad de comidas que ofrecemos es suprema los precios son módicos y cómodos.  

Después o antes de sentarse a comer en el restaurante, nuestros clientes podrán aprovechar de otros dos servicios muy importantes que ofrecemos. El primero consiste en la visita o “tour” de los huertos, para educar al cliente sobre métodos más sanos de cultivo, y para que se asegure de la pureza de los productos consumidos. El segundo, es la venta de productos orgánicos, como los que degusto en el servicio de restaurante para que en sus casas continúen con una dieta más nutritiva y sana.

Plan de Mercadotecnia

La estrategia de mercadotécnica se fundamenta en explotar los recursos actuales de H.H. Nutripac.  Para aprovechar a clientes de productos agrícolas, podemos entrar  a la industria de restaurantes con una base estable de clientes.  Nuestras próximas campañas de publicidad podrán capitalizar en nuestra  actual buena reputación.  En este plan de mercadotecnia, sugerimos que se amplifiquen los esfuerzos de la publicidad.  Queremos usar más fichas y distribuciones para encontrar un mercado más amplia.  

Competencia

En el área de Loja hay muchísimos restaurantes que ofrecen todos tipos de comida.  Sin embargo, no hay restaurantes que ofrecen comida orgánica ni que  promueven la salud de sus clientes.  Esta falta de comida sana es una oportunidad que el restaurant de HH Nutripac llenará.  Reconocemos que nuestra comida será más cara que la de la competencia, y que también la ubicación a diez minutos fuera de la ciudad es menos conveniente, sin embargo creemos que nuestros clientes pagarán precios más altos por la comida de calidad superiora.  Los socios de HH Nutripac están seguros en que los clientes de sus productos orgánicos irán a su finca para comida sana y orgánica.  Mucha gente ya va a restaurantes afuera de la ciudad para comer comida única, especialmente los chanchos y parrilladas.  Esta tendencia muestra que la gente de Loja está dispuesta a hacer el viaje al campo para consumir comida única, como la que ofreceremos en HH Nutripac.  

Promoción 

El lanzamiento del restaurant estará precedido por una campaña de promoción.  Esta campana incluirá una variedad de fichas y distribuciones para ampliar nuestra base de clientes.  Los clientes del mercado identificados son los consumidores actuales de nuestros productos orgánicos porque ellos obviamente están dispuestos a comprar comida sana.  Los materiales de promoción incluirán los detalles relevantes del restaurante, específicamente la calidad de la comida orgánica.  En el lanzamiento, intensificáremos nuestras obras de publicación.  Hay mucho espacio para ampliar la publicidad; por ejemplo, en el último año, HH Nutripac ha distribuido solo tres mil propaganditas.

Pronóstico

 Ahora no podemos pronosticar las ventas, porque todavía estamos discutiendo los detalles del restaurante.  Ante de pronosticar, tenemos que finalizar el plan de la infraestructura y la capacidad del restaurante.  

Plan de Operaciones
Producción

Los socios de HH Nutripac prepararán sus propios productos orgánicos para servir a los clientes del restaurant.  La preparación de los alimentos estará a cargo de las mujeres de HH Nutripac.  Anticipamos que tres personas tendrán que trabajar durante las horas de la operación.  Todas las mujeres de H H Nutripac son buenas cocineras, y preparan comida riquísima y apropiada según la visión del restaurante.  

Horas de Operación

El restaurante atenderá al público tres días por semana, de viernes a domingo, de 8:00 a 20:00 horas.    

Infraestructura

Al  inicio, el restaurant estará ubicado en un edificio a lado de las hortalizas de HH Nutripac.  Ya tienen un techo y piso de concreto, actualmente usado por otros propósitos.  En los siguientes meses, los socios van a construir muros y otras obras adicionales para adecuar el espacio del restaurant.  
El restaurant tendrá aproximadamente ocho mesas de cuatro personas, con una capacidad máxima inicial de 32 clientes. 

Personal 

Los socios de HH comparten las responsabilidades de la finca, y así mismo compartirán turnos de trabajo en el restaurant.  El restaurant requerirá  tres trabajadores, los cuales serán proveídos por los socios de HH Nutripac, entonces no será necesario contratar a empleados adicionales.

Inventario

Todo el inventario será de los productos orgánicos de HH Nutripac.  Hay algunas cosas que se tienen que comprar como el arroz, aceite, y azúcar, pero la gran mayoría de los ingredientes serán sus propios productos sanos.  Porque la venta de comida orgánica es el factor más importante del restauran,  los socios de HH Nutripac tomarán precauciones para garantizar un suministro estable de los productos necesarios.  Estas precauciones deben incluir una planificación del jardín para producir las verduras permanentemente por todo el año.  Una recomendación que estamos explorando es no tener un menú fijo.  Pueden tener un menú más flexible el cual permita que cambie cada día, reflejando la naturaleza orgánica del restaurant.  También, este tipo de menú que ofrece pocos platos reduciría el trabajo en la cocina.  

Organización y Gerencia

Gerencia

Los socios de HH Nutripac colaborarán en manejar el restaurant.  Ellos tienen mucha experiencia en la producción y preparación de comida sana.  Como una familia, no anticipamos ningún problema con la gerencia del proyecto.  

Gastos de Constitución y Capitalización

Gastos Aproximados al momento

$ 10.000— (hay que detallar)
Plan Financiero
El mejoramiento de la infraestructura, y otros costos tienen el estimado crudo de $US 10.000 por los socios de H.H. Nutripac.  Los socios están buscando una lista de todos los componentes necesarios, y debemos hacer un presupuesto concreto en las próximas semanas.  

Los costos variables serán mínimos.  La mayoría de los costos de comida ya son absorbidos en la producción de los productos de la finca, entonces no representan un costo grande.  Los socios de H. H. Nutripac están intentando ampliar su producción agrícola, para vender más en el mercado y proveer materiales para el restaurante. El costo más importante de este tipo de proyecto es el salario de los empleados, pero en el caso de H.H. Nutripac, se compartirán las responsabilidades y las ganancias del restaurante.   No van a pagar sueldos así mismos por el trabajo. 

Recomendaciones de Soluciones Comunitarias

Siendo que Zachary Smith, de SolCom, lleva muchos años colaborando con la familia Paccha Uchuari él estará encargado de explicar este documento.  Es recomendable que Alexandra Morocho Paccha colabore con Zachary porque ella tiene un buen conocimiento de la computadora y va a poder comunicarse con Zachary y hacer cambios a este documento.  

Vamos a alistar los puntos fuertes cuales serán necesarias para hacer este documento más profesional.

· Hay que revisar el “Plan de Mercadotecnia”.  Ver el apéndice y contestar cada pregunta antes de empezar la empresa.

· Hay que revisar el “Plan de Operaciones.  Ver el apéndice y contestar cada pregunta antes de empezar la empresa

· Hay que elaborar los “Gastos de Constitución” para anticipar el dinero necesario para arrancar el proyecto

· Hará muchos gastos iníciales antes de iniciar una empresa. Es importante pronosticar/estimar estos gastos con precisión. Después de fijar los gastos iníciales tendrá que buscar capital suficiente para cubrir estos gastos. Esta parte es como una investigación. Una investigación más completa proveerá resultados más precisos. Resultados más precisos dejarán menos espacio para errores y fracaso.  Aunque puede tener investigaciones precisas todavía van a tener más gastos que se han pronosticado. Es como una regla no escrito. Hay dos maneras para hacer espacio para los gastos no anticipados. La primera es agregar una reserva de fondos para cada detalle en el presupuesto. El problema con esa técnica es que destruya toda la precisión del plan de trabajo. La segunda técnica es agregar un detalle que se llama “eventualidades” para ser contable por los gastos no pronosticados. Esa técnica es aconsejable. Hablar con otros empresarios quienes tienen empresas similares a la suya. Ellos pueden contar los gastos que se han realizado. Si no puedes sacar buena información es aconsejable dar 20% del total de los gastos de constitución en el detalle “eventualidades”. Explicar sus investigaciones y como pronosticó los gastos de constitución. Enlistar las fuentes, los montos, y términos de los préstamos necesarios. También explicar y detallar cuánto dinero será contribuido por cada accionista y que porcentaje de posesión tendrá.  
· Incluir una sección de “Apéndices” al fin del documento que incluya: 
· Incluir detalles e investigaciones en el plan de trabajo; por ejemplo:
· Trípticos/ propaganda

· Estudios de la industria

· Planes y diseños 

· Croquis y Fotos

· Artículos de revistas, etcétera

· Lista detallada de equipo por comprar 

· Copias de contratos

· Cartas de apoyo de clientes potenciales

· Cualquier otra materia para apoyar los pronósticos del PLAN

· Estudio del Mercado

· Lista de activos accesibles como prenda

· Finalmente, tiene que perfeccionar el PLAN:

· El plan de trabajo puesto anteriormente debe ser modificado para servir mejor el tipo específico de la empresa y la audiencia para quien se escriba este plan.
· Para Solicitar Capital:
· Para Banqueros
· Banqueros quieren ser seguros que se puede devolver el dinero prestado. Si vas a usar este plan para presentar a las prestamistas, incluye:
· Cantidad del préstamo
· Como usará el dinero
· Qué va a cumplir con este dinero. ¿Como hará la empresa más exitosa?
· Términos de repago del préstamo. ¿En cuánto tiempo repagará todo? Es probable que no podrá negociar la tasa de interés pero tal vez podría negociar el plazo de repago.
· Para Accionistas
· Accionistas tienen perspectiva diferente. Buscan crecimiento dinámico y esperan compartir las ganancias. Quieren ver:
· Fondos necesarios (corto plazo)
· Fondos necesarios en 2 a 5 años.
· Como usará los fondos la empresa y como ayudará crecer la empresa.
· Estimado devuelvo de inversión
· Estrategia de salir para los accionistas
· Porcentaje de posesión de los accionistas
· Condiciones de contrato
· Plan financiero disponible
· Puesto de los accionistas en el comité de administración.
· Para Tipo de Empresa:

· Servicio

· Negocios de servicio venden productos no tangibles.  Estos negocios son más flexibles que otros tipos de negocios, pero tienen más costos de mano de obra y en general poco en activos fijos.

· ¿Cuáles son los elementos claves de competencia de la industria?

·  Sus precios

· Métodos utilizados para fijar los precios

· Sistema del manejo de producción

· Procedimiento de control de calidad. Normas de calidad de la industria

· Como medir la productividad del mano de obra

·  Porcentaje de trabajo subcontratado a otras empresas. Sacará una ganancia por subcontratar?

· Política y procedimiento de crédito, pagos, y cobranzas

· Estrategia para mantener base de clientes
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Our Trails

PAN DE AZUCAI

Height: 2,958 m

(3,702 ft)

Difficulty: HARD
Duration: 3 days, 2 nights

FILO DE PAXI
Height: 3,000+ meters
(30,000+ ft)

Difficulty: HARD
. Duration: 5 days, 4 nights

LA GRANJA

Height: 1,250 meters
Enjoy hiking tours through se (4,100 ft)

we have developed, $50 a day pel Pifficulty: EASY

person includes. Duration of hike: Day trip
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San Juan Bosco, Morona Santiago. jungledavestours@gmail.com,
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C. CrediCapaz

C.1 Proposal by SEC Interns
CrediCapaz

Introduction

In this document, we propose a modified ROSCA that combines the administrative ease and efficiency of a ROSCA with greater flexibility and stronger financial incentives for participation. Though our surveys have helped explain the environment for financial intermediation, and hopefully what many people may want for a solution, many case studies reveal that the “actuarial analysis” that will help us structure the incentives in the future is best found through experimentation and experience. Many important findings will come from these trials, and thus our model is flexible to accommodate new information. What follows is a hypothetical structure that we think is easily applicable, and more importantly, easily adaptable, to fit the specific needs of a savings group. This document does not focus on a rigid framework, but instead illustrates a logical progression from day one to the an undecided future, offering options for everything from structuring the payouts to increasing flexibility as the bank moves forward.

Incremental Implementation

The first implementation of our system will start within a group of SolCom employees. The SolCom employees will go through an entire savings cycle, learning the ins and outs along the way, until hopefully gaining a deeper understanding of the system and its benefits. After successfully completing the intra-SolCom cuchubal, we identify a couple of Asesoras who we seem to really understand the system, and whom we can trust to start pilot programs in their communities. These Asesoras will take the time to talk to people and identify solidarity groups, with the aim of eventually starting new cuchubals. We could also advertise in the SolCom Boletin in order to attract solidarity groups to our program. Regardless, once she/he has found a group, they will discuss in greater length the structure of the group and eventually—we hope—get on board for a cycle. It would be great if we could have a few different pilot programs that use slightly different (or perhaps vastly different) models so that we can identify what people like. The other element that must remain undecided is the final structure, for the needs of our clients should be a driving force in how the final structure is crafted.

 One last clarification is that the length of the cycle and frequency of payments is subject to change, but our ideas are best represented through us creating some sort of scenario. This is hypothetical, and we estimate that the loan/savings cycle will be much shorter. Many people have said that three or six months is more convenient for them, and so we will leave final decisions on this for a later time.

Incentives and Structure for the First Cycle

This model assumes a ten-month cycle with ten community participants and one Asesora. The Asesora is there to subsidize the savings of the others by paying in money, but never taking any out (or as we discuss in our later ideas, possibly taking some/more out as a penalty for mismanagement).
 For the first ten months, each person contributes Q50/month, with their payout as Q550. The 10% return is subject to change to whatever we find an appropriate rate is, either through our surveys or eventually through experimentation. This is, as others have mentioned, a modified ROSCA. The worst aspects of the ROSCA, such as the lottery system and the lack of interest accrued, are not used in our system, which is an important distinction. This system allows people to plan their investments by calling on individuals to schedule when they receive their payout. It is important to note that in this plan, no one holds the money, because there is none to be held. At the monthly meeting, everyone brings their money; the person whose month it is leaves with all of the money. The administrative simplicity of such an endeavor compared to an ASCA, in our view, far outweighs the flexibility that the ASCA does offer. It does not require any bookkeeping and is essentially a time-bound system. This will help limit SolCom´s exposure to risk and avoid a lot of the problems of long-term savings operations. Just as important as the administrative process is the structure that we help craft for timing the actual distributing the money paid in.

The Payout Arrangement


In our view there are a few possible ways to arrange the payouts to participants within the ROSCA sphere of options:

1. The first and most irrelevant is the pure lottery system which we will not discuss as it allows no one to plan an appropriate time to receive their money. We could run this in one or more of the pilots if it is a really popular style, but there are so many economic shortcomings to this system that we find it unworthy of further discussion.

2. The second and most market-oriented is through a bidding process that will either be done monthly or in the first formal meeting. By bidding on months, we can allow a sort of market to form where months are tradable and people can allocate most efficiently when they will receive their respective payouts.

The bidding option is our personal favorite though we realize that it may not be the Guatemalan participants’. Nonetheless, there are two ways that we think this could potentially be structured:

a) The participants agree that the monthly payout will be decided at each meeting and not in advance. For this arrangement, people will bid each month in order to receive the payout. People who want a certain month will bid according to how much the really want it, and they will pay that in. The bid money is subtracted from the normal payout, and the “winner” receives the difference. The rest of the members get an equal share of the bid money returned to them (discounting the winner).

Assume a hypothetical 10-month cycle, with 10 members and the 1 Asesora pitching in Q50/month. The highest bid for the first month, January, is Q50.00. This winner then does not take out the full amount that would normally be awarded to her/him, but instead takes out Q500 (550 – her bid of 50). This winner would end up paying in a total of Q550 in the end, but would have had the non-monetary value of receiving her money earlier. This could be looked at as a 10% interest loan. This system still required the person to be disciplined in putting the money away, but she chooses that for herself the Q50 is worth an earlier month. The winner of the bid is excluded from the rest of the bids in the cycle.

The money offered for the bid is split amongst the group so that each member ends up with Q5.56 back after originally paying in Q50. These people who were not the winning bidder get the added bonus of a small sum back that month. In past studies of this structure, the bidding would get progressively smaller until no one wanted to bid for the final few months. Those who stayed disciplined and did not need to take the money out will end up earning interest on the amount they paid in due to others loans. If four people make a winning bid of Q50 for four respective months, two spend Q10 on their respective months, and the other four bid nothing, then those who waited will have received a hefty amount of interest thanks to those who wanted to loans sooner. This model further promotes savings and financial discipline as members see that those who waited made more.

b) The second bidding model is exactly the same economically, but the timing is different. We propose a system in which all of the bidding done at the first month, so that families could plan their investments according to their needs. We see much of the savings in these ROSCAs as going for smaller amounts of capital or more commonly, for the consumption of durable goods. This is a big question that we need to think about: will these savings be savings/loans for production or loans for consumption.

3. The final idea is for months to be allocated via a pure lottery before any money is exchanged. After randomly receiving their month, members are permitted to trade months amongst themselves.  Payments for trades are not permitted, as to allow compensation would simply revert the process into the exact same bidding scenario outlined in #2. Plus, if we did allow bidding the process of who the bid money goes to creates more unnecessary difficulties.

Perhaps the best system combines elements of some, or even all, of these systems to fit different needs for what different groups want. Much of this will eventually even be left up to what the group is comfortable doing. We certainly believe that creating the bidding process will be the most efficient and least controversial way that we can allow individuals to plan their investment. It also allows us accounts for other forms of value besides money. If a person really needs their money up-front, and bids for it, it is because the individual places extra value on money received at that time. Lump sums of money are certainly valuable to participants, but there is also value in timing the payouts in accordance with the members’ desires. If the cycle is shorter, then we predict the necessity for bidding will probably be less because people may not have much preference between such short intervals. 

Penalties

Considering penalties for late payments and other problems is important for an effective incentive structure, but this is the area where we feel are beyond the scope of what we can put down on paper right now. It could be necessary for a penalty but we are not sure what is an appropriate amount, or what these penalties could unintentionally encourage. For instance, we do not want to say that there is a financial penalty for late payment and thus give people the option of not paying in on time. Perhaps if there were no penalty option, and thus no option for late payment, people would be more reliable due to the power of the group pressure. We do not know, but we plan on discussing the penalty option in greater length in group sessions during week five, and also through discussions with the SolCom employees.

One option for disincentivizing late payments is through adjusting the Asesora’s role in her monthly contributions and potential payout. We could structure the Asesora’s role so that the she will only forgoe a payout given that no one makes a late payment (or a number of late payments). With one late payment, the Asesora could be entitled to a percentage of the money she paid in throughout the cycle. With two late payments, a little more will be paid out to the Asesora. This will complicate the interest process, but it may prove to be a worthwhile idea. Depending on the length of the cycle, some system of benchmarks with financial incentives attached to them could encourage greater responsibility and dependability. The idea of restructuring the Asesora’s role is simply one of these options for encouraging timely payment (and one that potentially captures monies that SolCom would be paying to an irresponsible group).

Graduation and Sophistication

At the end of the first cycle, or perhaps sooner, the groups will decide if they want to renew their cycles and start again. In the following cycle(s) we envision a greater level of sophistication, perhaps graduating in a more ASCA type environment. This transfer could be made gradually by integrating ASCA ideas into the program and making the loan structure more flexible. The first cycle(s) is very important because it helps us establish how disciplined the group is and how effective their enforcement mechanisms are. There is a transferring of competencies within the group (to take terminology from the Bosnia document), for we propose that during these meetings members discuss how the bank is progressing, and that we team that with other financial education.

What sophistication would be appropriate as we renew these cycles? One idea that we worked off of was the idea of creating a structure for shares, as Impacto proposed. With the option of buying shares, we could offer a number of improvements in the flexibility of the savings group. We think that the shares could be beneficial because we could set the amount for one share really low, with the hope that most people will buy multiple shares. This will give poorer people more access into this system, as we will set the price to be affordable to anyone. People could save smaller amounts of money as they first try a program, and save some of their earnings to leverage themselves more in the future. We certainly welcome any system that offers greater flexibility to participants to choose what amount may be best for them.
 The payout will still be proportional, but the more money you put in, the more you have earning interest or that you have available for a “loan.” We could also start instituting options for a “hardship” loan for family emergencies, or start taking some of the cuchubal money and start saving it up for longer-term needs. While there are many options, including the savings group operating indefinitely, we feel that a time-bound system will be more streamlined and holds less opportunities for malfeasance than an indefinite ASCA or ROSCA system. The fact that each cycle ends and that consent is required for renewal will remove the possibility of long-term insolvency. However, if the group decides to graduate into a longer-term endeavor, we should be wary of what administrative difficulties this may entail.

SolCom’s Benefit

The potential benefits to Soluciones Comunitarias could be very large. We foresee a number of potential opportunities. By having one of our entrepreneurs within the savings group, we gain a lot:

-She can bring SolCom products to the regular savings group meetings. There will be someone that day who now holds a large sum of money, and perhaps they will feel more inclined to buy a water filter, glasses, solar, etc.

-As our employee monitors the cuchubal, perhaps she will be able to scout for SolCom. If she sees someone who exhibits the traits of a community leader—someone who is really sharp, motivated, personable, passionate about her community etc.—SolCom could potentially recruit this person (even if just to start more savings-groups).

-Our work in this field could certainly lead to testimonials in the SolCom Boletin that will further promote similar savings associations.

-We may witness new financial innovations within these groups that top our original ideas, and we can then take these ideas and try to popularize them in other regions.

-SolCom will certainly get a good name in these communities where we help initiate successful savings groups.

-If savings groups take hold within a region, and becomes even remotely popular, it stands to reason that if savings and/or income generation takes place, there will be more money to buy our products. People may even pool money into savings groups specifically geared towards buying some of our products. We could eventually offer product-based ROSCAs, perhaps as a lead-in to more complex and less goal-oriented ROSCAs.  We could organize a group of 10 or so who are interested in buying a filtro, and help them set up a ROSCA where every month, instead of walking away with cash, the members walk away with filters. 
If the group chooses to graduate into a more sophisticated savings/loan arrangement, we can recommend a wealth of options for future financial services. We are trying to promote savings, but they should have the driving force in how they want to do that and what the money goes towards in the end. If they want to establish the sort of cooperative insurance programs that an ASCA can fund, then we can move in that direction. As for now, we think this is an optimal structure and plan for implementation given existing circumstances. It is a plan that we think can work, and can easily be replicated to work again. It is a plan that leaves a great deal of the details up to the Guatemalan savings groups. It is their money, and history reveals that when the participants’ creativity is unleashed, they can find more effective solutions for their own financial needs. 

Thank you for your time.
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� We understand that SolCom will be taking a short-term loss in the infant phase of these ROSCAs, but we feel that this is not only a worthwhile loss to take, but it could potentially benefit us greatly. This is discussed in the section entitled “SolCom’s Benefit.” We also have some ideas for restructuring the participation of the SolCom employee in the “Penalties” section.


� A key difference in this proposal for structuring shares is that our share structure does not come with a system of “weighted votes.” For those who have more shares, they will not get anymore representation within the democratic processes/group decision-making process. We feel that a system of weighted votes would disrupt the solidarity of the group, distort the effectiveness of the program, and lead to mission drift.





