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ABSTRACT	

In this business plan, an existing social enterprise in Africa by the name of Solar 
Sister will be internationalized to Brazil. The company aims to provide skillful 
training and occupation to the impoverished women living in rural Brazil. The 
objective of Solar Sister is to train these women to become entrepreneurs, so that they 
will be able to enter rural communities to sell clean renewable energy. Overall, Solar 
Sister will be able to improve these impoverished communities by providing them 
with clean affordable renewable energy and also make a positive social impact on the 
lives of the rural Brazilian women by presenting them jobs and financial freedom. 

Keywords: Solar energy, Brazil, Social Enterprise, Rural population, Women 
empowerment 
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Executive Summary 

Solar Sister is a U.S. American social enterprise that operates its existing programs in 

several countries in Africa. The mission of the organization is to empower women by 

providing them the tools and knowledge to gain economic independence through the 

program offered by Solar Sister. This thesis will explore the expansion plan of Solar 

Sister’s social entrepreneurship program into the American continent. Although several 

countries were explored as being the pilot launch in the American continent, Brazil 

resulted in the country of choice. 

The expansion plan consists of external and internal analysis that was conducted in 

order to determine the best approaches to ensure the successful implementation of the 

existing business model. With the analysis in mind, the expansion plan explores the 

appropriate way of marketing the program and its product to the target market. A clear 

distinction is made between the two products that are being offered through this 

expansion plan: the service and the product. The service consists of the training and 

development programs the organization will provide. Then the product is the clean 

energy device the women are going to sell. 

We put employed women - Solar Sister Entrepreneurs (hereinafter referred to as SSE) at 

the center of our activities and working on providing them with the best training 

opportunities and HR support. The company provides free business courses for SSE and 

support of psychologists and training managers to empower them and develop their 

entrepreneurial skills. Furthermore, the expansion plan will elaborate on the logistics, 

which will address the supply chain methods that are cost efficient. The financial 

analysis consists of the forecasted projections for the initial year and an additional four 

years. The analysis also includes the social impact that the organization will have since 

although they are non-financial, they are still gains to the organization. 

Background 

Introduction to Solar Sister 

Solar Sister is a social enterprise headquartered in Washington, D.C. that carries out 

their social programs in several countries in Africa. It was founded with the mission to 

“provide women with economic opportunities, training, technology and support to 
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distribute clean energy to underserved communities in Africa” (Solar Sister website, 

2020). The organization focuses on creating and enhancing “local leadership, 

collaborative approaches and building strong, diverse teams” (Solar Sister website, 

2020). 

Katherine Lucey and Neha Misra (see Appendix 1) founded Solar Sister envisioning a 

“brighter world powered by women entrepreneurs” (Solar Sister website, 2020). They 

realized that women were the ones who bore the biggest burden that came with poverty, 

especially energy poverty, in Africa. Having seen, first-hand, the resilience of a woman 

despite her circumstances, both Lucey and Misra knew that women were essential to the 

fight to eliminate poverty and lack of sustainable resources. Between 2008 and 2010, 

Lucey and Misra began to create the roadmap of their goals for Solar Sister by 

launching a pilot programs in Uganda, Tanzania and Nigeria (see Appendix 2). 

Solar Sister believes everyone is deserving of clean energy and they know women are 

able to transform their communities and the communities around them. The 

combination of these two ideas has been the foundation of what is today’s successful 

story of Solar Sister. 

Business Challenge and Value Proposition 

Solar Sister success in African countries inspired us to expand to other parts of the 

world. We decided to move to Latin America. In Latin America, where despite 

economic improvements disparities between people from rural and urban areas remain a 

big problem; that is observed in different levels of income, access to education. 

Moreover, even though more women are employed in the region, the gender gap 

persists. Difference between men’s and women’s level of employment amounts to more 

than 25 per cent (UN, 2019). 

We chose 5 countries with the biggest size of rural population in Latin America as it is 

our target market: Brazil, Mexico, Paraguay, Peru, Ecuador (see Appendix 3).  

We have analyzed the countries in the scorecard model (see Appendix 3). Brazil gained 

the highest score. It has the highest number of rural population (more than 28 mln. 

people) among the above mentioned countries that is an important indicator and shows 

potential in the market (World Bank, 2018). It also has the highest RECAI (16) that 

refers to Renewable Energy Country Attractiveness Index, developed by the consulting 

company EY. It shows the potential of renewable energy potential investment capacity 

in Brazil which indicates if our renewable energy goods have a potential to be 
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successfully implemented (EY, 2019). We also discovered social issues in the country 

that are the principal goal of our company. In terms of unemployment rate among 

women and pay gap between men and women in Brazil had one of the worst indicators 

among the five countries that we examined - 14,14 % of unemployed women that is the 

highest indicator among other examined countries (The Global Economy) and gap index 

of 0,69 - second worst result (Statista, 2020). This indicates the fact that our social 

enterprise will create value in terms of improving these gender disparities. 

Although Brazil experienced a period of rapid growth economically and socially 

between 2003 and 2014, “the pace of poverty and inequality reduction seem to have 

stagnated” since 2015 (The World Bank, 2019). Moreover, despite the economic growth 

Brazil experienced in the last decade, incomes for the average Brazilian citizen only 

increased 0.7% since the 1990s (The World Bank, 2019). Unfortunately, due to the 

disparities present in Brazil, women living in rural areas are not the average Brazilian 

citizen, so their income increase, if any, was far less. 

Rather than focusing on the entire country of Brazil, Solar Sister Brazil will be 

promoting clean energy products while tackling gender and income disparities in the 

rural area of Pará, Brazil. Similarly, to the movement Solar Sister is having in various 

countries of Africa, Solar Sister Brazil wants to empower the women in this area by 

giving them economic resources in order to become self-sufficient, which will have a 

ripple-effect in the improvement of their family and community. By promoting the 

clean energy products, the off-the-grid communities of Brazil will be able to obtain 

affordable clean energy products that will improve their families’ standard of living. 

Furthermore, these communities will have the opportunity to close the gap of 

aforementioned disparities that are found in these communities. 

Business Model 

Solar Sister Brazil will be adopting a Social Franchise Model (see Appendix 6) of the 

social enterprise business model the parent company has. 
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Figure 1: Social Franchise Model 

In order to lay the groundwork for the expansion, Solar Sister Brazil will use a Business 

Model Canvas adapted to social enterprises in which both economic and social value 

will be created, delivered and captured (see Appendix 4). Rather than sustaining the 

expansion program on grants and donations, as is common for Non-Governmental 

Organizations, Solar Sister Brazil wants to work towards establishing long-run financial 

sustainability through the means of earned revenue. 

Solar Sister Brazil is a social enterprise, meaning that the organization’s methodology 

will be centered on achieving social value by accomplishing the mission and vision of 

the expansion, as well as achieving economic value by pursuing financial sustainability. 

According to Kim Alter, a social enterprise is “any business venture created for a social 

purpose–mitigating/reducing a social problem or a market failure–and to generate social 

value while operating with the financial discipline, innovation and determination of a 

private sector business.” Given the nature of combining financial objectives and social 

objectives, Solar Sister currently has an Entrepreneur Support Model (see Appendix 7).  

External/Internal Analysis 

CAGE (Brazil and Nigeria) (see Appendix 8) 

Solar Sister is actively functioning in 4 different African countries, where each country 

has its own headquarters that execute direct orders for each subsidiary. In order to 

conduct the CAGE analysis, it seems best to compare it with the home market that most 

is similar traits in order to see if the Brazilian market is the most desired to penetrate. 

For the CAGE analysis, Brazil will be compared to Nigeria for the fact that both have 
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growing economies and the largest economy in their continent. The other three African 

nations have weaker economies and are smaller in size.  

PEST(EL) (see Appendix 9) 

Political  
• Democratic 

Government 
(Executive Branch, 
Legislative Branch, 
Judicial Branch) 

• Congress of the 
different states 

• Political instability 
on Rank 105/180 

• Far-right candidate 
Jair Bolsonaro of the 
Social Liberal Party 
(PSL) “aggressive 
pledges to wipe out 
corruption and 
violent crime” 

• Government has 
granted indigenous 
people their own 
territory  

• Para Brazil (Local 
government 
regulates public 
spending and 
funding)  

 

Economic 
• GDP 1.869 Tril 
• 2003 to 2014 

economic 
progress (growth 
in economy and 
income) 

• Huge market size 
• Hold Place “B” 

in BRIC 
• Mercosur 
• Monetary policy 

is projected to 
tighten during 
2019  

• capital outflows 
and a 
depreciation of 
the currency 

• Inflation is below 
target and interest 
rates are low 

• 6th largest 
mining industry 

• State of Para 
export rubber and 
timber  

• Para: is also the 
largest 
contributor to the 
GDP of the 
nation (40%) 

 

Social 
• Population:  

209.3 mln.  
• Human capital 

Index .56 
• 305 indigenous 

Tribes (.04 
population)   

• Rely living off the 
land  

• Serious problem 
with crime 

• Huge inequality in 
wealth 

• Lack of government 
assistance in 
education and 
health (indigenous 
lands and favela) 

• Infant Mortality 
Rate- high rates  

• High income 
inequality between 
the sexes: women in 
Brazil earn an 
average of 71% of 
men`s salary 

• More than 21 mln. 
women below the 
property line in 
Brazil 

• Indigenous women 
are particularly 
vulnerable to 
violence - average 
homicide rate 
among indigenous 
Brazilian women 
was 7.3 per 100,000 

• Population on Para: 
7.5 Million 
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Technology 
• A number of the 

global technological 
companies located 
offices in Brazil. 

• Deindustrialization 
• Developed 

technological 
research agencies: 
on land, Embrapa; at 
sea, Petrobras; and 
in the air, Embraer. 

• Ranked 64th in the 
GII report 2019 
(worst position 
among the BRIC 
countries) 

 

Legal  
• Legal system is 

based on civil 
law 

• Brazil's General 
Data Protection 
Law (entering 
into force in 
2020) 

• “Tax Free 
Areas"  

• Lower taxation 
on non-residents 
investment in 
capital markets. 

• Advertising is a 
self-regulated 
industry  

 

Environment 
• Tropical, equatorial 

and closely to 
Mediterranean 
climate zones 

• Amazon Region 
Protected Areas 
Program 

• Deforestation  
• Problem of waste-

managing, 
especially in urban 
centers 

• Promotion of 
renewable energy  

• Illegal wildlife 
trade and poaching;  

• Water pollution in 
mining regions;  

• Solar Panel Project  
 

  

SWOT Analysis (see Appendix 10) 

 

Strengths 
• Recruitment and training 

process  
• Durable and affordable product  
• Impact on positive social change 

Weaknesses 
• Revenue (relying on donations) 
• Supply chain (Cost efficient on the 

transport)  
• Company strategy don't align with political 

environment  

Opportunities  
• Creating job opportunities for 

women   
• Improving gender income 

disparities 
• Improving environment 

conditions with clean energy  

Threats 
• Prices of suppliers  
•  Improvement in infrastructure by either the 

government or other NGO’s 
• New political policies/Political hostility  
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Porter’s Five Forces 

To discover the competitiveness of our company in the solar industry in Brazil we 

developed Porter’s Five Forces model.  

Competitive Rivalry: Competitive Rivalry can be considered as medium. Solar 

industry in Brazil is presented by producers of solar panels and other related products. 

There are domestic manufacturers of solar panels as well as imports from China. 

Canadian Solar has established manufacturing factory in Brazil for assembling panels 

out of the imported elements. Chinese companies, for example, Jinka, Risen, Trina 

import ssolar panels to the Brazilian market. Moreover, solar power industry group in 

Brazil, called Absolar, invested 3,64 billion dollars in 2020 in solar panels installation 

that would add 3.4 gigawatt of generating capacity of solar power in Brazil (Reuters, 

2020). 

Threat of New Entry: The threat of new entrants can be considered as medium. Brazil 

is an attractive market for launching renewable energy projects. For instance, in the 

recent EY report it got 16th place in terms of Renewable Energy Country Attractiveness 

Index  that shows potential investments in  renewable energy (EY, 2019). At the same time, in 

terms of Ease of Doing Business Index that was developed by the World Bank, Brazil obtained 

124 place out of 190 in 2019 (Worldbank, 2019). This index indicates if the country is 

conducive to establishing a new company in terms of legal regulations, time and money costs. 

The establishments of the company and in case of Brazil, shows potential difficulties in these 

procedures that will not attract newcomers. Furthermore, establishing new business in Brazil, 

including starting a business procedures and dealing with construction permits is a time-

consuming process that takes approximately 338 days (Doing Business, 2020).  

Power of Buyers: The power of buyers would be low because there are not many 

alternative products that customers can choose from. On the other hand, if the product is 

too expensive, the customers can put pressure on the company to reduce prices. Some 

Brazilian households still do not have clean energy alternatives for conducting 

household chores. For instance, 4,4% of Brazilian households do not have access to 

clean fuels and technologies for cooking that is more than 9 mln people that could be 

our potential buyers. (World Bank, 2018).  
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Power of Suppliers: The Power of Suppliers is considered as high. The products used 

by the company are specific in terms of price and application. The ability of the supplier 

to provide beneficial conditions for social enterprise. Conducted research has shown us 

that there are only a few suppliers available in Brazil for our purposes. Barefoot Power 

is considered as the main supplier for the cost efficiency and quality purpose (Barefoot 

Power, 2020).  

Threat of Substitution: The threat of Substitution is considered as medium. Brazil is 

an attractive market for other kinds of renewable energy providers (for example, wind 

or water power). For instance, wind energy projects count 9.04% of total energy supply 

in the country (Reve, 2020). One more substitution is installing electricity power lines. 

For instance, Brazilian governmental program Lights for All provides a plan for 

substitution. This is a social program aimed at bringing electricity to schools in areas 

without access to it. Meanwhile the Brazilian government is collaborating with the US 

government to bring electricity to 5 million households in Brazil.  

Conclusion: Solar industry of Brazil is an attractive and intensively growing business 

area. The analysis has shown that our company should make emphasis on relations with 

the supplier as far as supplier`s power is high. The threat of substitution, competitive 

rivalry and threat of new entry are medium. That means that to be sustainable we should 

work on promoting our competitive advantage which we foresee in our personalized 

customer services and lower than average prices that are dictated by the social mission 

of the Solar Sister Brazil.  

 At the same time, in terms of our location specifics - rural areas, there is less possibility 

of the new businesses to come, because of low income of population so the rural areas 

market is not attractive for other businesses.  

Marketing Research 

Buyer Persona: There are two different ideal targets that would be in the interests of 

Solar Sister. The first group would be part of the recruitment process where 

impoverished women from the ages of 18 to 40 would join the company as employees. 

The company’s goal is to diminish the gender disparities and it will take these issues by 

employing impoverished women in rural areas of Para, Brazil. The second buyer person 

would be improvised Brazilian households that lack resourceful energy. The product 
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would be attractive to the Brazilian household because for a low price you can buy a 

clean energy product (see Appendix 11). 

Research questions: The world bank has given an average PPP of the Brazilian 

population, but there is a huge lack of research and data on rural Brazilian areas. The 

world bank had also mentioned the levels of poverty, but in reality some circumstances 

can be worse than others. In order to gain a sufficient amount of accurate data on the 

rural regions of Para, it is crucial to ask the average PPP in these areas? In the rural 

regions of Para how many women are unemployed and what is the average household 

size? Solar sisters want to be able to recruit a sufficient amount of women so that they 

can start training and earning income which is why it is important to know the amount 

of unemployed women. At the same time, it is also good to know the PPP of households 

to be able to estimate affordable prices for the products. 

  

Market research participants’ data (see Appendix 12). 

 

Concluding Thoughts: The first table shows the percentage of men and women that 

occupy the different job sectors. In jobs that are male dominated, it is not surprising the 

percentage of males are higher than women. Meanwhile jobs that are seem to be more 

feminine you can see that women occupy these positions more than males. If you pay 

attention to the unemployment rates, women are unemployed at 14.1 percent compared 

to men at a 10.5 percent (World Bank, 2020).  

The second table shows the different geographical regions and their income per capita. 

The graph seems to indict that the north has the highest income per capita, but it is 

certain the income per capita is increasing nationwide towards a linear direction.  

The third graph calculated the standard deviation of the national income distribution. It 

seems that recently the standard deviation has dropped which means the income per 

capita is not spread so far apart as it was in the past.  

As mentioned before, there is a lack of data on women unemployment rates in rural Para 

and the ppp for households. In order to have an estimation, we will use the national data 

to be able to approach the research questions.  The data has to come from secondary 

sources that provide a national average which can be misleading. In Brazil the 

unemployment rate for women is at 14.4 percent in 2019 (Global Economy, 2019). 

Since 2019, about 44 percent of the labor force in Brazil are women (Global Economy, 
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2019). Meanwhile, a Brazilian household PPP yearly is 15,850 in USD (World Bank, 

2020).  

The percentage of women in the rural areas that are employed and the PPP of household 

incomes obviously have to be lower than the data suggested above. It is important to 

note that the market Solar Sister is trying to penetrate will have higher rates of 

unemployed women along with lower PPP for households. Based on the data given, our 

targeted market has a higher unemployment rate for females which means that we can 

assist in changing these rates. Furthermore, an approximate income per capita was 

gathered, so that it can help out when creating wages and prices for the products.  

Market Segmentation 

 Since Brazil is a large market, it is important that we identify the exact group that needs 

to be targeted. Solar Sister is planning to enter a large market and the market 

segmentation is able to break down the customer into different groups, so that you have 

a precise idea of the kind of customers you want to attract and obtain. Below the market 

segmentation is divided into four different categories so that we can understand our 

audience better.  It is important to note that since our company is a social enterprise, this 

segment is crucial because our company can only make a social impact if the correct 

audience is reached.  

Demographic: The company objective clearly states that Solar Sister is employing 

women to improve the gender disparities, so in other words women from the ages of 18 

to 40 are the main targets when it comes to the recruitment stage. As for the consumers, 

impoverished households (both genders) in rural areas will be targeted. The product can 

be sold to a household with annual incomes lower than 30,000 USD, because under this 

income the household is considered to be living under poverty lines (OECD, 2020).  It 

is important to know that the family situation in Brazil is patriarchal where the men are 

employed at higher rates than women, so the product has to be present to both the men 

and women of the household (OECD, 2020).  In other words, since 71 % of men are 

employed compared to 51 % of women it is important that the men are also our target 

audience because they make the financial decision in the home (OECD, 2020). 

Behavioral: Social and environmental issues are a hot topic and the company wants to 

target a lower social class by providing them a product that can help them improve their 

life circumstances. There might be a day or night that the weak infrastructure leaves 

communities without electricity and this product can help the community by providing 
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other resources of energy they can use that saves money in the long run. Once the 

community is informed about the product and how it has changed lives in other 

families, the brand becomes part of the community. The goal is to rely on word of 

mouth, so that they are able to witness the women selling the product by share their 

stories on how it brought a positive impact on their lives. The company wants to change 

the perspective of clean energy and the brand so that it will be viewed as a tool that 

helps the low income Brazilian household.  

Psychographic: The targeted communities have been undervalued and felt the lack of 

government support. The company hopes to be able to give women/households the 

power to be able to have longer access to clean energy so that they are able to have all 

the functions associated with electricity, so that they are not disadvantaged. The families 

will gain some autonomy over their homes.  

Geographical: The targeted location in Brazil will be the rural areas of Para, Brazil. 

Para is located in the Amazonian region with a large land space of rural area and a high 

indigenous population (IWGIA, 2020). The fact that Solar Sister will enter rural areas, 

the infrastructure will be an obstacle when it comes to transportations. The targeted 

audience will be a complicated task to be able to reach (IWGIA, 2020). In the rural 

areas there are villages and small towns that have their own indigenous governing 

system (IWGIA, 2020). These areas are filled with natural resources and many of these 

lands have not been touched (IWGIA, 2020).  The geography is important to segment in 

the case of Brazil because of the land being large, it is important that we target just one 

region/state such as Para.  

Supplier Analysis 

Our main criteria for choosing a supplier was producing solar power assets that could be 

used in households with high quality for a reasonable price. We focused our research on 

companies that share our social mission that would allow us to get useful product for 

rural household at a lowered price. We analyzed the suppliers of Solar Sister in Africa: 

Barefoot Power, D.light and Greenlight Planet. We decided to start working with one 

supplier because of the demand of low volumes planned at the beginning and in case of 

successful development of the company, we would potentially expand the list of 

partnerships. All three suppliers work on providing affordable solar power solutions. At 

the same time, D.Light operates in China, USA, South Asia and Africa, which are not 

our areas of interest (d.Light, 2020). Same situation is with Greenlight Planet, they 
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focus operations in Sub - Saharan Africa and South Asia (Sun King, 2020). Potentially, 

we can negotiate their expansion to Latin America, but for the beginning we decided to 

choose the supplier already operating in the region. We chose Barefoot Power that 

meets this criterion. The list of products see in the Appendix 13. 

Moreover, Barefoot Power is a social for-profit enterprise that works for providing 

households at the base of the economic pyramid with clean and affordable solar energy 

products. Its impact is measured by improved lives of more than 1 million individuals 

from more than 20 countries as a result of providing their households with access to 

cheap and clean electricity. It is also involved in the Women and Sustainable Energy 

Initiative (WSEI) that involves women in providing access to sustainable energy. The 

goals of the Barefoot Power are in line with the purposes of Solar Sister Brazil. 

Barefoot Power products are designed in Australia and manufactured in China, 

Shanghai. Barefoot Power partners with local social enterprises and community-based 

organizations that distribute their goods. That means that the company has established a 

model of the partnerships that are successfully working in different countries and can be 

applied in our relations (Business Call to Action website, 2020).  

Marketing Plan 

Product 

Solar Sister Brazil is offering tangible and intangible product through the expansion 

plan: 

The first product is the entrepreneurial program (service), which is the main focus of the 

expansion. Through this program, Solar Sister Brazil will be training and developing 

members of off-grid communities and equipping them with the resources and an 

opportunity to use their acquired skills to become entrepreneurs. Additionally, this 

program will be creating a sense of community amongst a group of individuals who 

may, otherwise, not feel a part of anything beyond their family. This community will 

also become a safe haven for those who may not have a place to express themselves and 

seek refuge from external factors. 

The second product Solar Sister Brazil is offering are the actual clean-energy products 

the entrepreneurs will be selling to their communities (see Appendix 13). These 

products are solar-powered and eliminate the need of expensive, and often dangerous, 

alternatives that the communities are currently having to use. The distribution of these 
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products will, in turn, bring clean and renewable energy to the off-the-grid communities 

of the State of Pará. 

Price 

Given that the expansion plan encompasses two different products, each product has its 

own respective price: 

The service Solar Sister is offering will have no monetary price to the user. Taking into 

consideration the nature of the program and the communities the program will be 

impacting, Solar Sister International does not deem it appropriate to expect monetary 

contribution from its participants. What Solar Sister International does expect is for its 

participants to commit to the program. This commitment will be in the form of 

attendance to training and development sessions, motivation to increase individual sales 

goals, and the active participation within the community of entrepreneurs. 

The clean energy products offered by Solar Sister Brazil will have a one-time cost for 

the users. Other solar-powered companies require monthly payments, which deters 

users from purchasing the products for fear of falling into debt with those providers. 

Instead of alleviating financial burdens, Solar Sister Brazil believes monthly payments 

would create more financial burdens for the users. Solar Sister wants to align the price 

to the purchasing power of its ideal user, therefore the price itself will be low and 

attractive to the users. The goal of Solar Sister Brazil is not to make profits from the 

product itself, rather use the product as a part of the entrepreneurship program. For this 

reason, Solar Sister Brazil will resort to subsidizing the program with grants, 

contributions and donations. 

Promotion 

Solar Sister Brazil will implement a Door-to-Door Strategy in which the Solar Sister 

Entrepreneurs will use the training and skills developed to introduce the products to the 

end-user in their homes. Word-of-Mouth will be another important strategy that will be 

implemented to promote the products and the program itself. Existing users spreading 

the reputation of the products they are using will be crucial for the product to gain 

recognition amongst the communities. The members of these communities often rely 

more on the experiences of their neighbors rather than other forms of product 

promotion. Social media will also be used in the expansion plan; however, this strategy 

will be used primarily to bring awareness to the organization and the work it is doing in 



	 17	

Brazil. Solar Sister Brazil will be adapting the existing social media accounts to align 

with the new market. 

Additionally, Solar Sister Brazil will be forming partnerships with local businesses and 

NGOs. These partnerships will be made to benefit from the respect and recognition they 

already have in this new market and gain exposure through them. For instance, Vocação 

has been a non-profit organization who has been investing into social projects in Brazil 

since 1967 (NGO Advisor, 2020). They share the same social goal as Solar Sister Brazil 

and their evolution alongside the Brazilian people and its culture will create a smoother 

path to integration for the expansion (NGO Advisor, 2020). Workshops within the 

community will be held to introduce the organization, the program and the product to 

the members. Being able to put a face to the organization and the products being offered 

will give the organization an opportunity to build a relationship with the communities. 

Building that initial connection with future entrepreneurs and end-users will be an 

important factor and these workshops will be able to establish that. 

Place 

Solar Sister Brazil will be operating in rural regions in Brazil, with its initial pilot being 

launched in the state of Pará: 

The service will take place in Solar Sister Brazil facilities. These facilities will be 

considered homes in order to establish the safe haven atmosphere. The facilities will 

have a space for management and training staff to operate on a daily basis as well as a 

space to hold training classes as well as development sessions and workshops. The 

facility will be central in order to be local to the communities it will be serving to make 

it easier to reach for the entrepreneurs to attend sessions as well as for the community to 

attend workshops. 

The product will have two methods of distribution. The ideal method will be via the 

entrepreneurs who will sell the products door-to-door, by foot, much like an Avon 

representative sells their products. This method aligns with the promotion goals to have 

the reputation of the product expressed through experienced users. Additionally, this 

will allow the potential end-user to see for themselves how the product works prior to 

making a commitment. The products will also be available at the Solar Sister Brazil 

offices in the event someone wants to see or try a product the entrepreneurs are not 

carrying. 
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Branding 

Solar Sister’s existing brand will be carried into the expansion into Brazil: the name, the 

symbol, mission, vision and goals. The weight of the existing brand equity will give the 

expansion a solid foundation and will allow the expansion to benefit from its brand 

loyalty, name awareness, perceived quality, brand associations, amongst other brand 

assets. The brand policy of Solar Sister International will be an extension of the parent 

brand. 

The partnerships Solar Sister Brazil will establish will allow the organization to benefit 

from external brand equities as well. For instance, Associação Comunidade Em Ação 

(Community in Action) is a well-known Civil Society Organization of Public Interest, 

which is the highest non-profit title an organization can receive (Community in Action, 

2020). This level of recognition by the Ministry of Justice makes it easier to work with 

government and public agencies at any level. As a new social enterprise in Brazil, being 

able to be associated with an organization that has this much respect by government 

officials is imperative for the ultimate success of the expansion. 

Human Resource 

HR Policy 

 Solar Sister Brazil has a clear HR Policy that reflects our mission. The policy is based 

on three pillars: non-discrimination (we are a big supportive family, we are equal and 

help each other), support and assistance (we provide any necessary assistance that could 

be required during the employment process or working process (legal support, training, 

psychological support etc.)), make a change (we work to change our lives and lives of 

the communities for better, we work for development and improvement).   

Organization & Functions 

 The Solar Sister Brazil will recruit specialists that will work directly from the office 

and manage core activities of the company, including sales services and training. Their 

function is to establish a basis for employment and work of Solar Sisters Entrepreneurs 

- employed salespersons (women from the rural areas). The staff will form the 

following departments:  

1. Director General Department - headed by the Country Director 
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2. Finance Department - including Bookkeeper 

3. HR Department + Development Program  - including Training Managers, 

Psychologist 

4. Supply Chain Department - Supply Chain Manager 

5. Business Development Department - including Solar Sister Entrepreneurs 

The key functions and requirements of the above mentioned positions see in the 

Appendix 14.  

Recruitment & Selection 

 Personal and professional characteristics that meet position requirements (see 

Appendix 14)  are the basis for selection. The recruitment process for managerial 

positions has the following steps - online CV submission (reviewed by the Country 

Director), interview with the Country Director, interview with the Head of the 

Department to which the application was made.  

In case of Solar Sister Entrepreneurs - the first step is an interview with the HR 

Department Representative (to give necessary information and check if the participant 

meets criteria (see Appendix 14). The next step is the Training and Development 

Program. Successful finishing of the Training (attendance of all required courses) 

automatically leads to filling the Social Sister Entrepreneur Position by the 

participant.    

Training & Development 

Our power is women entrepreneurs and to help them to obtain necessary knowledge and 

skills, we provide a Training and Development Program. Our Solar Sisters should 

attend an obligatory free training. See Appendix 16 for the Program description. 

Moreover, our employees would have an opportunity to visit master classes to listen to 

invited guests in order to develop leadership skills and business thinking.   

Compensation & Benefits 

 We provide fixed salary for employees on the basis of benchmarking on the Brazilian 

market among similar positions. The contract wages for each position see in Appendix 

15.  We will consider responsibility level, experience and performance of the employee. 
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The employees from the main office (all positions except for Solar Sister Entrepreneurs) 

will get contract wages. 

We provide our employees with the opportunity to attend master classes of invited 

speakers and psychology specialist services. We also provide legal support with 

documentation if necessary.  

Evaluation Methods 

 Given that the expansion is meant to help empower women and mentor them to become 

strong, independent through our program, the behavioral and results approach would be 

the best forms of managing performance.  Description of the Evaluation Methods see in 

Appendix 17.  

Logistics Plan 

Importation Strategy  

1. Import Objective  

The main reason for deciding to import the clean energy products is that Solar Sister's 

objective is to sell these products and not manufacture them. Since the parent company 

has Barefoot Power as their main supplier, it makes reasonable sense to continue the 

relationship when expanding to Brazil. The supplier has provided durable and 

affordable products to Solar Sister Africa and since these products are familiar, it is best 

to stick to the same suppliers. As mentioned earlier, Solar Sister has a training program 

where the employed women are taught about the products and how they are used. This 

is another reason why it is important to continue with the same supplier because the 

know how are already implemented into the training curriculum. Since the organization 

is a social enterprise the priority is to ensure that the import strategy is focused on being 

cost efficient. The supplier is also focused on making affordable products because their 

audience are lower income countries and/or citizens in need of clean energy. Solar 

Sister Brazil will be able to buy the products in abundance and then be able to have 

them imported into Brazil which is the cheapest option.  

2. Import Action Plan 

The supply chain manager will be in charge of communicating with the supplier, the 

import strategy, inventory, and the transportation methods. The supply chain manager 

will be the one placing the orders needed and will follow through on the shipment. The 
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supply chain manager will also be updated on the laws on import and any duty tax that 

needs to be paid. Once the order arrives, the supply chain manager will also be 

responsible for making sure that the products are transported and brought to the 

warehouse. Finally, the supply chain manager will make sure that they are able to work 

with the sales team.  

As mentioned above in the supplier analysis, the action plan will be to work directly 

with the supplier and order the products from their manufacturer in China. The products 

will be shipped out of China and delivered to the port in Brazil. Solar Sister Brazil will 

adopt the INCOTERM CIF, also known as cost, insurance, and freight, which allows for 

the seller to deliver the product which would be cleared for export (AIT, 2020). The 

seller is also responsible for paying for the transport of the products to the port and also 

covers minimum insurance that covers the goods until; it reaches the port of destination 

(AIT, 2020).   

3. Law and Duty Tax 

In order to be able to import it is important to know what how on the customs laws in 

Brazil (Santander, 2020). It is key that the foreign country export and the Brazilian 

import both obtain the  Foreign Trade Secretariat (SeCEX) which they have to register 

for  (Santander, 2020). Furthermore, Solar Sister Brazil needs to obtain the RADAR 

license where one can choose for how long the contract will be, depending on how 

much goods will be imported (Santander, 2020). The license must be completed and 

submitted to the tax authority and will have to wait for approval and terms  (Santander, 

2020). The following import duties consist of “Import Duty (II), the Merchandise and 

Service Circulation tax (ICMS) and the Industrialized Product tax (IPI).  Import duty is 

a federal product-specific tax levied on a CIF (Cost, Insurance, and Freight) basis” 

(Santander, 2020). It is important to note that the ICMS has different rates depending on 

the state and the product which means that it can range between 10%-35% (Santander, 

2020). Solar Sister Brazil will also be responsible for paying a tariff on marine 

transported product which is at the Freight * Rate AFRMM (NovaTrade Brazil, 2020).   

Since Solar Sister Brazil will be importing the product from China, it is important to 

note that the two parties are trading partners and also do have a plan to push for a free 

trade agreement (Caram, Coletta, Mello, 2019). China is the biggest exporter to Brazil 

and the current President Bolsonaro also announced that he is pleased to import more 

from China than export (Caram, Coletta, Mello, 2019). In other words, Brazil already 

has built a partnership with China, which makes it easier to import products.  
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4. Import Finance  

Since Solar Sister Brazil is following the guideline of CIF INCOTERMS, once the 

products have arrived, the supplier will be paid with the SWIFT transfer system. The 

supply chain manager will inform the management department that the products have 

been received and the invoice will be paid by having the organization’s bank account 

authorize the payment to their bank account.  

Distribution Strategy 

 Solar Sister Brazil will be partnering with Barefoot, who manufactures durable and 

affordable solar-powered products. As a manufacturer, Barefoot relies on organizations 

such as Solar Sister Brazil to distribute the products to last-mile communities. The Solar 

Sister Brazil team will take on the task of recruiting, training and supporting the 

movement of clean energy distribution throughout the last mile communities in the 

State of Pará through the entrepreneurs. The Solar Sister team will also be the ones to 

receive, store, distribute and replenish the products. However, it will be the Solar Sister 

Entrepreneurs (SSE) who will actually connect the community to the products by 

bringing the affordable, clean energy products to their communities by means of a 

“Avon-style,” door-to-door strategy (see Appendix 19). 

Inventory Management 

The volume of inventory Solar Sister Brazil will carry will be based on the size of the 

market as well as the storage capacity in the facilities. The organization will have 

minimum working capital along with a small number of clients when the program 

launches. Additionally, given that the pilot program in Brazil will only consist of one 

Solar Sister facility, the storage space for the inventory will be limited. For these 

reasons, Solar Sister Brazil will be adopting a minimal inventory replenishment strategy 

in order to manage the inventory of the organization. By implementing this strategy, 

Solar Sister Brazil will be able to keep storage costs and stock levels to a minimum. 

This strategy also ensures that the organization is not over-ordering inventory it may not 

sell. Instead, the stock will be replenished based on what customers have ordered, 

always keeping the same amount of initial stock at the beginning of the year. Due to the 

goal of keeping minimal stock in hand, the supply chain manager will have the 

responsibility to replenish the stock more often. 
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Transportation Methods 

  

The products will go packed, cleared at exports, and will be shipped out by the means of 

a ship. The ship will leave China and will arrive at the port destination off Brazil. The 

journey will take about 36 days to leave China and arrive in Brazil (Ship Freight, 2020). 

The amount of time is important because the supply chain manager will have to make 

sure that when inventory is low, ordering for more products can take some time to 

arrive. Once the goods arrive in Barcarena, which is the port in the state of Pará, the 

goods will be placed on a truck and will be delivered to the warehouse.  

 

Financial Analysis 

Sales and Costs  

Total Revenue: In most businesses, the revenues are generated from the selling the 

products and subtracting it from the cost of goods sold. Since Solar Sister is a social 

enterprise, the majority of the time the products being sold do not cover all the costs or 

generate enough revenue to sustain the business. The other means of revenue include 

grants that are written by the grant manager at the headquarters in Washington DC, 

where they find companies or individuals that have a set of criteria that offer a certain 

amount of money (Solar Sister, 2020). In the income statement, for the next four years 

one can observe that the amount generated from selling the products will not cover the 

cost and that each year the amount of grants needed will have to be increased. The 

following numbers are the sales that the company has projected to make for the next 

five years: $ 37 000,00, $ 148 000,00, $ 185 000,00, $ 222 000,00, and $ 259 000,00. 

The sales came from the four products that the company offers and the projected 

amount of each product that will be sold. Rather than taking each product’s sales, the 

financial reports account for the average sales amongst the four products. The sales do 

increase each year, but at the same time the amount of grants needed increases as well. 

The grant manager is responsible for searching for grants so that they can write up a 

constructive letter indicating how the money will be useful for the company and how it 

will be distributed (Solar Sister, 2020).  The grant manager is also responsible for 

making sure the right documents are kept to date and sent to individuals/companies that 

have been annual grant donors (Solar Sister, 2020). In the company’s financial forecast 



	 24	

for 2017, the income statement combined all the countries financial statements in one 

and they had received a total of 1.86 million USD  (Solar Sister, 2020). Meanwhile in 

2016, the total amount of grants received was 1.25 million USD, which shows that as 

the year goes on the grant amount needs to increase as well (Solar Sister, 2020). The 

country director in Brazil will connect with the grant manager headquarters in 

Washington DC, where they will provide the financial forecast and the amount of grants 

needed to cover the cost. The grant manager in DC will have to recalculate the amount 

of grants needed to cover all the locations and then distribute the amount needed to each 

country (Solar Sister, 2020).  

Cost of Goods Sold: For the initial year, Solar Sister will only be accounting for six 

months of sales; therefore, the costs only reflect half a year. Additionally, due to the 

increased number of Solar Sister Entrepreneurs in the following years, the organization 

is forecasting to increase the volume of inventory acquired. Through the partnership 

with Barefoot Power, Solar Sister will be purchasing the four products at a fixed cost 

with the agreement that Solar Sister will increase their order in correlation to the 

increase of Solar Sister Entrepreneurs that the program is forecasting. Given that the 

products offered have varying costs, rather than indicating the cost of goods sold for 

each product, the financial reports reflect the average cost of goods sold amongst the 

four products, which align with the average sales being accounted for in the sales of 

these products (see Appendix 21). 

Wages: We established wages with regards to the benchmarking on the market on 

similar positions. See net wages for each position in Appendix. We analyzed Income tax 

(IRRF - Imposo de Renda Retido na Fonte) that is variable in Brazil with regards to the 

size of salary. To this end, salaries up to 1.903,98 R$  are taxed at zero rate while wages 

from 1.903,99 to 2.826,66 R$ are taxed by 7,5 percent (PwS website, 2020). 

Furthermore, we added social security tax that is fixed by 37,7% of the gross salary. It 

includes 28,8% social security and 8,5% for severance funds. For the gross salaries see 

Appendix 22 (International living website). The projection was made with regards to the 

increasing number of Solar Sister entrepreneurs. Also we took into consideration the 

growth of the company which amounted at 3% each year (see Appendix 22). 
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Expenses: Although the majority of Solar Sister Brazil’s costs are reflected in the 

acquisition of the products and the personnel costs, the organization will be incurring 

additional expenses such as rent, transportation, office supplies and external services. 

Due to the small size of the program, Solar Sister anticipates increasing the majority of 

these costs by 3%, with the exception of external services. External services will 

increase by 10% since this expense will cover items such as legal services, health and 

safety services, as well as any other external consultation service the organization will 

incur, or may need, as the size of the program grows. The transportation costs will be in 

relation to the number of items being moved - Solar Sister has determined an average 

cost of $1 per product since they will be transported in large quantities. 

Investments: Since Solar Sister is a small company, the investments are items that are 

needed in the office and to be able to have the company run in general. The items listed 

in the investments will be used in the office to be able to conduct training, meetings, run 

the office, and improve the selling experience for the women. Additional investments 

will be made one year after the initial investments have been fully depreciated. 

Social Impact 

 

Solar Sister Brazil has established three levels on which the social impact can be 

measured (see Appendix 24): 
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Contingency Scenarios 

Solar Sister Brazil has detected several possible alternative scenarios if the suggested 

implication from above are not able to be carried out such as: not being able to secure 

local partnerships from non - profit, Solar Sister is unable to reach recruitment goals, 

current women hired are not able to sell the expected amount of products during the 

year, shipment difficulties, and higher growth rate than anticipated (see Appendix 25). 

Conclusion 

 

Solar Sister has a high potential to succeed in international expansion to Brazil. Brazil 

has unsolved social problems that our social enterprise is targeting to improve, such as 

gender inequality, women unemployment in rural areas, and lacking access to clean 

energy resources in rural areas. At the same time, there are external environment 

complications such as political and legal obstacles for the new businesses entering 

Brazil. Furthermore, the rural population of Brazil (that is our targeted buyer) has lower 

income than the urban population of the country. Nevertheless, having in mind the 

social mission of the company, we focus more on the social value that our company can 

bring to the country rather than the financial benefits. From this perspective, we believe 

that starting from the first year of operation Solar Sister Brazil would positively impact 

rural population lives on individual, family and community levels. 
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Appendix 

 Appendix 1 
 

 Founders’ Information 
 
 

In 2008, Katherine Lucey, an 
American investment banker, met a 

woman farmer in rural Uganda. 
Rebecca was using solar energy to 

light her chicken coop which meant 
that the chickens would produce 

more eggs by having access to more 
light. Being able to produce more 

eggs allowed Rebecca to build a 
more profitable business, thus being 

able to improve her family’s 
standard of living and give back to 

her community. This discovery 
planted the seed in Lucey who 

established “If one woman can make 
such an impact with a solar panel, what could a whole network of women accomplish?” 

 
 
Neha Misra, an energy economist from 
India, had the opportunity to see for 
herself the effect solar energy solutions 
that are driven by women have during 
a visit to one of the world’s most 
climate vulnerable areas, India’s 
Sundarbans islands. This trip served as 
the turning point in Misra’s life as she 
committed herself to use her 
knowledge and experience in the 
renewable energy sector to bring 
energy justice, climate justice and 
women’s rights movements together. 
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Appendix 2 

 Pilot Launches 

The first pilot program launched in 2010 in Uganda with the help of former Director of 
Solar Sister Uganda Evelyn Namara. With this pilot as the backbone of the model, Solar 
Sister was able to launch another pilot in Tanzania in 2013 with the help of Solar Sister 
Tanzania Director, Fatma Muzo. This paved the path for the third pilot to launch in 
2014 in Nigeria aided by Solar Sister Nigeria Director, Olasimbo Sojinrin. 

Evelyn Namara - former Uganda Country Director  

  Fatma Muzo - Tanzania Country Director 

Olasimbo Sojinrin - Nigeria Country Director  
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Appendix 3 
 

Scorecard  
 
Country choice explanation. We chose 5 countries with the biggest size of rural population in 
Latin America as it is our target market: Brazil, Mexico, Paraguay, Peru, Ecuador. 
 
Criteria explanation  
 

Criteria Description Scores Source 

Size of rural 
population 
20 % value 

Shows a size of 
potential market/target 
consumer  

 
29M - 20M  3 

19M - 10M 2 

10M - 6M 1 

5M - 1M 0 
 

World 
Bank, 
2018 

Unemployment 
rate (women) 
20% value 

Shows social/economic 
problem that our 
company is targeting to 
improve 

 
15 - 11 3 

10 - 7 2 

6 - 4 1 

3 - 0 0 
 

The 
Global 
Economy, 
2019 

Gender pay gap 
index 
20% value 

Shows gender 
inequality that our 
company is targeting to 
improve  

 
1 - 0,85  1 

0,84 - 0,7 2 

0,69 - 0,4 3 
 

Statista, 
2020 
 

RECAI 
(Renewable 
Energy Country 
Attractiveness 
Index) 
20% value 

Shows potential of 
renewable energy 
investing in the country 
- indicates if our 
renewable energy 
goods have potential to 
be successfully 
implemented in the 
country 

 
1 - 19 3 

20 - 40 2 

40 + 1 
 

EY, 2019 
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Ease of doing 
business 
 
20% value 

Indicates if the country 
is conductive to 
establish new company 
in terms of legal 
regulations, time and 
money costs of 
establishing the 
company  

 
1 - 64 3 

65 - 99 2 

100 - 130 1 
 

World 
Bank, 
2019 

 

Country Size of rural 
population 

Unemployment rate 
(women) 

Gender pay 
gap index 

RECAI Ease of doing 
business 

Brazil 28,133,830 14,14 0,69 16 124 

Mexico 25,041,300 3,71 0,75 25 60 

Paraguay 2,672,175 5,78 0,68 40+ 125 

Peru 7,067,386 3,41 0,71 40+ 76 

Ecuador  6,180,950 4,96 0,73 40+ 129 
 

Table 1. Numerical data per country 
 

Country Size of rural 
population 

Unemployment 
rate ( women) 

Gender pay 
gap index  

Ease of 
doing 
business 

RECAI Total 

Brazil 3 3 3 1 3 13 

Mexico 3 1 2 3 2 11 

Paraguay 0 1  3 1 1 5 

Peru 1 1 2 2 1 7 

Ecuador  1 1 2 1 1 6 

Table 2. Scores per country 
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Appendix 4 
 

Business Model 
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Appendix 5 

Value Proposition Canvas 
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Appendix 6 
 

Social Franchise Model 

 
 

Social Enterprise Typology. Virtue Venture LLC, 2007 
 

Under the Social Franchise Model (see Figure 1), Solar Sister Brazil will be 
taking the existing model of Solar Sister and replicating it along with taking the 
brand into a new market. Solar Sister Brazil will be responsible for complying 
with standards set by Solar Sister; however, will have autonomy in the day-to-
day operations as well as the organization of the Brazilian entity. Through this 
model, Solar Sister is able to enhance its scalability by entrusting the replication 
of its program to a local partner such as Solar Sister Brazil. 

Appendix 7 
 

Entrepreneur Support Model 
 

 
Social Enterprise Typology. Virtue Venture LLC, 2007 

 

 
Under the Entrepreneur Support Model, Solar Sister provides a service to the 
women of the community through the entrepreneurial program. The women are 
also being provided entrepreneurial support through the solar products they also 
receive in order to sell to their communities. In this model, the social program 
provided by Solar Sister is the business and the products being sold are meant to 
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help the organization achieve financial sustainability because although the end-
user pays the women for the product they purchased, the payment is redirected 
to Solar Sister Brazil to put back into the program. 

 

Appendix 8 

CAGE Analysis 

Cultural:  

The parent company is based in 4 to 5 different countries in the continent of 
Africa and for the CAGE analysis, Nigeria was chosen to be the country to compare and 
contract with Brazil. In Nigeria there are more than 520 languages, meanwhile in Brazil 
Portuguese is the main language but there are also many other indigenous languages 
(World Population Review, 2020). Since the women in Nigeria have to go by foot 
selling the product, it is crucial that language does not become a barrier. This statement 
applies to Brazil as well, that it is crucial that when entering a rural city there are 
possibilities that people in that region do not speak Portuguese. In other words, it is 
easier to enter a market where the country only has one official language, but now 
intensive language research needs to be a common practice before exploring the market 
of a rural region. Brazil is a prominent Christian country, but also has many indigenous 
religions as well. Meanwhile, in Nigeria Christianity and Islam are the dominant 
religions. Since Brazil is dominated by both Christian and indigenous religious beliefs, 
the system of selling products need to be conveyed differently. In a recent news article, 
it has mentioned that many indigenous or African religions in Brazil are taking a 
stronger stand by pushing to become more visible in society (Jamali, 2013). In a way 
they want to reject Christianity because of its association to the oppression they faced 
during colonization (Jamali, 2013). The importance of religion can affect how some 
sales pitches will have to be altered when trying to sell products to come 
communities.  In Nigeria, there are many different ethnic groups, meanwhile Brazil 
there are different ethnic and racial backgrounds. In many aspects the diversity in both 
countries can be seen as a positive and negative impact. As for Brazil, racial tensions 
are extremely high between the different ethnic groups. Brazil was the last country to 
abolish slavery, where the blacks and mixed raced people were finally able to be free 
with limitation (Telles, 2006). Edward Telles constructed a scholarly article where he 
examines the racial discrimination that was faced by Brazilians of color even after they 
abolished slavery (Telles, 2006). Brazil has developed categories of racial hierarchy, 
which is why it is important to realize why some areas face poverty and violence at 
higher rates.  

Administration:  

Both countries have complicated political regimes where starting a business 
could be a complicated process, so it is advised to find a local partner. Both countries 
seem to be linked to many corruption scandals in many public and private sectors 



	 37	

(Business Anti-Corruption Portal, 2020). Brazil is known for having corruption in 
institutions of importance. “Corruption represents a severe constraint to business in 
Brazil” (Business Anti-Corruption Portal, 2020). In 2014, a corruption scandal called 
“Operation Car Wash” occurred exposing a huge oil company business where 
politicians seem to also have a part in (BBC, 2018). “albeit one involving millions of 
dollars in kickbacks and more than 80 politicians and members of the business elite” 
(BBC, 2018). This specific scandal had demonstrated how leaders of a nation in such 
high numbers were involved in a scandal where the company accepted bribes in return 
for giving favorable contracts (BBC, 2018). In other words, corrupted administration 
can be an obstacle to tackle when entering the Brazilian market. Meanwhile, both 
countries have their share of involvement in international organizations, such as the UN 
which is crucial because our company needs to rely on donations.  

Geography: 

Both countries are similar in terms of the geography when it comes to both 
having rural and urban areas. Brazil’s colonial past plays a huge factor when it comes to 
how the rural and urban areas have been organized (Wilkening, 1968). The urban cities 
experienced economic growth which also resulted in the huge migration of people to 
urban areas (Wilkening, 1968). While the urban areas grow both economically along 
with population density, the public necessities such as education and health care also 
were better off than the ones in rural areas (Wilkening, 1968).  Rural areas are 
concentrated with low income people, but there are also high rates of poverty in the 
inner cities. At the same time they are different in geography because Brazil is larger 
and they are located in different continents. The larger geography density has 
contributed to the economic growth of Brazil which also indicates that it is an enormous 
market.  

Economy: 

Both countries seem to have the biggest and growing economies in their 
continents. This demonstrates that they are both leading economies which gives them 
huge influence and power in the region. Brazil has a stronger economy with a GDP of 
1.8 trillion, meanwhile Nigeria is at 397.3 billion (World Bank, 2020). There is also a 
difference in PPP (income per capita) where Brazil is at 15,850 dollars and 5,710 
dollars (World Bank, 2020). Even though they are both growing economies, Brazil 
seems to have a stronger PPP.  The higher income per capita power does not mean that 
this income is a reality to the whole population, in fact poverty rates are high in Brazil. 
In Brazil, there are about 29 million people still living in poverty (World Bank , 2020). 
In other words, both countries have financial and income disparities within the 
populations where there is a lack of middle class. In a recent study, it is stated that 
Brazil had a growing economy in recent years, but the poverty rates did not decrease as 
fast as the economy (Wogart, 2010). Many rely on the economic data when it comes to 
the progression of a nation, but fail to realize that other factors could contribute to 
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maintaining a society impoverished (Wogart, 2010). As seen above, Brazil has a large 
and growing economy, but other factors such as the lack of health care, education, and 
poor leadership from politicians have assisted in keeping poverty rates high (Wogart, 
2010).  

Conclusion to CAGE: 

In conclusion, Brazil seems to be an attractive market to enter for Solar Sister 
because the goal of the company is to help impoverished women gain economic 
autonomy and promote clean energy. Brazil is a large market, where we would have to 
further research on which region would need our assistance. The CAGE analysis has 
brought to light that certain factors such as language and culture are important to 
consider when entering. The approaches used in Nigeria might have to be altered so that 
the company can be successful when entering Brazil. We might encounter some issues 
with the administration system, but it might just require taking further staff like hiring a 
lawyer or partnering with NGOs to be able to avoid administration problems.  

Appendix 9 
PEST(EL) Analysis 

Political: 
Brazil's current political structure is a democracy, where there are three 

government branches; Executive, Legislative, and Judicial Branch (Freedomhouse.org). 
The country holds elections where the citizens vote on the campaigning political 
candidates, but with many citizens that are illiterate it seems that they heavily rely on 
how these candidates campaign (Freedomhouse.org). They also have a house of 
congress (81) that represent the different states with the greater nation 
(Freedomhouse.org). Even though Brazil is considered to be a democratic nation, the 
political instability ranked 105 out 180 (The World Bank). The high political instability 
can be a negative attribute to a business for the fact in the future it can cause a crisis. 
The new president, Jair Bolsonaro, is a right wing leader that had promised the nation 
that he would reduce the crime and corruption in the nations, but in reality he has been 
known to be against women and people of color (Freedomhouse.org). Brazil has many 
indigenous tribes and also has granted them their own territories, but has lacked to 
provide any assistance with education or health (survivalinternational, 2020). In terms 
of the political sector, the risks seem to be a bit high since our target is the indigenous 
community and there is a lack of support or resources that we could receive from the 
government. To be more specific, the targeted region is the state of Para. Para has a 
local government which oversees the spending in the public sector and deals with the 
region issues (Brazil.org, 2020). In Para, they do allowed for indigenous communities to 
govern themselves, but their community lack majority of resources In others words, it 
means that both national and regional governments can have an impact and influence on 
the company. 
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Economic: 
Brazil’s GDP is currently at 1.869 Billion, which is ranked 9th place largest 

(The World Bank, 2020). The fact it has the 9th largest market size, making it attractive 
when considering starting a business for the wide range of opportunity. It also holds a 
place B, which means that it is a country that is developing in terms of growth and with 
a future of becoming a developed nation (ICAEW, 2020). Brazil is part of Mercosur 
which is a free trade agreement with countries in South America, demonstrating that 
they are trying to become a regional power. Another important factor is that Brazil has 
made plans to tighten their monetary policy, in efforts to decrease borrowing and 
increase interest rates, especially since their interest rate is low (OECD, Economic 
outlook. 2018).  It is important to consider the fluctuation of the exchange in recent 
years, because it can affect the prices on import or export products. In the last 5 years 
Brazil has had a fluctuation between 2 to 4 percent when compared to the value of the 
dollar (Focus Economics, 2018). The higher the fluctuation can be problematic because 
it means that the country is not stable.  The current fluctuations could be caused by the 
increased growth of the Brazilian economy (Focus Economics, 2018).  After articulating 
the economic data on Brazil, one could argue that it seems very attractive in terms of 
conducting business. To be more specific, we will be going to the state of Para where it 
makes up 40% of the GDP of the country with large exports of rubber and timber 
(Brazil.org, 2020). The region holds a strong economic presence in the nation, which 
results in having an import and export port that could come in convenience when 
importing products.  
	
Social:  

When analyzing the social dynamic of Brazil, the risks are high. Brazil has high 
rates of crime and infant mortality (Brazil, 2020). These two aspects project that Brazil 
is not safe and that there is a lack of investment in education and health care (Brazil, 
2020). Since there is a huge inequality in wealth, it also explains the correlation 
between crime and poverty (Brazil, 2020).   Specifically, we are interested in entering 
the indigenous communities that have even less resources or assistance in education and 
health care (Brazil, 2020. The current government seems to be less interested in 
preserving the rights of lands that pertain to the indigenous people and President 
Bolsonaro has even taken the initiative to give the rights to the Ministry of Agriculture 
(Reuters, 2019). This has caused social instability, where many indigenous women have 
decided to protest against Bolsonaro policies (BBC News, 2019). The population in 
Para is 7.5 million people (Brazil.org, 2020). The poverty in the region around Para is at 
a high, especially in rural areas (Brazil.org, 2020).  Almost 58% of the population in 
Para is considered poor, which means they are in need of social change to help with the 
income disparities (Brazil.org, 2020).  
  
Technological: 

Brazil has a controversial situation with  technological development. On the one 
hand, it was chosen by a number of global technological companies as the site for their 
offices (for instance, Uber, Google, Airbnb, Facebook and Instagram) (Brazil Monitor, 
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2018). The country has developed technological research agencies: on land, Embrapa; at 
sea, Petrobras; and in the air, Embraer (Brazil Monitor, 2018). On the other hand, the 
country faces the problem of deindustrialization. For instance, international companies 
prefer establishing automated production in Brazil without R&D units that could have 
promoted technological development (Brazil Monitor, 2018). Moreover, the country 
was positioned 67 in the 2019 GII report that is the worst result among BRIC countries 
(Global innovation index, 2019).  
 
Environment:  

The different Territories of Brazil ecompasses a few climate regions such as: 
tropical, equatorial and close to Mediterranean climate zone (Climates to travel, 2020). 
Nowadays Brazil faces a number of ecological threats. Deforestation caused by intense 
economic activities as well as illegal poaching and wildlife trade lead to extinction of 
flora and fauna species (Central Intelligence Office, 2020). Brazil encounters the 
problem of waste-management, especially in urban areas, for instance in Rio de Janeiro 
alone generates 0.5 billion tons of waste per year(Central Intelligence Office, 2020). 
Water pollution as a result of inappropriate mining operations is another burning 
problem in the country (Central Intelligence Office, 2020). Government makes efforts 
to improve the environmental situation in the region. For instance, the Amazon Region 
Protected Areas Program was implemented for effective management and protection of 
natural resources (WWF Panda, 2020) . Also the country shows developments in the 
field of renewable energy. For instance, Brazil has the largest among countries of Latin 
America wind capacity (Brett Smith, 2018). Furthermore, Brazil has invested in a solar 
panel farm as a way to push for more progressive use of energy (Costa, 2020). The solar 
panels are increasing in popularity because they are able to provide places such as bank 
long energy lasting hours to operate with (Costa, 2020). The fact that Brazil is a large 
country and solar panels have helped solve the issue of the lack of electricity in the 
country, now they are able to gain more coverage (Costa, 2020).  In fact, the concept of 
clean energy and solar panels are not a new phenomenon to the Brazilian society.  
  
Legal: 

The legal system of Brazil is based on civil law so basically statutory 
instruments rather than case law prevail. The authorities of the country have focused on 
foreign investment activities launching specific legal regulations to attract foreign 
investors, for instance, through launching "Tax Free Areas" (for instance, the Zona 
Franca de Manaus) and Export Processing Zones and lowering taxation on non-resident 
capital investment (Financier, 2019) . These laws show that the nation is pushing for 
more business and companies to come to Brazil. This law would also attract many 
foreign and local investors. Advertising, another important area that should be observed 
while doing business in the country is the self-regulated industry governed by non-
governmental agency Conselho Nacional de Autorregulamentação Publicitária 
(CONAR)(Financier, 2019). Brazil is reforming data protection legislation and Brazil's 
General Data Protection Law enters into force in 2020. This instrument mainly follows 
European data protection standards. (Financier, 2019). When it comes to clean energy, 
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Brazil has made it a law in 1998 that included the use of clean energy as “sources as a 
pillar of the country's energy policy (IRENA, 2015). This new law was made to push 
for the PDEE which is a 10-year plan that was created with the intent to expand the use 
of clean energy (IRENA, 2015).  This law is able to demonstrate the efforts the state is 
taking to push for clean energy and at the same time this law supports the goal of the 
company.   
  
PEST(EL) Conclusion: 

Overall, the Pest(el) served useful to be able to indict the external factors that 
would support the company and as well some obstacles that would be encountered when 
entering Brazil. Brazil seems promising in the aspect that it has a growing economy, but 
at the same time poverty is still a huge problem. In terms of the social aspect, there are 
prevalent gender issues which Solar Sister is aiming to improve the disparities. Brazil is 
also not new to solar panels, which gives us an advantage because it shows that the 
government is supportive in this aspect. At the same time, the current government is not 
a fan of social enterprises. NGO which could become a problem if a war is waged 
against them or environmental groups. To conclude, legal assistants will be necessary 
when entering Brazil, so that most obstacles can be avoided.  
	
Appendix 10 
 SWOT Analysis 
	
Strengths 

Solar Sister sends women out to rural areas to be able to sell a renewable energy 
panel, but most importantly before the women are sent out they receive training classes 
that are key (Solar Sister, 2020). “The training covers business skills like networking, 
marketing, and record-keeping” (Solar Sister, 2020). The training program is year round, 
where key skills are learned that help enhance their sales and business capabilities (Solar 
Sister, 2020).  It is important to note that many of these women do not have a higher 
education and these training help them become successful in the company but as well in 
the future when they gain autonomy to find other occupations to better their lives (Solar 
Sister, 2020). The women learn about the product and how it can help the community 
(Solar Sister, 2020).  

Solar Sister provides quality products that assure that it is following the guidelines 
that it used clean energy (Solar Sister, 2020). The products are affordable which is 
important because the target audience does not have the resources to spend a lot of 
money, but at the same time it saves them money in the long run because the consumption 
of energy will go down (Solar Sister, 2020). For example, the Sun King Pro All Night, is 
a solar panel that is able to collect energy out in the sun and last for 36 hours providing 
energy for days that the electricity is out or even areas that do not have electricity at 
all (Solar Sister, 2020).  
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The strongest strength that company has is that it has been able to bring positive 
social impact to communities (Solar Sister, 2020). “Independent research shows that Solar 
Sister’s model improves not only a woman’s household income, but also health, education 
and a woman’s status and control over resources” (Solar Sister, 2020). Solar Sister has 
been able to employ women that needed it the most, providing a brighter future and 
decreasing the income disparities between genders (Solar Sister, 2020). At the same time 
they are helping the environment by substituting electricity with energy saving products 
that also help poor households save money in the long run (Solar Sister, 2020). In 2019, 
Solar Sister was able to employ 4,565 women, reach 1.7 million people and 377,000 
products (Solar Sister, 2020).  

Weaknesses 
 In the Solar Sister webpage, the balance sheet, income statement, and cash flow 
are published (Solar Sister, 2020). In the income statement, the revenues made from the 
sales of the products are very low and donations are used as a means of revenue (Solar 
Sister, 2020). Many companies are able to reach a point of breaking even, but since our 
company is structure differently, it is important to note that we have to rely heavily on 
donations as a means of revenue which is weakness because it means we dependent on 
relationship with NGOs to guarantee we received donations in order for the company to 
function (Solar Sister, 2020).  
 Solar Sister is located in 4 African countries and it is important to note that each 
country has their own supply chain logistics (Solar Sister, 2020).  Brazil is huge and the 
supply chain system can be complicated because it has to be cost efficient. The 
company is considering entering the State of Para which has a huge export and import 
system which can benefit the company because it would decrease cost (worldportsource. 
2020). At the same time, the mother company has many suppliers which need to be 
closely analyzed to see which one offers the lowest export prices (Solar Sister, 
2020).  Solar Sister is focused into entering rural impoverished communities which is 
crucial that the roads that would be taken are organized logistically, since it would save 
time and cost for the women.  
 President Jair Bolsonaro has expressed his negative opinions on NGOS and 
social enterprises in Brazil. When the Amazon was under fire, President Bolsonaro 
blamed NGOS and other environmentalist groups for causing the fires (The Guardian, 
2019). When President Bolsonaro took power NGOs and other foundations with a social 
agenda found themselves with penalties along with “ministers have made clear that their 
sympathies are with loggers rather than the indigenous groups who live in the forest” 
(The Guardian, 2019).  Around the same time, the ministers decided to suspend all 
NGOs and other social foundations for 90 days declaring a war with NGOs (The 
Guardian, 2019). Even though the company is not a NGO it is a company with a social 
and environmental goal which can be complicated with the current political party in 
power.  
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Opportunities 
As mentioned before, Solar Sister Has the objective to provide occupation 

opportunities to the women that have no economic power (Solar Sister, 2020). The 
women that are being targeted are women that face many obstacles such as poverty and 
violence, and the opportunity of having a job can improve their living conditions. At the 
same time, the company is also giving them jobs where they can receive an income to 
improve their household since many are responsibilities of their families back home 
(Solar Sister, 2020). Last not but least, the product is environmentally friendly, which is 
improving the condition of energy use (Solar Sister, 2020).  
  
Threats 
 The main supplier that Solar Sister works with is Barefoot which makes the 
products but at the same the price of the supply chain process might be different since 
the products have to be brought to any other continent (Solar Sister, 2020). The 
advantage is that Barefoot Power does have a subsidiary in the US which is the closest 
in destination (Barefoot Power, 2020). Since there are a limited number of suppliers and 
price is a restraint it could be a potential threat because our control is very low.  
 The areas that we plan to tackle are in rural areas that have weak infrastructure, 
but it could be a potential threat if the government or an NGO decides to build better 
infrastructure. If the areas we are entering improved infrastructure, then the need for the 
product will decrease.  
 Furthermore, if political policies such as the one mentioned before “war on 
NGOs” seems to go in place, then it will be a threat when planning to enter the country, 
build partnerships, or even continuing to operate in the country. If new political policies 
are created that don’t fair our agenda, then receiving donations or assistance could be a 
crisis that the company will face.  
	
SWOT Conclusion: 

The SWOT analysis has allowed us to investigate the internal and external 
environment that the company will face in terms of identifying the strengths, 
weaknesses, opportunities, and threats.  The company has potential to provide 
opportunities of growth to the employees and community which is a huge strength since 
it aligns with the company goals. The SWOT is also crucial in understanding the 
weaknesses and threats that the company could face which can be beneficial in the 
future so that we could focus on improving these areas to avoid conflict. Overall, the 
SWOT gave us a strong tool to be able to brainstorm alternatives or solutions for the 
company. Solar Sister wants to ensure that the strength and opportunities continue to 
excel and grow, while the weaknesses and threats are monitored and constant solutions 
are developed.  
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Appendix 11 
 Buyer Persona (Program) 
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Buyer Persona (end-user) 
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Appendix 12 
 
Table 1. 
Gender Employment Gap  

 
 Source. The World Portal, 2020 

Table 2. 
Household Income per Capita Distribution  
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Table 3. 
Income Inequality in Brazilian States 
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Appendix 13 
 

  
Solar-powered products offered by Solar Sister 
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Appendix 14 

Requirements/Functions 

 
Position Requirements Functions 

Country 
Director/HR 
Ma 

• Higher education (financial or 
economic); 

• At least 5 years of successful 
financial management in a similar 
position or related (financial 
manager / financier / chief 
economist); 

• Interest in and understanding of our 
social mission  

• Volunteering experience is a plus  
• Professional and managerial 

experience; 
• Knowledge of management and 

accounting standards; 
• Confident user - PC, knowledge of 

MS-Office; 
• Experience with a large amount of 

information and documents, 
attentiveness. 

• High level of energy, sincere desire 
to help the employee in achieving 
their goals; 

• Management of the departments 
functioning 

• Providing methodological, project 
support for the implementation of social 
purposes. 

• Development of project, analysis and 
justification of the feasibility of the 
Company's projects. 

• Ensuring the functioning of a unified 
system of expertise and decision-
making on financing and 
implementation of social partnership 
projects of the Company 

• Organization of a system for monitoring 
the risks, opportunities and results. 

• Controlling over  the budget of the 
Company. 

•  Processing applications for the search 
and selection of personnel, posting 
vacancies on the search resources; 

• Search for new, active channels to 
attract employees; 

• Labor market monitoring and salary 
surveys; 

• Support for HR brand and corporate 
culture, work with staff involvement 
and motivation; 

 

Training 
Manager 

• Experience in the training and 
development of personnel (personal 
growth and management) of 3 
years (preferably in social 
enterprise or NGO) 

• Good presentation skills. 
• Positive attitude, determination. 
• High level of energy, sincere desire 

to help the employee in achieving 
their goals; 

• Interest in and understanding of our 
social mission  

 

• Plan educational programs. 
• Develop and conduct internal training, 

master classes, coach sessions, events 
for the exchange of employee 
experience. 

• Interact with external providers 
(approval of the program, organization 
of training). 

• Formulate proposals for improving the 
existing training system by requesting 
and analyzing the feedback of training 
participants. 

• Administer learning processes. 
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Psychologist • Work experience as a practical 
psychologist for more than 3 years; 

• Degree in psychology; 
• Exceptional professional qualities 

and business ethics; 
• Deep knowledge in the field of 

psychological counseling and 
psychotherapy (individual and 
group); 

• Sociability; 
• High level of energy, sincere desire 

to help the employee in achieving 
their goals; 

• Interest in and understanding of our 
social mission  

 

• Creation and holding of regular 
psychological trainings for all 
employees of the company; 

• Development of a program to enhance 
the moral, corporate spirit of the team 
and employee motivation; 

• Conducting individual sessions with 
employees, helping them to overcome 
limiting beliefs and stereotypes in the 
process of achieving professional goals; 

• Holding regular personal meetings, 
advising in the field of assessment and 
development of abilities, helping 
employees to feel as comfortable in the 
company as possible; 

• Maintaining the corporate culture and 
values of the company. 

 

Supply Chain 
Manager 

• Degree in Business Related field; 
• confident PC user; 
• ability to learn quickly; 
• responsibility, attentiveness, 

sociability, desire to work and 
develop 

 

• Planning the purchase of solar panels; 
• Analysis of proposals received from 

partners for the supply; 
• Search for alternative suppliers, 

focusing on the quality of the proposed 
goods and technical resources, price, 
delivery time; 

• Sales and procurement analytics; 
• Maintenance of working and reporting 

documentation; 
 

Solar Sister 
Entrepreneur 

• Woman based in rural area  
• Willingness to learn  
• Responsibility, attentiveness, 

sociability, desire to work and 
develop 

• Interest in and understanding of our 
social mission  

 

• Constant learning about the product of 
the company and its developments 

• Customer support 
• Conducting door-to-door sales 
• Informing community about the product 

and promotion 

Bookkeaper • Higher accounting education; 
• Work experience of 5 years as chief 

accountant; 
• Knowledge of accounting and tax 

accounting; 
• Efficiency in work. 
• Knowledge of legislation and 

national standards of accounting. 
• Scrupulousness, efficiency, 

attention to detail, initiative, 
responsibility, stress resistance 

• Responsibility for the financial 
statements of the company and the 
submission of data to regulatory 
authorities - tax, funds, statistics; 

• Control over the costs and financial 
processes of the company. 

• Monitoring and analysis of receivables 
and payables. Ensuring the proper 
execution of mutual settlements with 
counterparties in accordance with the 
contractual relationship; 

• Organization of company participation 
in inspections of regulatory bodies, 
compliance with the requirements of 
regulatory bodies. 

• Coordination of contracts and their 
conditions. Monitoring the 
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implementation and execution of 
payments.  

• Reporting. 

Appendix. Positions description 
 
Appendix 15 
 

Salaries 
 

Position Net salary/ US Dollar/month 

Country Director 2,450 

Training Manager 1, 155 

Psychologist 840 

Supply Chain Manager 2, 065 

Solar Sister Entrepreneur 300  

Bookkeaper 770 
Appendix. Salaries per position (Salaryexplorer website, 2020) 

 

Appendix 16 
Development Program  

The Program is designed by business development managers together with training and 
program managers. It is a five months participatory course that includes the following 
classes: 

1. Introduction to marketing. 
2. Networking and communication with customers. 
3. Record-keeping. 
4. Introduction to computer technologies. 
5. Practical course: introduction to solar energy and Solar Sister products. 

We do not have a specific date for the course to start. Once the group of at least 10 trainees is formed, we 
will start the course. In exceptional cases the number of  participants could be lower (for instance, if we 

urgently need new employees). Courses are conducted in the local office of the Solar Sister Brazil.  
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Appendix 17 

Evaluation Methods 

Evaluation 
Method 

Description  

Behavioral 
approach  

Solar Sister International wants the people joining the 
program to be committed to the program and truly want to 
create a change in their lives and in their communities. To 
be able to accomplish this, they must have certain behaviors 
that portray that. Someone in the program may have never 
sold anything in their lives, but if throughout the course of 
the program they learn the ins and outs of the program, 
Solar Sister International will be confident that their 
performance has improved and will be successful. Given the 
empowerment nature of the project, if their behavior 
changes are tracked from start to finish and improvement is 
noted, Solar Sister International can be satisfied that the 
program has worked as well. 

Results 
approach  

In order to carry out the skills taught in the program, Solar 
Sister International is implementing a product that the 
entrepreneurs will sell. That being said, given that the 
organization is a social entrepreneurship and not an NGO, 
Solar Sister International still has to show revenues from 
some type of sales. For this reason, Solar Sister International 
also needs to implement the results approach to be able to 
track how many products the entrepreneurs are selling. Part 
of the program is being able to put the skills into action and 
it will not be beneficial to the women to simply carry the 
products around with no incentive to actually sell. That 
being said, by implementing a results approach, it will help 
the organization device a commission-based pay structure in 
addition to the hourly wages. 
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Appendix 18 
 Logistics Performances Indicator (LPI) 
 
International Scorecard: 2007-2018 

 
lpi.worldbank.org 

 
Terminology Description 
International shipments: ease of arranging competitively priced shipments 
Timeliness: timeliness of shipments in reaching destination within the scheduled or expected 
delivery times 
Customs: efficiency of the clearance process (i.e. speed, simplicity, etc) by border control 
agencies 
Logistics competences: competence and quality of logistics services (e.g. transport operators) 
Infrastructure: quality of trade and transport related infrastructure (e.g. ports, railroads, roads, 
IT) 
Tracking and tracing: ability to track and trace consignments 

lpi.worldbank.org 
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Appendix 19 
 Distribution Model 
 

 
 
Appendix 20 
 Income Statement 
 

 
 
Appendix 21 
 Cost of Goods Sold, Sales and Forecast 
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Appendix 22 
 Wages 
 

 
 

Appendix 23 
 Investments 
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Appendix 24 
 
 Social Impact 
 
Direct Impact  
 

1. Individual Impact 
 
Income and Autonomy:  In the first year, Solar Sister will employ 20 women that live 
in rural areas and lack employment. During the first year of operations Solar Sister 
Brazil would provide 20 women with a personal stable income of 3 600 US dollars per 
annum that would improve their economic situation and bring autonomy. In many 
patriarchal countries such as Brazil, women are unemployed at higher rates than 
men.  The fact that income is being brought home, women are able to become 
financially independent and gain confidence (Solar Sister, 2020). Most importantly, 
they will be able to make household decisions and gain autonomy (Solar Sister, 2020). 

Business Skills and Leadership: Our Solar Sister Entrepreneurs are individuals that 
have not been able to attend school or receive any training which could be essential to 
advance their abilities to find employment. Solar Sister does not only employ women, 
but it also offers training and mentorship support to provide them essential skills (Solar 
Sister, 2020). Solar Sister also provides small programs to be able to teach the women 
on marketing, finances, and product knowledge (Solar Sister, 2020). As a result, the 
women will be able to earn income but at the same time improve their skill sets and 
resume, so that in the future they can be marketable for other occupational 
opportunities. To this end, during the first year of functioning Solar Sister Brazil will 
provide 20 women with leadership and business skills improving the level of their life.  

Indirect Impact 

1. Family Impact 

Gender Equality and Communication 

Women get communication and negotiation skills and contribute to the family budget 
that empowers them to speak up. They are feeling more power to express their opinion 
and be heard by other family members. It would not only improve lives of Solar Sister 
Entrepreneurs, but also lives of women that buy the products. They would be able to 
start their own artisan business having all day long access to electricity that would make 
them feel more empowered at home.  

Household Health and Stability 

Solar Sister clean energy products allow households to save money on fuel that 
increases economic stability of families. Personal income of Solar Sisters Entrepreneurs 
also brings money to their family budgets. Solar Sister products produce fewer 
emissions that reduces eye and respiratory problems in the household. During the first 
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year with 780 forecasted products to be sold and 20 Solar Sister Entrepreneurs we 
would improve health and stability of nearly 800 households.  

Education 

Solar Sister products would help students to study without daylight. It would also allow 
to save money on candles or kerosene that are used by students while preparation to 
classes during the late evenings. These money could be used to pay school fees or buy 
new studying equipment. With 1,7 fertility rate in Brazil (Statista, 2020), one sold 
product would improve life of at least 1 - 2 childs per household that uses Solar Sister 
Brazil products. Starting with the first year, when we are forecasting to sell 780, - 
approximately 1326 young students would get opportunities to study longer.      

2. Community Impact 

Women’s Status: Solar Sister Entrepreneurs are changing the status quo that revolves 
around the woman. Due to the positive effects of the products they are selling 
throughout the communities and the autonomy that they have gained, the Solar Sister 
Entrepreneurs are becoming role models throughout their communities. As role models, 
they encourage other women to follow in their footsteps and join them in the movement 
to create a change in their communities. Women go from solely being the caretaker of 
her household, but also becomes an advocate and leader for change. Solar Sister Brazil 
will be directly empowering women, but through the uplift of the women’s status in the 
community, Solar Sister Brazil is also empowering women indirectly. 

Business Growth: With the introduction of the clean-energy products amongst the 
communities, it becomes more feasible for local businesses to grow due to the 
availability of safe electricity throughout longer hours of the day. By offering electricity 
longer hours, local businesses can produce more, which in turn, allows them to sell 
more and increase their income. Although Solar Sister Brazil is not going to be 
employing the entire community and directly increasing their income, the organization 
will be indirectly providing the community with a very valuable resource that will allow 
the community to grow through their local businesses. 

Sisterhood: One of the value propositions for Solar Sister is creating a sense of 
community amongst the women - a safe haven for them. Issues such as sexual violence, 
physical violence, sexual harassment and domestic abuse are the top four most 
important issues women face in Brazil (Statista, 2019). For this reason, women in the 
community may find it difficult to trust anyone or feel safe around anyone. This 
vulnerability is what pushes Solar Sister and what will motivate Solar Sister Brazil to 
create a sisterhood, not only amongst its entrepreneurs, but also amongst other women 
throughout the communities. 

Community Safety: The last-mile communities Solar Sister Brazil will be impacting 
often resort to unsafe methods to obtain electricity, such as kerosene. Kerosene is 
flammable and although it is not poisonous, if swallowed there is a risk of short-term 
lung damage (HPA, 2006). Additionally, dermatitis can develop as a result of the skin 
coming into frequent contact with kerosene (HPA, 2006). By promoting the safety 
features the clean energy products can offer, community members, especially heads of 
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households, will learn that eliminating potential health issues that may later become 
chronic, is very plausible. Heads of households will feel more comfortable leaving their 
children unattended to carry on their day-to-day activities and feel safer being around 
their home’s source of electricity. In the first year alone, Solar Sister Brazil will 
distribute 780 products amongst these last-mile communities, with the distribution to 
increase as the program grows, meaning that the goal is to increase the households 
saved from dangerous channels of electricity. 

 
Appendix 25 
 Contingency Plan 
 

Scenario  Solution 

Non - profit 
organizations are not able 
to secure partnerships/ 
marketing purposes 

Solar Sister Brazil is counting on establishing 
partnerships with local non-profit organizations. 
However, in the event that the organization is unable to 
secure these partnerships, Solar Sister Brazil will have to 
adapt its marketing strategy to account for its individual 
approach to the market. Taking this into account, the 
advertising costs may increase due to the additional 
advertising the organization will have to do on a local 
level - a cost that was not expected to be so high since the 
local organizations would use their own resources to help 
advertise for Solar Sister Brazil. Additionally, the non-
financial benefits that Solar Sister Brazil were going to 
benefit from such as brand equity will no longer be an 
available asset to the organization, therefore an additional 
awareness plan will need to be created. 



	 59	

Solar Sister is unable to 
reach recruitment goals 

In the current expansion plan, Solar Sister Brazil is 
planning to start the program with 20 entrepreneurs and is 
expecting to double that number in the second year. In the 
following years, the program expects an additional 10 
entrepreneurs to join. However, in the event that Solar 
Sister is unable to reach those recruitment goals, the 
organization will not be able to sell the expected number 
of products, thus resulting in lower profits. To maintain 
low storage costs and minimum stock levels, Solar Sister 
Brazil will order less inventory from its supply. However, 
the organization may incur a higher cost of inventory due 
to the initial agreement that the cost of inventory will be 
fixed on the guarantee that we order the initial forecasted 
sales. In this case, Solar Sister Brazil will turn to the 
parent organization and partner with the grant manager to 
secure enough funding to cover the increased cost of 
inventory. 

Currently hired women 
aren’t able to sell the 
expected amount of 
products during the year  

As was mentioned before, Solar Sister Brazil is planning 
to employ 20 entrepreneurs and increase this number 
every year in order to grow and sell more products/serve 
more clients. In case currently hired women aren’t able to 
sell the expected amount of products during the year 
Solar Sister Brazil would have to reduce the number of 
new hires or not hire new entrepreneurs during this 
period. It would also lead to reducing the planned amount 
of inventory that would potentially save inventory costs. 
At the same time, this scenario would indicate potential 
problems in our Training Program since Solar Sister 
Entrepreneurs are not able to sell well so the training 
program and hiring criteria should be reviewed.  

Shipment difficulties Solar Sister Brazil is planning to import the Barefoot 
Power products from China with regards to the trade 
agreements between the two nations. There could be two 
scenarios that could occur that would create obstacles for 
the business such as delayment on shipment or a 
lockdown which would put a stop to shipping products 
out of China. The delay in shipment is a problem because 
it takes about 36 days give or take; therefore, Solar Sister 
Brazil would have to use the emergency stock and double 



	 60	

the following order to replenish the emergency stock. If 
China was to lockdown for any reason, Barefoot Power 
also operates in Mexico which is the closest location. In 
the financials, under the section of expenses the cost of 
goods sold are broken down by how much each product 
costs and the projected amount that needs to be sold. In 
case of shipment delay, it is best to order more, which 
means we would buy more products and just keep stocks.  

Higher growth rate than 
anticipated/less products 
sold than expected 

In the business plan, the financials are forecasted on how 
many products will be sold, so it could be that either there 
would be a higher growth rate than anticipated which 
would be solved by hiring more entrepreneurs and order 
more products to meet market demand. It could also 
happen that less product would be sold than expected, so 
in order to cover the costs the country director would 
need to inform the grant manager that Solar Sister Brazil 
will need a higher amount in grants. In the income 
statement, if the sales goes up the company can make 
more revenue or would be in less need of grants and it 
would be vice versa if the sales are lower the demand for 
grants would need to increase.  

 
 
 

Likelihood to occur Color 

Not likely  

Medium  

Very likely  
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