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Studentorganizatiorfunded by HEC Paris business school and French corporate firms

Created in 2009 byx, ° {6ams and A database of

: 10 missions :
three HEC student 14 active completed 600 social

members entrepreneurs

A To help social entrepreneurs assess their impact
A To promote social entrepreneurship:

A Articles on websitayww.planetedentrepreneurs.com

A Business Cases for HEC Paris

A To carry out applied research work D' ENTREPRENEURS
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. . . 1. Planet
1. Carriedout missions
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|. Background

2 SOCIaI ImpaCt assessment 2. Social Impact
What isSocial impact assessment?
I

Definitions

BocialmpactAssessmeniSIA)includesthe processe®f analyzingmonitoringand managing
the intended and unintended social consequenceshoth positive and negative, of planned
interventions(policiesprograms,plans, projects)and any socialchangeprocessesnvokedby
those interventions Its primary purposeis to bring about a more sustainableand equitable
humanenvironmeniQ

International Principles for Social Impact Assessment

Benefits Limitations

A Externaland internal ommunication A Risk ofover-monetization

A Clarity on Governance A Interpretation

A More effective and focused decisions A Exhaustiveness versus feasibility

A Investment mentality A Externalaccreditation

'p tftlFysiS RQIYUNBLINBYSdZNEQ NBLIRZ2NI Aa | F7
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|. Background

2. Soclal impact assessment AT
. . A men
Why assess social impact
A
Main objectives

TO ASSESS TO MONITOR TO COMMUNICATE
To evidence your To set up practical To design some
social impacts and social metrics to communication
see how you meet follow, monitor and tools for investors
your socialmission scaleup your social and local partners,
and how you could impacts in the providing  them
maximizeit future with concrete and

l> [> positiveoutcomes

baseline However,SROIls an academic and scientific framework that needsto be
more flexible for socialentrepreneurs Our methodologytries to be adaptedto each
socialproject andits specificities
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|. Background

2. Social impact as_se_ssment
How to assess social impact

T
TheSROFramework

Definition

The Social Return on Investment is a principlebased method for measuring social and
environmentalvalue (not currentlyreflectedin conventionalfinancialaccountsandcompareit to
resourcesinvested The SROFframework incorporatessocial,environmentaland economiccosts
andbenefits providinga biggerpicture of how valueis createdor destroyed

Guideline

At the end of the process,SROIs able to assigna monetary figure 6 & UNK S0 fozhe value
created 6 & K gukh socialvalue createdfor 1$ A y @ S & BuSrRoéedihan credible numbers,
SROprovidesa framework that capturesthe main componentsand benefits of a project.

What we kept What we changed
ACKS adl 1 SK2f RSNE AAninternal tool rather than a scientific study
AThe theory of change AMore qualitative results
AThe Impact Map framework AA focus on the direct stakeholders
AThe quantitative approach AFigures but no monetization
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|. Background

3. StiftungSolarenergi& Hybrid Social
Solutions Inc.

3. St3HSSI

HSSi is for-profit socialbusinesdaunchedin 2010 in the Philippines. It is specialized in
distributing solar lamps in ruraareasTheproduct is manufactured b$un Transfefunded by
StiftungSolar Foundatioand imported byHSSi

STIFTUNG SEL| e

SOLARENERGIE N

SOLAR ENERGY FOUNDATION MNon-prefit training institute

Gmﬂwﬂmmmoﬂwmmmw\

G¢KS aAiStffung2y 27 // ..... -
Solarenergiés to FIGHT STIFTUNG Fn...,.,.'r.;f"“
POVERTY in the TRANSFER | el B8 INTERI:I&TEIHHHM —y  mimmE
Philippines by providing Global social business Federation of NGOS Gommanity development NGO
all OFFGRID villagesith o oerme s R iy
SUSTAINABLE access to 1
solar energy through an
empowerment oriented .
approach that leverages I--I Philpsines
both market and
LIKAE F YGKNRBLIAO F2NDSaode Social Business

Marigral alstriwrhon and senaes
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|. Background

3. StiftungSolarenergi& Hybrid Social
Solutions Inc.

e

3. St3HSSI

A The final producincludesalamp, a battery, a cable and
a solar panel.

STIFTUNG
SOLARENERGIE

SOLAR ENERGY FOUNDATION

A There are three differentnode of lighting, the highest
reaching 100 Lumen

A Theretail priceis 3500 PHP &l)

The social objectiveare:

AL

a To bring light in remote areas

a To offer an alternative to existing lighting systems
(kerosene lamps, batteries)

i To develop new activitiewithin the communities
OK2YS@82N]l X SO2y2YAO | Ol A @k Suh BadsEr2a 2 C
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|. Background

3. Hybrid Social Solutions Inc. 5 SISHSS

A focuson the distribution model:
HSSrelieson existingdistribution networks

It hasmore than 35 partnersmainlyin the Luzonand Palawarnislands

Most partnersare MFIS(CARDNWTEX) whichsellthe lampsto their members
duringthe weeklymeetingshold by their accountmanagers

Most customersbuy the lampthanksto aloan

o Do Do Do Do

Eachislandis supervisedby an area managerwho is an HSSiemployee He
ensureshe well-functioningof the partnershipsand prospectsfor new ones

{{AQa 5AaiNRAOJeiFANTYY S NGB Q/ yBSAta (0 NR 6 dzii A

Sun HSS;i MFIs regional Endcustomers in
Transfer (Manila) branches remote areas

The products are sent via Partners buy the RaiseSocial | | Sellproductsmostly
transportation partners productsfrom HSSi Awareness | | with installments
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|. Background

4. A quick overview of the Philippines
=eEs

ThePhilippineshasan estimatedpopulationof 94 million people, mostly Christiansand it hasa
total landareaof 300,000 km?=.

The Philippinesis an archipelagocomprising7,107 islands The mainislandsare Palawanthe
VisayasMindanaoandLuzonwhere Manilais located

North

GDP 2010 $ 200 billion fudl oot
GDPJ/capita 2010 $2,123 S

HDI ranking 2011 112nd

Currency (for $1) 43 Pesos (PHI

Populationbelow the poverty line (2006) | 32%
Population with less than 1$ per day (200§ 26%

Today,the unelectrificationrate is 22%*
SourceNEA& NSO
Oneliter of kerosenecostsapproximately60 PHP

Sources: Wikipedia,
International Energy Agency

Planete d'EntrepreneursSocial Impact Assessment for HSBecember 2011



Il ¢ Methodology and process of the mission

. t N2OSaa 2F F tflysuS RQOyY
2. Step 1: Preliminary studies

3.  Step 2: Mapping the impacts

2. Step 3: The choice of the indicators
5. Step 4: Designing the tools '
6. Step 5: Field studies

7. Step 6: Deliverables
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[I. Methodology

~ +“ A B f
2F Lttt ysa s

wTo agree with the social entrepreneur on the terms of the mission

Before the wPreliminary work: to analyze the environment, read studies and draft the

wTo prospect both through our database and on the field J
o tools
miIssion

wTo meet with the managers and define the scope and objectives of the study
wTo design the impact map, the indicators and the questionnaires

During the wField work: interviews, focus groups, data collection and design of the tool

mission

wTo deliver a SIA tool with guidelines and recommendations

wTo write down an impact report and make a presentation for the entreprengur
w Followup work
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[I. Methodology

Step 1: preliminary studies Step 1

R

To better understand the market and the environment of the social business, Planete
R Q9 y (i NB adnNEeaBsNdstudiesas well assimilarsolarinitiatives The objective of this
preliminary work is to define the main categoriesof impact and their relevance for the
organization

Therefore,in appendixthere are somequotations,factsand
figurestakenfrom studieson solarenergyand solarlanterns
marketconcerning

A Theimpactof kerosenelampson healthandsafety
Theimpactof kerosenelampson education
Theimpactof kerosenelampson environment
Theimpactof kerosenelampson activity

o Do Io I

The potential limitations of solar energy program and
solarlanterns

e el e L ol e s
I S Al Ll e S 3 A
_______
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[I. Methodology

Step 2: mappinghe impacts Step 2

e P
Thelmpactmap
To isolate changes, SROIlspecialistsrecommend to develop an outcome map that depicts
relationships between initiatives strategy and intended results The impact map helps the

entrepreneurto understandhow he createssocial,environmentalor economicchangeby linkinghis
mission hisobjectivesand hisactivitieswith the outcomes

Howto completeit?

1. Identification of the stakeholders(anypeople/organizationmpactedby the socialbusiness)
2. Analysisof the way they are related to the socialbusinessidentificationof their contributions
3. Definition of the outcomes the potentialand measurablebenefitsrelatedto eachactivity

4. Listingof the indicatorsto collectandanalyzethe dataableto asses®achimpact

Impact Value | INPUTS == AcTivITIES  —B=  OUTPUTS  —B=  OUTCOMES | GOALALGNMENT
= WHAT IS PUT WENTURE'S RESULTS THAT CHAMGES TO ACTIVITY AND
Chaln INTO THE PRIMARY CAM BE SOCIAL SYSTEMS GOAL ADJUSTMENT
Here iS a Simple : VENTURE ACTIVITIES MEASURED
- o WHAT WOULD
but efficient way B | AVE HAPPENED
to understand ANYWAY
the process \ ~ IMPACT /
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Step 2: mappinghe impacts

Customerampact map (abstract focuson economicsituation improvement)

1/ Economic situation improvement

IMPACTS NATURE INDICATORS Questions SOURCE
. Where did you gef
. What kind of . L : y ) g
How would you describe the change . . How would you measure it? How would you ask beneficiaries? the information
impact is it? from?
Amount of consumption How much Kerosene did you buy before buying the solar lantg
Kerosene decreasémonth How much kerosene do you buy today?
consumption Unit Price What is the price of 1L of Kerosen?
. Amount of consumption How many batteries did you buy?
ENERGY . Direct/ ; . )
Battery consumptior] o decreag/month How many batteries do you buy today? Indirect calculation
SAVINGS Quantitative Unit Price What is the price of a battery?
Amount of consumption How many liters of fuel did you use before solar lantern?
decrease/month How many liters do you use today?
Generator el (B What is the price of one liter?
Additional revenue Direct/ Additionnal income per month thankq{ow many paid additional hours per today? Customers
ADDITIONAL Quantitative  [to the solar lantern What is the revenue linked to those hours? questionnaires
INCOME Mobile charging Direct / Additionnal income thanks to mobile | pg you sell mobile charging to you neigbhors? Customers
station Quantitative  |charging How often and how much do you charge? questionnaires
) o Amount of crops saved? Do you feel you have less crops loss since you have a solar
Crops loss Direct / Qualitativel lantern?
OTHER SAVING . If yes, how much money do you think you saved? Cus.tome.rs
Direct / Savings per week Frequence of mobile charging B/T questionnaires
Mobile charging . Price of mobile charging?

Transport costs B/T?




[I. Methodology

Step 3the choice of thandicators Step 3

R

Howto choosethe indicators?

Eachimpact hasto be measuredwith relevantindicators The study hasto be confinedto 2-3
indicatorsmax perimpact

AToget more preciseresultsduringthe givenevaluationperiod

ABecausesomeindicatorswould require alongscientificapproach
ATohighlightqualitativedatainsteadof focusingonly on figuresand quantitativeinformation

Indicatorsnature and sources

ATheindicatorsselectedwill be both quantitativeand qualitative

ATheycouldbe either direct (e.g. extrarevenue)or indirect (e.g. savingsallocation)

ATheycanbe measuredby different methods questionnairesinterviews,focusgroups,reports etc.

Two different comparative approaches to design indicators:

1. {FYLX S& I LILINRZI OKY . SYSTAOGAIWIBEOMIONIRY A NE
2. Timeline approach: Situation before and after buying the product/working for company:.
bhp aSUiK2R OK2aSy oé tflysidS RQI9YINBLINBY S dzN.
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II. Methodology

Step 3the choice of thendicators
How toproceed to evidence the impacts

Regarding the impact reports on solar energy (see appendix), the study will ¢
focus on the indicators below:

Kerosene Additional Living
Savings Revenue Conditions

e Dayto-

ir Quality

Improvement day
activities

Convenience

Studying Academic
Time Level

and
Motivation
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Il. Methodology

Step 4tools design Step 4

T

Questionnaire Impact Map Collection Tools
E"]_. geenlight ey —

Impact report P ——

HYBRID
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[I. Methodology

Step4: tools design "
Focus on guestionnaires methodology

e
Building a Questionnaire

A Buildanimpactmapto bringout the mainimpactsof HSSon stakeholders
A Developindicatorsto assesshoseimpacts
A Buildquestionnairesvhichwill allow usto measureeffectivelythe indicators

Administrating a Questionnaire

A Dependingon the stakeholderand on the way it is administrated,a questionnaireinterview
shouldlastbetween20min to 45min;

A Thereshould be very few intermediariesbetween the surveyorand the interviewee (only 1
translator)in order to collectobjectiveinformation;

A Accordingo the culture, sex,ageof the intervieweesomequestionscandiffer.

Changing a Questionnaire

A questionnaireneedsto be changedaccordingo on-field observations
A Somequestionsare not relevant/clear/usefulenough
A Someguestions/indicatorsieedto be changedo better measureanimpact,
A Questionamustbe addedto collectunpredictedvaluableinformation.
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[I. Methodology

Step 5field studies Step 5

e
Scope of the study

)
)
)
)

Thestudyfocusedon two major stakeholders*of HSSI
Athe end-customerswho buythe solarlanternsfor their personaluse
Athe MFImemberswho sellthe solarlanterns: CARC& NWTF

Forthe first group, the study focusedon the impactsthe useof the solar
lamp hason savings.educationand day-to-day life.

Forthe MFI members,it focusedon the impacts on revenue and social
position.

Thestudytook placein Mindoro and Palawanin about 30 barangaysHSSiI
entered this market about a year ago so the before/after study makes
sense

Thestudy took placein December2011 Thegoalisto pursuethe study
on the long run to monitor the indicators chosenin the social impact
assessmentool createdduring the mission

» Acompletesocialimpactassessmentvould take all the stakeholdersnto accountbut due
to limited time and resourcesthe studyfocusedon thosewho seemthe mostimportant.
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Step 5field studies

Sample & Resources

[I. Methodology

Step 5

k ORIENTAL

The villageswere chosenin the islandsof Mindoro and Palawan Both MINDORO .. .
on-grid and off-grid villageswere on the agendaand no preselectionwas . foN
madein termsof age,sex,activity soasto guaranteearandomsample ~m » 2
BT kN A0 I et
A 134customersand 16 accountmanagerswere interviewed in about | ,f W i
i Suly Sea
30barangays o y 4 -
A 697peopleunderstudy (in the householdsof the interviewees)
EndCustomers: Accountmanagers
Mindoro: Palawan Mindoro Palawan:
A 2 PDE members A2 PDE members A2 PDE A 2 PDE members
A20 villages A20 villages members A8 interviews
A38 customers  A96 customers A8 Interviews A2 translators
A2 translators A2 translators A2 translators

U 21% of customers were CARD members, 78% were NWTF members
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[I. Methodology

Step 6final report & deliverables Step 6

A The final impact report, including:

1.

2.

3.

An impact evaluation based on the indicators selected
Data, facts and figures enabling the partner to better understand its environment

Recommendations based on field observations

A A follow-up tool including:

1.

2.

A data collection and calculation tool
A Penetration tool

Questionnaire templates

An impact map

Tool tutorials to run new SIA
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[I. Methodology

Step 6final report & deliverables Step 6

T

Disclaimer
What can be taken for granted: What can not be takefor granted
A All datawas collected through the A Scientific and statistical evidenoé
guestionnaires administration Impact
A All qualitative information relies on A Systematicaimpact attribution

AYUGSNBASESSEAaQ aidl tSYSyida
A Causality links (mainly for health)

A Factsand figures were observed on

the field A Account managers data as the sample is

too limited
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1. Customer profile and sample analysi:
2. Learnings about the solar lamp

3. Learnings about microredit

2. Learnings about other lighting syste
5. Learnings about mobile charging

6. Impact on customers

lll. Results of the study

Il ¢ Results of the study on entlistomers

1. Impact on economic situation
2. Impact on education
3. Impact on dayto-day convenience
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1. Customer

1. Customer profile Profile

[1l. Results

Ve

A 94% of interviewed enecustomers are women

A A typical household is composed®P people amongst
whom 1.9 children

A 43%of interviewed customers villages have electricity b
only 25% of households have electricity at home

Endcustomers and electricity

Off-grid villages Off-grid customers
m Villages m Customers
with having
electricity electricity
m Villages m Off-grid
without customers
electricity
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1. Customer

1. Customer profile Profile

1. Results

A The majority of interviewed endustomers ardarmers ¢0%.
Fishermen, who primary use the solar lantern to work,
represent18%o0f the interviewed enecustomers.

A The average income of interviewed customer8640 PHP per
month. The median income is 7000 PHP per month.

A 18%of end-customers earress than 3000 PHP per month. 7
of end-customers earrmore than 20 000 PHP per month N

Housekeeper's job Repatrtition of the households per income brackets
5% . 18% Total monthly income
armer ° of the household
m Owns a business (e.g. grocery shc
<3000 PHF
® Fisherman
) 3000 PHRP 5000 PHP
Miner o
21% 5000 PHP 10 000 PHF
Employee \
Other = 10 000 PHP20 000 PHF
32% = >20 000 PHF
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[1l. Results

2. Learnings

2. Learnings about the solar lamp about the solar

lamp

Why did you buy a solar lantern?

* Multiple choice question / Open question

ot A Themainreasonfor buyingis by far Better

80% lighting

ng A 17% of customerstold they bought the

50% lampto start or developa new activity such

;‘8; assartsaristores,fishingor farming

20% . A Savings34% of answers,is alsoone of the
e IS A%

10% mainreasongfor buying
0%

Better lighting  Savings Safety&Health Mobile Other
charging

The average customer has had the lantern for
8 monthsand paid an average price 890
PHPto buy it. He uses it aboli hours per
night in average.
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[1l. Results

3. Learnings

3. Learnings about microredit about

microcredit

Average cost of the lantern

6000
o 4514 4800 4835
4000
3000
2000
1000

0

Paid Cash 4-month loan 6-month loan 9-month loan 12-month loan
m Cost of the lamp Interests of the loa = Interests of the loan

Repatrtition of the customers

depending on the loan A Most of the customers apply for a 12 months loan
(59%)
1% m Paid cash A The longer the loan the more expensive the
% W Salary reductior lantern :4835 PHP for a 12 montban, (50
= 4-month loan weeks)3590when paid in cash
- 59% © 6-month loan A 97%ofcustomerst AR GKIFG 61 ayQi

9-month loan back the loan every week

1% 12-month loan
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1. Results

4. Learnings about

4. Learnings about alternative lighting Syste sty

systems

General information

Among these customers using alternative lighting systems
today:

. .
73% of customers still A33% use kerosene

use other lighting A29% use flash lights (batteries)

systems A25% of customers have access to electricity at home
AFew of them still use candles and generators

Do you still use other lighting systems than the Solar lan * 134 respondents

~ Yes
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[1l. Results

4. Learnings about alternative lighting syste et

systems

T

Before the solar lamp, what kind of lighting system did you use

* 134 respondentg Multiple answers allowed

100%
gng 69%
0
60%
50%
40%

25%

20% 19%
0
10%
0%

Ks.lamps  Candles Flash lights Generator Electricity
Today, what kind of lighting system do you use ?

100% * 134 respondentg Multiple answers allowed
80%
60%
40% 33% 29% 2504
20% - 5% - 6% -
0%

Ks. lamps Candles  Flash lights Generator  Electricity
Planete d'EntrepreneursSocial Impact Assessment for HSBecember 2011



[1l. Results

4. Learnings about

4. Learnings about alternative lighting Syste rjfsssisstwae

systems

e 00

a. Kerosene consumption

AToday, among the customers still using kerosene, the
TOday’ Only 1/3 of the monthly consumption has decreased by 4.4L

customers still use
kerosene lamps AThe average monthly consumption per month is now 1L

Use of kerosene lamps Average consumption of kerosene
100% (Liter per month)
80%
60% m Before Sun
40% Transfer 2
20% m Today

0%
. 0,0 1,0 2,0 3,0 4,0 5,0 6,0
B Before Sun Transfer . m Today

*134 respondents

* Among the 112 kerosene buyers
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[1l. Results

4. Learnings about

4. Learnings about alternative lighting syste S

systems

a. Kerosene consumption

AOnIy 4% of customers use the same quantity of kerosene
50% of customers have than before
stopped using kerosene A13% of customers have decreased their consumption by
50%
A12% of customers use 3 times as less kerosene as before
AToday, 76% of the respondents do not use kerosene

since they have the Sun
Transfer 2

Repartition of the households per kerosene consumption hak
|

*134 respondents

m Have never used kerosene
499 m Same than before
49 m Reduction < X2
B Reduction between X2 and X
m Reduction > X&

m Do not use kerosene anymor
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[1l. Results

4. Learnings about

4. Learnings about alternative lighting syste S

systems

b. Candles consumption

AToday only 5% of the customers use candles compared to
the 19% before

Today, the number of ABefore the solar lamp, the average consumption per
customers using candles month was about 20 candles
has decreased by over 75%AThe monthly consumption is dramatically high for people

living in remote areas, where the average cost for kerosene
amounts more than 100 PHP/L

Y Today, people only buy candlesdaise of emergencifhis is no longer an alternative lighting
system

Use ofCandles Average consumption of candles
(Number per month

Before Sun Transfer :

Bl Today | 0.3

Before Sun Transfer . Today
*134 respondents
Planéte d'EntrepreneursSocial Impact Assessment for HSBecember 2011
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[1l. Results

. . . . 4. Learnin bout
4. Learnings about alternative lighting syste sty

systems

c. Flashlights consumption

~ AHighlights Among the 69% of the customers using
Most of the customers using f|ashiights before the Sun Transferlf of them use

flashlights have stopped  batteries (43 customers out of 92)nd half of them use
using it since they have the rechargeable flashlight§49 customers out of 92
Sun Transfer 2
Arodayonly 29% of the customers still use flashlights
(both batteries and rechargeable) compared to 69% before

Use offlashlights

-42%

B

Before Sun Transfer : Today *134 respondents
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[1l. Results

4. Learnings about

4. Learnings about alternative lighting syste S

systems

d. Batteries consumption (for flashlights)

The average consumption of
batteries has decreased by
over 50%

The customers onlyse 1 battery per week compared to 2
batteries before

Average consumption of batteries
(Number per week)

Before Sun Transfer : 2

Today 1
*45 respondents
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[1l. Results

4. Learnings about

4. Learnings about alternative lighting Syste Ifuaatedat

systems
e
e. Rechargeabile flashlights

AToday, among the 29% of the customers still using
Today, the numlc_)er of flashlights 65% use rechargeable flashligh(25 customers
customers using out of 39, compared to 49 befdre
rechargeable flashlights Aamong them, 24% still pay to charge their flashlights

was cut by half (electricity outside)
How do you charge your flashlight? *39 respondents
Before the Solar Lamg Today Electricity

at home
27%

No

~
N Electricity flashlight
Electricity, at home anymore |
. \ A 0 \ /
outside 4r% 49% Electricity
outside

53%
24%
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[1l. Results

5. Learnings

5. Learnings about mobile charging about mobile

charging
e
A45% of customers do not use electricity outside
Today, 70% of customers anymore

h lar lam . . .
ushe i Sf? a a bpl 1© AHousehold with electricity have also decreased their
charge their mobile use of electricity using the solar lamp more often to
phone charge their mobile phone

AA household owns 1,46 mobile phones on average
How do you charge your mobile phone?

Before the Solar lantern Today
100% 100%
80% 5306 80% 70%
60% 60%
37%
40% ° 0% 31%
20% 5% 20% 13%
Electricity at  Electricity  Solar lamp Electricity at Electricity Solar lamp
home outside home outside
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6. Impact on
6. Impact on engustomers

1. Impact on economic situation
Savings on lighting system
Savings on rechargeable items
Savings on electricity
Total savings summary
Impact on additional revenue

2. Impact on education

3. Impact on dayto-day life
Impact on indoor pollution
Impact on safety
Impact on time
Impact on activity
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lll. Results of the study

1. Impact on Economic Situation 6. Impact or
Methodology and main findings

To assessthe impact of the solar lantern on the economic situation of the customers, Planete
R Q9 y i NI hapfasys&loaNad mainindicators

Thesavings:

i

i

Onkeroseneand candles,asthe solarlantern mayreplacekerosenelampsandcandles

On batteries and chargeableflashlights charging (for off-grid-customers),as the solar lantern may
replaceflashlights

On mobile charging(for off-grid customers)asthe solarlanternmayreplacepay-per-chargemodel

On electricity (for on-grid customers),as the solarlantern is usedat home as an alternative lighting
system

Theadditional incomeof the customersthan canwork later at night thanksto the solarlantern

‘ A A typical customersavesin average4 060 PHPper year thanksto the solarlantern.

Thisismainlydueto savingson kerosene

A Thecustomersdeclaringadditionalworking hoursat night thanksto the solarlantern
earnanadditionall7 052 PHPper yearin average



1. Impact on Economic SI'_[UB.'[IOI’] |
Methodology to assess the impact on savings

Total savings [N/
thanks to the &
solar lantern

KEROSENE CANDLES BATTERIES MOBILE PHONES CHARGEABLES ELECTRICIT
CHARGES FLASHLIGHTS CHARGES
(Number of (Number of (Number of (Frequency of mobile phone  (Frequency of rechargeable
liters of candles bought : charging outside home BEFOR flashlights charging outside
batteries bought
kerosene bought BEFORE home BEFORE
BEFORE == = Declared
=-BEFORE == = savings per
Number of Frequency of mobile phone Frequency of RFL charging mogthp
Number of liters Number of : charging outside home TODAY  outside home TODAY)
batteries bought (based on
of kerosene candles bought TODAY) 83 monthl
bought TODAY) TODAY) =3 electrici{
% Number of mobile phones Number of RFL bills) y
Price of a liter of Price of a Pbr;?e(:f 4 % 83
kerosene candle y Price of a mobile phone charge Price of a RFL charge
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[1l. Results of the
stud

1. Impact on Economic Situation 6. Impact or
a) Savings on lighting systems

Kerosene savings (for kerosene lamps) (1/2)

In average, CUStomer_S Save AToday, customers have significantly reduced their
268 PHP/month which kerosene consumption: in average4 liters are

amounts to 3094 PHP/year saved per monththanks to the solar lamp

AThe average cost of a liter of kerosene is 61.09
* Among the 112 kerosene buyers PHP

Repartition of the households per keroser

consumtion habits Have never used kerose

AAs a result, customers save in average
= Same than before PHP/month,which amount to3094 PHP/year

49% mReduction < XZ

Y A25% of the customers have reduced by more than

(]
m Reduction between X2

and X3 twice their kerosene consumption

m Reduction > X3

H Do not use kerosene
anymore
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1. Impac_:t on qunpmlc Situation
a) Savings on lighting systems

Kerosene savings (for kerosene lamps) (2/2) * Among the 112 kerosene buyers

Consumption in absolute terms (# of liters)

# of Liters of kerosene bought per wee 1,2 0,2 1,0 L

# of Liters of kerosene bought per mo 54 1,0 4.4 L
# of Liters of kerosene bought per yea 62,4 11,8 50,6 L

Savings (in PHP)
cost of Liters of kerosene bought per we 73 14 59 PHP

cost of Liters of kerosene bought per mgq 330 62 268 PHP
cost of Liters of kerosene bought per ye 3813 719 3094 PHP
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' 1. Impact on Economic Situation
W/ ) Savings on lighting systems

Candles savings

Aln average, abou20 candlesare saved per month thanks to the

- solar lamp
mo?]ta'r\lllfgigpgl_lp Arhe average price of a candle is 6.07 PHP

AAs a result, customers sa®@9 PHP/month which amount to
* Among the 15 candles buyers 1378 PHP/year

Consumptionin absoluteterms (# of candleg

# of candles bought per week 4,43 0,07 4,37
# of candles bought per month 20,0 0,3 19,7
# of candles bought per year 230,5 3,5 227,1

Savinggin PHP)

cost of candles bought per week 27 0 26 PHP
cost of candles bought per month 121 2 119 PHP
cost of candles bought per year 1399 21 1378 PHP
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§1. Impact on Economic Situation
customers

a) Savings on lighting systems

Batteries savings (for flashlights)

Aln average, about 5 batteries are saved per month thanks to the
Savings per solar lamp
month =98 PHP Arhe average price of a battery is 21.62 PHP

AAs a result, customers save 98 PHP/month, which amount to
* Among the 45 batteries buyers 1137 PHP/year

Consumption in absolute terms (# of batteries)

# of batteries bought per week 1,7 0,7 1,0

# of batteries bought per month 7,8 3,2 4,6
# of batteries bought per year 89,8 37,3 52,6

Savings (in PHP _
—
cost of batteries bought per week 37 15 22 PHP

cost of batteries bought per month 168 70 98 PHP
cost of batteries bought per year 1943 806 1137 PHP
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1. Impa(_:t on Economic Sltgatlon
b) Savings on rechargeable items customers

(for off-grid customers only)

Rechargeable flashlights savingsﬁln average, a customer has 1.12 flashlight at home
Aln average, an offirid customer using rechargeable
flashlights used to go and charge it twice a week
In average, customers save before the solar lantern, and less than once per

53 PHP/month which week today.

AThe cost of a rechargeable flashlight charge is 9
amount to 643 PHP/year o0, auerage

AAs a result, customers save 53 PHP/month, which
amount to 643 PHP/year

Money savings on RFL charg

* If no electricity and using rechargeable flashlights

9 9 PHP
20 8 12 PHP
87 34 " 53 PHP
1050 407 643 PHP
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_ 1. Impact on Economic Situation
# b) Savings on rechargeable items
(for off-grid customers only)

6. Impact on
customers

Mobile charging savings Ain average, a customer has 1.46 mobile phones at home

Aln average, an offjrid customer used to go and charge
them three times per week when he had no solar
In average, CUSIOMErS Save |antern, and only once every two weeks today
125 PHP/monthwhich AThe cost of a rechargeable flashlight charge is 8 PHP i
amount to 1514 PHP/year  average |
AAs a result, a customer save 125 PHP/month, which
amount to 1514 PHP/year

.
Money savings on mobile charging

* If no electricity and having mobile phones

8 8

35 6 29 PHP
149 24 125 PHP
1801 287 1514 PHP
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[1l. Results of the
stud

1. Impact on Economic Situation 6. Impact or
. . . customers
c) Savings on electricity

Electricity savings for ogrid customers

If electricity at home: do you think you save electricity thanks to the lantern?

Solar lamps have an
economical impact on ofgrid
customers as it is an alternative
lighting system

= No

. 58% Yes

If electricity at home: How much do you think you save?

Per month 136,67 PHP
Per year 1640 PHP

*This question was asked to households who said they saved electricity to the lantern. Not all of them did answer.
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[1l. Results of the
stud

2z 1. Impact on Economic Situation 6. Impact or
. customers
- d) Savings summary

e

A customer saves in average Aln average, a typical customer saves 336 PHP/month
336 PHP per monthwhich which amount to 4060PHP/year.
amounts to4060 PHP per AMore than 20% of the households save more than
yearthanks to the solar 6000PHP per year thanks to the solar lamp.
lantern A% of the households save more than 10000 PHP/year

e
Savings per year: repartition of the household

10% No savings

Save < 2000 PHP per ye

23% m Save 2000 <x<4000 PHP per y
m Save 4000<x<6000 PHP per ye

m Save 6000<x<10000 PHP per y«
m Save > 10000 PHP per ye
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[1l. Results of the
stud

=~ 1. Impact on Economic Situation 6. mpac on
. _ customers
= d) Savings summary

N

Savings summary for offrid customers

For a typical offyrid customer . . .
usir):p the S]Z)glar lantern Off-grid customers are the first to make savings thanks
9 ’ to the solar lamp. Their main sources of savings are

kerosene represents 63% of NiS  yqrosene (6396) then mobile phone charging (23%)
savings.

.
What are the typical savings of a custonwath no access to electricity

4%

0%
m Kerosene

m Batteries for flashlights
m Candles
1% m Mobile phones charging

Rechargeable flashlights chargit

Electricity
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1. Impa_c_t on Economic Situation
e) Additional Revenue

37% of customerslaim A 37 % of customersclaimthey canwork more at night or develop
they earn an additional new activitieswhich enablethem to earnan additionalincome

income directly linked to A Thisfigure does not take into accountthe customerswho work
the use of the solar lamp.  moreat nightwithout earningmore (ex teachers)

On average, those 37% A The majority are those who have developed mobile charging

can earn an additional station, those who can open their sarisari store at night, and
1421 PHP per month finallythosewho cookfood to resellit (ex polvoroncooking)
which represent A Mobile charging station usually represents a small additional
18% of their income income up to 200 PHPper month

. ST2NB= L g1l a
at night because | had to
switch on the generator.

Now | can switch on the light

In one second at anytime of
0KS yAIKIOGE
Sarisari store owner in
Sandoval, Palawan

The main impact is
linked to the additional
opening hours of the
sartsari stores that
sometimes enable the
owner to earn 200 PHP
more per day
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lll. Results of the study

2. Impact on Education
customers

Methodology and main findings

To assesghe impact of the solarlantern on education,PlanéteR Q 9 y (i NB habsficys&ddzN.A
three mainindicators

Themotivation of the children goingto school
It may be easierto work with a better sourceof light, and more convenient to work with a
cleanerone (contraryto kerosenelamps)

Thestudyingtime at home of the children goingto school

Thelevel of the studentshavinga solarlantern
Basedon interviewsof teacher

A97%o0f the parentsthink their childrenare moremotivatedto read
andlearnsincethey work with a solarlantern

AThestudyingtime perchild goingto schoolhasincreasedoy 45%in
average



[1l. Results of the
stud

6. Impact on

2. Impact on education customers

General data

A70% of the parents interviews declared having children going to school
Aln average].86 childrenper households goes to school

AOut of all these household$6% use the Sun Transfer 2 to study at
night

ACustomers admitted studying asmajor change in their dap-day life
since they have the solar lamp

0]

97% of the parents think

their children are more

motivated to study with
the Sun Transfer 2
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[1l. Results of the
stud

6. Impact on

2. Impact on education customers

Impact on studying time

AThe average studying time per child has increased sinc

Thanks to the Sun Transfer children work with the solar lamp: it i85 times longer
than before (about 35 minutes)

lamp, the studying time has AThe increase in studying time partly reflects the impact

increased by 45% of the solar lamp on education: there apgher relevant
indicators
"°Us - Average studying time of Convenience %
- scolarized children AThe solar lamp provides children with a brighter light
%328 /- and prevents them from eyproblems
130 — AAs the lamp is smokeless and very handy, children
090 1h53—— | stopped inhaling toxic fumes and getting burned
0.20
0,00

] 1h19 .
- Time

~Average studying  Average studying | Awhen working, wind blowing is no longer a problem
time before the solar  time today AThe solar lamp let children free to do other activities

_ Iamp_ B during the day
* Among children without access to electricity
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[1l. Results of the
stud

6. Impact on

2. Impact on education customers

e

Other conclusions

Even if children go to school, the solar lampas systematically used to stud4%).
There might be different reasons:

AChildren study wittelectricity; they only use the lamp at burn out times

AChildren are too young to have homework at night

AThe solar lamp was bought fother specific needgworking, walking in the mountains
etc.)

AThey may useafe alternative systemsuch as flashlights

Regarding social impact, the increase in studying time candticer realities:

Y Given the benefits of the lamp, children can be more efficient at workspeahd less
time on studying

Out of 8 teachers interviewedonly one of them is able to notice differences between
children studying with or without the lamp. Hence there is no incidence on the quantity of
homework given at night. Howevehey all stated that the lamp really strengthens their
aptitudes at studying.
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lll. Results of the study

3. Impact on dayo-day life
Methodology and main findings

6. Impact on
customers

Toassesshe impactof the solarlantern on customersday-to-daylife, PlanéteR Q 9 y (i NS haslB y
focusedon four mainindicators

Indoor pollution
Asthe SunTransfereplaceskerosenelampswhichemitstoxic fumes

Safety
Asthe SunTransfereplaceskerosenelampsand candleswhich maycausedomesticaccidents

Foroff-grid customerstime savedto:
AGobackandforth to chargemobile phonesoutsidehome
AGobackandforth to chargerechargeabldlashlightsoutsidehome

Generalactivities
Orin other words, how the SunTransferhaschangedhe everydaylife of its users

95%0f customers have the feeling that using kerosene has improved the
guality of the air and®7%feel safer since they have the Sun Transfer

A A customer saves in averaje4?2 per weekon mobile phones and/or
chargeable flashlights charging



] lll. Results of the study
3. Impact on dayo-day life
customers

a) Indoor pollution

Among the 109 customers who answered this | DO You have the
feeling that using

question,95%admitted that reducingtheir kerosene | |.cc verosene has
consumptionhad curb the indoor pollution of the | jmproved the
household quality of the air?

Themain reasonsthey spontaneouslymentionedto evidencethis improvementare the
fact that they coughless(56%), the reduction of the blackparticlesin the nose (46%),
andthe decreasenthe g | { dirtide@s(44%)

« | bought the Sun Theproblemsthat haveimprovedthanksto the keroseneconsumptionreduction
Transfer for my father * Open Question
who hashadasthmafor ~ °°” 53%
years Since he has 409
stopped using kerosene
lamps, he does not  20%
coughanymore»

46% A4%

506 11% 11%

0%

Coughing Black Black walls Watery Headaches Other
particles in eyes
the nose

BabylenC.Basco
BANSUD, Mindoro
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[1l. Results of the

. stud
3. Impact on dayo-day life 6. Impact on
customers
b) Safety
62% Do you feel safer since you

Have you ever had? Beforebuyingthe solarlamp, 38% of the have thelamp?

interviewees had experienced domestic 3%
18% 22% fires and/or burnings due to kerosene
. accidentin their household Hence the

safety feeling (97%) providedby the solar x
Burnings Domestic No lamp.
fires

Why do you feel safer?

If the safetyfeelingappearsto be directly  « open Question ~ 47% 430, 49%

linkedto the kerosenedangeroususeand 350

handling(49% for the fumesand 47% for

fire hazard), customers sometimes

mentionedthe fact that solarlampscould 19%
be usedin caseof typhoon, and alsothe 4%

reductionof electricshockhazard o l

Animal  Burnings Domestic Dayto-day Fumes In case of
attacks fires handling emergency
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3. Impact on dayo-day life
customers

c) Time
TIME SAVED TO GO CHARGE MOBILE PHONES | Frequency of
MP charging
per week
Frequency of BEEORE
rechargeable
Frequency of ;tfvr\?ese?(h;églzanR EIE Frequency_of
Total time rechargeable items | P RFL charging
savings N charging per week | per week
BEFORE
thanks to the 2/3 UARIPUIOIY
lantern Frequency of
B rechargeable
‘./ / Time to go back and items charging
forth to charge a per week TODAY]
rechargeable item
Hypotheses
A When a customer movesto an electrified place, he chargesall his rechargeabldtems at the
sametime

A We considerone sampleof customersusingboth rechargeabldlashlightsand mobile phones

Tonote: We only considerthe time to goand comeback Thechargingtime is not takeninto accountas
customersseldomwait for their rechargeablatemsto charge
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3. Impact on dayto-day life
customers

c) Time

A Off-grid customersusingthe solarlamp savearound 2
hours per week thanksto the mobile chargingfeature
of the SunTransfer

4 Off-grid customersusing rechargeableflashlights save
around 1 hour per weekasthe SunTransfer2 replaces
flashlights (see saving methodology to see how we
calculatetime saving)

Time savings on mobile charging

A Today, offgrid customers spend
2,3 0,4 1,9

about25 minutes per weeko

Total time spent per week(# of hours)

9,9 16 83 go back and forth recharge their
119,7 19,0 100,6 mobile phone outside of home
Time savings on RFL charging A Today, offgrid customers spend

about40 minutes per week to
1,5 0,6 0,9 go back and forthto recharge
6,3 2,4 3,8 their flashlight
758 294 464
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3. Impact on dayto-day life
customers

c) Time

Considering the two strong hypotheses seen before, an off

_ _ grid customer saves in average 1h42 per week, which
Off-grid customers save in amounts to 7h30 per month.

averagelh42 per weelby

reducing the frequency of This impact should be considered carefully as the time spent
mobile phone/ in town is not only dedicated to charging rechargeable

rechargeable flashlights flashlights and mobile phones.

charges outside home presume that an offirid customer spend today about

40 minutes per week to go back and forth charge his
rechargeable items

Presumedotal time savingon mobile phones and rechargeablashlightscharging

23 06 1,7 Hours
9,9 2.4 75  Hours
119,7 29,4 90,2 Hours
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[1l. Results of the
stud

3. Impact onday-to-day life 6. mpac on
d) Activity

e
When the customersare askedto spontaneouslydescribethe changesin their livesthat are
relatedto the useof the solarlamp,they mentionfirst:

A Thedecreasen their lightingexpense$49%of respondents)
A Theconveniencen the householdday-to-daylife (48%of respondents)

A Thefactthat it is easierto work at night (25%of respondents)
49% 48%

60% * Open Question

40%
16% 16%

20% 8% 9% 4% 9%
| - ... BN

Savings Life easier ifcasier during Social Working  Studying Charging  Indoor Other

0%

general power cuts gathering (income mobile polution
generating) phone
But when they are asked to mark five 0 29 57 27
different categories from 1 to 4 30 ’ 2,4 ’ 2,3
depending on the amelioration 2,0
attributable to the solar lamp in each 1,0
categorythe average marks appear to
be quite similar.lt evidences the muki Cooking Working Studying Walking Charging
use aspect of the lamp. (income outside  mobile
generating) home phone
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3. Impact onday-to-day life

d) Activity

Cooking N I A litt]

Foreachof the five activities,the marksof usefulneswvarya . o:tztaamt Tot':"e

lot from one customerto anothet - . o y
Cookingcomes first with 65% of respondentsseeingan T, Concerning the activity
impacton this activity, while mobile chargingonly got 43% 2306 G 6 2 NJ A ycastaners
living on the seashores
Working Walkingoutside Studying Mobile Charging | | feel way more convenient

with the lamp compared
to kerosene lamps
because of the windy
wgatherwhentheyfish.

ho
33% 32% 30%

18% / |

17%

B s N T ow 1sw o

Also,customers
iving in the remote
mountains would use oil-
tree candles  they
manufactured on their
own. The impact of the
lamp in terms  of

- brightness and handiness
The oitree candles The Sun Transfer 2 ishugefor them.
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IV ¢ Insights on Account Managers
55

1. Account Managers profile

2. Training and Aftefales service
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